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Executive Summary 

 

Apple is known to be one of the companies with the highest rate of brand loyalty. We (Marijn 

Deijkers and Joost Caniels) want to exploit this fact and use it to increase Apple Music’s 

market share and eventually make Apple Music the biggest music-streaming service. 

 

We want to re-introduce Apple Music to people that show an interest in Apple by using some 

sort of price bundling. We want to grant every customer that buys an Apple product (i.e. 

iPhone, MacBook, iPad), a free time-bound subscription for Apple Music. We believe that if 

people experience how well the compatibility between Apple devices and Apple Music is, 

they will be convinced to keep using Apple’s music-streaming service. 

 

Apple will generate less revenue with Apple Music due to this. However, their market share 

in the music-streaming market will grow exponentially. 

 

We believe that this will Apple catch up with their biggest competitor (Spotify) and become 

the biggest music-streaming service.  
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1. Introduction 

 

In this marketing plan we are going to analyse Apple and their music department. Apple 

Music is founded merely one year ago. However, this high quality music-streaming service is 

already one of the biggest music-streaming services. Spotify is the only music-streaming 

service that is bigger and this is caused by the fact that people do not know how well Apple 

Music works together with their other Apple devices. By analysing Apple and their music 

department, we will gain insight in their vision, financials and products. Along with that 

information, we will analyse the market in which Apple is competing. Together they will form 

a clear picture of the strengths, weaknesses, opportunities and threats that Apple should 

keep in mind. 

 

In the following paragraphs we will set an objective and tell you why we think this objective is 

so important for Apple, linking back to the information we gathered before. When the 

objective is set, we will think of tactics regarding the segmentation of the target audience and 

the positioning of the company. 

 

After that, we would like to inform you about what we would suggest precisely in order to 

reach that objective by using a detailed action plan. This action plan describes the steps to 

take, what they will cost, who will be responsible and by what time they should be achieved. 

Of course we make sure we tell you about how to measure the success of this marketing 

plan. 
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2. Internal Analysis 

 

2.1 General    

Apple is an American entrepreneurial organisation that was founded in April 1976 in 

California with the goal of developing and marketing excellent consumer electronics with 

easy to use software and unique looks for sale to technology-conscious consumers (“History 

of Apple, 1976-2016: The story of Steve Jobs and the company he founded”, 2016). Apple 

has always targeted a consumer market of younger, technology-conscious, consumers and 

they expect Apple to take advantage of an increasing desire for technology - and to ride the 

wave of consumer interest in freemium services (“18 Key Apple Target Market 

Demographics”, 2015). While there are other companies both large and small competing in 

this market, Apple has the expertise to create and market a superior service that will appeal 

to its target market. Apple distributes its products through various resellers and via the 

internet. An analysis of the internal and external environments suggest the music department 

enjoys important strengths in its excellent device compatibility and sound quality, while 

weaknesses are seen in its lacking music library. Apple also enjoys a high level of brand 

loyalty and has been the world’s most valuable brand for three years in a row (“Apple is the 

most valuable brand in the world — for the third year in a row”, 2015). 

 

2.2 Financials, Marketing & Sales 

Apple is a large shareholder in the electronics market. With their wide range of products and 

services, they have penetrated the market well enough in order to have a revenue of 215,6 

billion dollars in 2016 which is €196 206 780 000 (Appendix 1 Figure 1). This means they 

made a profit of 45,687 billion dollars which is €40 952 250 000 (Apple Inc., 2016, p. 3). 

These kinds of numbers allowed them to have a marketing budget of 14,194 billion dollars in 

2016 which is €12 917 249 700 (Apple Inc., 2016, p. 1). Marketing a certain product has 

always been a big focus of Apple and this got some of their products a relatively big market 

share. The iPhone therefore has a market share of 16,8% in the smartphone market 

(Appendix 1 Figure 2) and the MacBook has a market share of 10,3% in the laptop market 

(Appendix 1 Figure 3). Despite the fact that Apple Music has a market share of 19% in the 

global streaming market, Apple Music still has one big competitor to compete with (Appendix 

1 Figure 4). 

 

2.3 Product 

If we take a look at the core product, we can conclude that it is a way to experience the best 

personal and high quality music at the push of a button. The actual product is basically a 
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music-streaming service for multimedia devices developed by Apple to enjoy high quality 

music. Despite that, one can also talk about the augmented product. The augmented product 

is that Apple users do not need to install the app before they can start listening to their 

favourite songs, because the service is made by Apple. However, the goal and the way it 

sets itself apart is providing songs that sound as good as if you were actually sitting in the 

front row of your favourite musician’s live performance (“How Does Apple Music Stack Up 

Against Spotify, Qobuz or Tidal?”, n.d.). That means that the format that Apple Music uses 

has a smaller file size and has a higher quality format than the format that their competitors 

use (“Apple Music will stream at 256kbps like iTunes Match”, 2015). Apple Music also offers 

this superb quality without the consumer needing to spend extra money on it, while 

competitors do charge for this service, or do not even offer it at all (“How Does Apple Music 

Stack Up Against Spotify, Qobuz or Tidal?”, n.d.). However, Apple Music does not offer a 

free option like their one big competitor. 

 

2.4 Price 

Apple aims on high quality and brand loyalty when they are selling products that they believe 

in (“Is Brand Loyalty the Core to Apple's Success?”, 2011). Products that are easy to use, 

run stable and do what they are supposed to do are the reason why Apple uses value based 

pricing on a lot of their products (“Value Pricing vs Cost Based Pricing”, 2014). However, with 

Apple Music, it is important to get the biggest market share first and that is why Apple Music 

is using competition based pricing. They charge €10 per month for a single subscribe and 

€15 per month for a family subscription, just like their one big competitor (“Apple Music or 

Spotify — which is better?”, 2016). With this price, they would like to show people that it is 

the best streaming service for that amount of money per month. However, not having a free 

option is withholding people from trying out the service. 

 

2.5 Place 

An Apple Music subscription can be bought online or as a gift card in the physical stores. 

This way of distribution is the most convenient one for Apple due to the fact that this will help 

them to sell more of their own products which they stimulate in order to get bigger customer 

satisfaction. Despite the fact that this way of distribution is quite easy to maintain, Apple also 

puts effort in maintaining the servers on which the music is stored. They have their very own 

data centres in the USA and Europe in order to do so (“The Apple Data Center FAQ”, n.d.). 
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3. External Analysis 

 

3.1 Socio-cultural 

Global internet users between the age of 16 and 24 years old are the users who access 

music through copyright infringement the most. This is a threat to Apple, because it means 

that 55% of that age group tends to simply download songs for free of the internet without 

even bothering about buying any music streaming subscription (Appendix 2 Figure 1). 

However, Apple can also see this as an opportunity. It means that a lot of people in that age 

group probably do not own an Apple Music subscription yet. If Apple decides to research why 

these people tend to illegally download music, they can try to adjust their service in order to 

offer these people a service that has a certain appeal to them. This would fit Apple’s goal to 

create brand loyalty. In the last year Apple was the only company that got more than one 

device with a brand loyalty of more than 75% (Appendix 2 Figure 2). The MacBook had a 

brand loyalty of 96%, which means that 96% of the people that own a MacBook, will most 

likely buy another MacBook when they need a new one. 

 

3.2 Technology 

As described by Bao-Shuh Paul Lin, Fuchun Joseph Lin and Li-Ping Tung from the National 

Chiao Tung University in Taiwan, the development of the successor of the 4G network is 

making good process. The 5G network will be faster and cheaper than its predecessor and 

will therefore be a lot more attractive for people to stream music over their mobile broadband 

(National Chiao Tung University, 2016, p. 1). The 5G network is also coded in a way to make 

it easier to contact cloud servers, which will make it also easier for iPhones to access a 

media or music database (National Chiao Tung University, 2016, p. 3). The authors expect 

that 5G will be fully implemented by 2020 (National Chiao Tung University, 2016, p. 2). 

 

3.3 Competition, Supply chain & Stakeholders 

Spotify is the major shareholder in the music streaming business with 44% of the market 

share. Even though Apple Music was founded merely one year ago, they already are the 

second biggest player with 19% of the market share and that is why Spotify is the only 

competitor that Apple Music has to compete with (Appendix 1 Figure 4). Spotify was founded 

in 2006, so it has become a big established competitor that soon realized that advertising is 

the key to success. They introduce a free option in the fall of 2008 and even got Mark 

Zuckerberg (founder of Facebook) to say “Spotify is so good.” on his Facebook-page (“A 

Brief History Of Spotify”, 2015). Despite the fact that the supply chain of both Spotify and 

Apple Music are quite the same, there is still a big difference in the way both companies sell 



8 
 

their service. The supply chain starts with the creation of music by the artists that then get 

sold by record labels or aggregators to music streaming companies. Those companies 

promote it and distribute it, so the consumers can consume it (“Disintermediation in the 

Recorded Music Supply Chain”, 2015). However, Spotify does not have a marketing budget 

as big as that of Apple Music. Spotify ‘only’ had €246 500 000 to spend on advertising in 

2015, which is significantly less than the marketing budget of Apple Music (“Spotify losses 

reflect 'difficult' marketing job against Apple”, 2016). 

 

3.4 SWOT 

Strengths 

 Apple has the biggest brand loyalty 

ever (this allows them to use 

database marketing for Apple Music) 

 Apple Music has better music quality 

with a smaller file size than other 

music streaming services 

 Apple products and services are 

very compatible with each other 

(and different Apple products are 

also very compatible with each 

other) 

Weaknesses 

 Apple Music was founded merely 

one year ago and did not get a 

chance to make name for itself yet 

 People who do not own Apple 

products need to take an extra step 

due to the fact that the service is not 

pre-installed on their device 

 Apple Music has a smaller music 

library than i.e. Spotify 

Opportunities 

 Apple has a relatively big marketing 

budget (this allows them to attach 

big names to the brand like Taylor 

Swift) 

 Apple Music is the only big music 

streaming service that does not offer 

a free option yet 

 Apple Music does not offer as much 

live albums like i.e. Spotify yet 

Threats 

 People tend to pirate music a lot 

 There are free alternatives when it 

comes to music streaming services 
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3.5 Confrontation Matrix 

 

4. Objective 

 

10% more market share before January 1, 2018 

 

Apple Music has one big competitor and that is Spotify. In order to ‘win’ from Spotify, Apple 

Music would like to gain more popularity and thus more users than Spotify. With 10% more 

market share they will have more than half of the subscriber share of Spotify (considering the 

fact that Spotify will grow too) (Appendix 1 Figure 4). 

 

5. Strategy 

 

5.1 Segmentation 

Segment 1 consists of users that buy Apple products the most. This is 

due to the fact that this is the average age of an Apple customer and that 

Apple users are more rich than other users (“18 Key Apple Target Market 

Demographics”, 2015). Because of that, they are a very attractive 

segment for Apple to target. They already use Apple products and have 

the money to spend it, so when we let know about Apple Music, they 

would definitely consider to use the streaming service too. 
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Segment 2 consists of users that express a strong interest in Apple  

products, due to their age (“18 Key Apple Target Market Demographics”, 

2015). However, most of the time they can barely afford to buy more than 

one of its products. They are withdrawn by the high-end prices, but want 

to stay in fashion at the same time (“6 Core Beliefs Behind the New 'Apple 

Watch'”, 2014). Due to the fact that Apple Music is priced by the 

competition instead of its value, it is relatively cheap compared to other 

Apple services. That is why this segment is also very attractive for Apple. 

 

Segment 3 consists of users that also buy Apple products regularly. 

Males outnumber females when it comes to purchasing Apple products 

(“18 Key Apple Target Market Demographics”, 2015). However, the age-

group, income and lifestyle still makes it an attractive segment for Apple 

to target, so when we let know about Apple Music, they would definitely 

consider to use the streaming service too. 

 

5.2 Targeting 

We would like to target segment 2, because they express a strong interest in Apple products. 

They also do not know how relatively cheap Apple Music is compared to other products and 

services by Apple and if we look at the age of the other segments, we can conclude those 

segments apparently already know the most about Apple Music (“Down with the kids? Apple 

Music is more popular with older people”, 2015). To give you an idea about our target 

audience, we have created the following persona: 

 

Nick van der Corput is a 21-year-old man who lives in a city called Rotterdam. He just signed 

a contract to rent an apartment with his girlfriend in the suburbs. He just started his own 

business, but he cannot pay for the apartment with that amount of money just yet. That is 

why he sometimes does modelling. Nick prefers brands as Starbucks and Apple. That is why 

he also owns an iPhone and a MacBook. Nick is very brand loyal towards Apple and if Apple 

has a variant of a product that he needs, he will most certainly check out the Apple version. 

 

In order to target people like Nick, we would use concentrated (niche) marketing as target 

marketing strategy. This is due to the fact that we want to communicate only the benefits 

desired by segment 2. If we design a promotional message that communicates that Apple 

Music is relatively cheap, they will most likely subscribe to Apple Music. 
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5.3 Positioning 

Normally consumers of Apple products and service want high quality and are willing to pay a 

high-end price for it instead of paying the same price for a lesser quality service like Spotify. 

However, Apple Music offers the best personal music streaming experience to students, 

creative professionals and many other consumers around the world through its superb music 

quality, innovative way of streaming and easy usability for a competition based price. Once 

fully adjusted to the benefits desired by the consumers (like a free option and an 

enlargement of the music library), it will not matter anymore that Spotify has the largest 

consumer base right now. Because then, Apple Music will pass Spotify as the number one 

music streaming service. Besides that, Spotify still makes use of old mp3 files instead of AAC 

and FLAC (“Apple Music will stream at 256kbps like iTunes Match”, 2015). If we take a look 

at the positioning of Apple Music, then you will see that it also depends on what actions 

Tidal, Amazon Prime Music, Spotify and Pandora might take in the future, while they are 

almost in the same position as Apple Music (Appendix 3 Figure 1). 

 

6. Tactics 

 

6.1 Product 

We are not going to change the actual product. However, the changes we would like to 

suggest, alter the core product and augmented product a little bit. With our captive pricing 

strategy, the augmented product gets a little bit more complex. The compatibility between 

different Apple products and/or services will therefore become a much bigger focus when 

talking about the augmented product. Also, if Apple Music decides to add a free option, the 

core product will also change. The core product will then also be about the benefit that the 

high quality music-streaming service can be experienced for free. 

 

6.2 Price 

We would suggest to re-introduce Apple Music by using a sort of price bundling. This is when 

you give away a time-bound subscription to customers who buy an Apple product (like an 

iPhone, MacBook and/or iPad). This way of pricing has proven that people who experience a 

product this way can get attached to it. Resulting in not being able to live without when their 

free time-bound subscription ends (“The Pros and Cons of Bundled Pricing”, 2010). They will 

notice the benefits that Apple Music has over Spotify in combination with their other Apple 

products. We were also thinking of a free option, since this also allows people to check out 

the service and fall in love with it. The missed revenue can be generated by ads. 
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7. Action 

 

Action items Beginning 
date 

Ending 
date 

Responsible 
party 

Costs 
(excl. 
wages) 

Remarks 

1. Initiate a 
large scale 
survey with 
users of 
music-
streaming 
services to 
determine 
product 
affinity. 

1 November 
2016 

1 
December 
2016 

Apple 
marketing 
team 

€30.000 By initiate a 
survey, we will be 
able to compare 
the results before 
and after the 
marketing plan. 
This will help us 
evaluate if we 
reached our goal. 

2. Research 
how many 
months it 
needs on 
average for a 
person to get 
attached to a 
service. 

1 November 
2016 

1 
December 
2016 

Apple 
marketing 
team 

€0 This will help us 
determine the 
length of the 
subscription that 
we will bundle with 
other Apple 
devices. 

3. Look into 
the different 
Apple 
devices and 
determine 
the most 
popular ones. 

1 November 
2016 

1 
December 
2016 

Apple 
marketing 
team 

€0 This will help us 
determine with 
what Apple devices 
we need to bundle 
an Apple Music 
subscription. 

4. Determine 
the amount 
of people that 
buy the most 
popular 
Apple 
devices in 
order to 
calculate the 
missed 
revenue. 

1 December 
2016 

1 January 
2017 

Apple sales 
department 

€0 With the results 
that the marketing 
team gathered, the 
sales department 
can calculate how 
much money Apple 
will generate less 
due to the 
marketing plan. 

5. Implement 
bundling 
Apple Music 
with most 
popular 
Apple 
devices. 

1 January 
2017 

31 
December 
2017 

Apple, Inc. €0 It will cost Apple 
nothing to 
implement this 
marketing plan. 
However, like 
mentioned before, 
Apple will most 
likely generate less 
revenue in 
exchange for an 
increase of 
subscribers. 
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6. Initiate a 
large scale 
survey with 
users of 
music-
streaming 
services to 
determine 
product 
affinity once 
again in 
order to 
confirm 
changes. 

- - Apple 
marketing 
team 

€30.000 This is the survey 
that will help us  
evaluate to see if 
we have reached 
our goal. Also, the 
beginning date and 
ending date 
depend on the time 
it takes on average 
for a person to get 
attached to a 
service, so we 
cannot know that 
yet. 

(Solomon, Marshall, Stuart, Barnes, & Mitchell, 2013, p. 552) 

8. Control 

 

What How When 

The amount of Apple Music 
subscribers compared to the 
ones of Spotify. 

Data gathering by the 
marketing team of Apple. 

A certain amount of days 
(the days it takes on 
average for a person to get 
attached to service) after 31 
December 2017. 

 

 

 

 

 

  



14 
 

9. Literature Overview 

 

Amed, I. (2014). 6 Core Beliefs Behind the New 'Apple Watch'. Retrieved from 

https://www.businessoffashion.com/articles/bof-exclusive/6-core-beliefs-behind-new-apple-

watch 

Apple, Inc. (2016). Unaudited Condensed Consolidated Statements Of Operations. Retrieved 

from http://images.apple.com/newsroom/pdfs/Q4FY16ConsolidatedFinancialStatements.pdf 

Bader, D. (2016). Apple Music or Spotify — which is better? Retrieved from 

http://www.imore.com/should-i-go-apple-music-or-spotify 

Crook, J., & Tepper, F. (2015). A Brief History Of Spotify. Retrieved from 

https://techcrunch.com/gallery/a-brief-history-of-spotify/ 

Dormehl, L. (2015). Down with the kids? Apple Music is more popular with older people. 

Retrieved from http://www.cultofmac.com/393010/down-with-the-kids-apple-music-more-

popular-with-older-folk/ 

Gaille, B. (2015). 18 Key Apple Target Market Demographics. Retrieved from 

http://brandongaille.com/18-apple-target-market-demographics/ 

Ghosh, S. (2016). Spotify losses reflect 'difficult' marketing job against Apple. Retrieved from 

http://www.campaignlive.com/article/spotify-losses-reflect-difficult-marketing-job-against-

apple/1396082 

Goodson, S. (2011). Is Brand Loyalty the Core to Apple's Success? Retrieved from 

http://www.forbes.com/sites/marketshare/2011/11/27/is-brand-loyalty-the-core-to-apples-

success-2/#419f949d677f 

Hall, Z. (2015). Apple Music will stream at 256kbps like iTunes Match. Retrieved from 

https://9to5mac.com/2015/06/09/apple-music-quality/ 

Hosoi, T., Kim, J., Stainken, D., & Caro, F. (2015). Disintermediation in the Recorded Music 

Supply Chain. Retrieved from http://blogs.anderson.ucla.edu/global-supply-

chain/2015/08/disintermediation-in-the-recorded-music-supply-chain.html 

How Does Apple Music Stack Up Against Spotify, Qobuz or Tidal? (n.d.). Retrieved from the 

Music Server Tips website: http://www.musicservertips.com/product-reviews/how-does-

apple-music-stack-up/ 

Keane, J. (2016). Apple gains notebook market share in 2015, but can't top HP and Lenovo. 

Retrieved from http://www.digitaltrends.com/computing/apple-2015-notebook-market-share/ 

https://www.businessoffashion.com/articles/bof-exclusive/6-core-beliefs-behind-new-apple-watch
https://www.businessoffashion.com/articles/bof-exclusive/6-core-beliefs-behind-new-apple-watch
http://images.apple.com/newsroom/pdfs/Q4FY16ConsolidatedFinancialStatements.pdf
http://www.imore.com/should-i-go-apple-music-or-spotify
https://techcrunch.com/gallery/a-brief-history-of-spotify/
http://www.cultofmac.com/393010/down-with-the-kids-apple-music-more-popular-with-older-folk/
http://www.cultofmac.com/393010/down-with-the-kids-apple-music-more-popular-with-older-folk/
http://brandongaille.com/18-apple-target-market-demographics/
http://www.campaignlive.com/article/spotify-losses-reflect-difficult-marketing-job-against-apple/1396082
http://www.campaignlive.com/article/spotify-losses-reflect-difficult-marketing-job-against-apple/1396082
http://www.forbes.com/sites/marketshare/2011/11/27/is-brand-loyalty-the-core-to-apples-success-2/#419f949d677f
http://www.forbes.com/sites/marketshare/2011/11/27/is-brand-loyalty-the-core-to-apples-success-2/#419f949d677f
https://9to5mac.com/2015/06/09/apple-music-quality/
http://blogs.anderson.ucla.edu/global-supply-chain/2015/08/disintermediation-in-the-recorded-music-supply-chain.html
http://blogs.anderson.ucla.edu/global-supply-chain/2015/08/disintermediation-in-the-recorded-music-supply-chain.html
http://www.musicservertips.com/product-reviews/how-does-apple-music-stack-up/
http://www.musicservertips.com/product-reviews/how-does-apple-music-stack-up/
http://www.digitaltrends.com/computing/apple-2015-notebook-market-share/


15 
 

Lin, B.-S.P., Lin, F.J., & Tung, L.-P. (2016). The Roles of 5G Mobile Broadband in the 

Development of IoT, Big Data, Cloud and SDN. Communications and Network, 8(1), 9-21. 

DOI:10.4236 

Locke, J. (2014). Value Pricing vs Cost Based Pricing. Retrieved from 

https://www.lockedowndesign.com/value-pricing-vs-cost-based-pricing/ 

McAlone, N. (2015). Apple is the most valuable brand in the world — for the third year in a 

row. Retrieved from http://www.businessinsider.com/apple-most-valuble-brand-in-world-

three-years-running-2015-10?international=true&r=US&IR=T 

Rawlinson, N. (2016). History of Apple, 1976-2016: The story of Steve Jobs and the 

company he founded. Retrieved from http://www.macworld.co.uk/feature/apple/history-of-

apple-steve-jobs-what-happened-mac-computer-3606104/ 

Richter, F. (2016). Apple's First Annual Sales Decline in 15 Years. Retrieved from 

https://www.statista.com/chart/6435/apple-annual-revenue/ 

Solomon, M.R., Marshall, G.W., Stuart, E.W., Barnes, B.R., & Mitchell V. (2013). Marketing 

Real People, Real Decisions (2nd European Edition). Essex: Pearson Education Limited. 

The Apple Data Center FAQ. (n.d.). Retrieved from the Data Center Knowledge website: 

http://www.datacenterknowledge.com/the-apple-data-center-faq/ 

Tjan, A.K. (2010). The Pros and Cons of Bundled Pricing. Retrieved from 

https://hbr.org/2010/02/the-pros-and-cons-of-bundled-p 

Wu, A. (2016). TrendForce Says Huawei Led the Global Rise of Chinese Smartphone 

Brands in 2015 by Shipping Over 100 Million Units to Take No. 3 Worldwide. Retrieved from 

http://press.trendforce.com/press/20160114-2265.html 

 

  

https://www.lockedowndesign.com/value-pricing-vs-cost-based-pricing/
http://www.businessinsider.com/apple-most-valuble-brand-in-world-three-years-running-2015-10?international=true&r=US&IR=T
http://www.businessinsider.com/apple-most-valuble-brand-in-world-three-years-running-2015-10?international=true&r=US&IR=T
http://www.macworld.co.uk/feature/apple/history-of-apple-steve-jobs-what-happened-mac-computer-3606104/
http://www.macworld.co.uk/feature/apple/history-of-apple-steve-jobs-what-happened-mac-computer-3606104/
https://www.statista.com/chart/6435/apple-annual-revenue/
http://www.datacenterknowledge.com/the-apple-data-center-faq/
https://hbr.org/2010/02/the-pros-and-cons-of-bundled-p
http://press.trendforce.com/press/20160114-2265.html


16 
 

10. Appendices 

 

 



17 
 

 

 

 



18 
 

 

 
 

 



19 
 

 

 

 


