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· The role of marketing in creating value for customers

Marketing is the method of reaching the best customers in the right place, time and value through the correct promotional tactics, by using right people to offer their customer support to certain products, services or concepts. This is known as the "right" philosophy, and it serves as the foundation for any marketing strategies. Marketing is all about exchanging goods and services. An exchange occurs as two parties send something of importance to each other in order to meet their specific obligations. The marketing concept has been adopted by the majority of profitable companies. The "right" principle underpins the marketing philosophy. It determines the buyer's desires and then creates products, services, or solutions to meet those needs. The philosophy is focused around providing value to consumers in order to please them.
The Societal Marketing Concept.  According to this definition, the organization's mission is to assess the needs, desires, and preferences of target audiences and to provide the required pleasures more successfully and efficiently than rivals (this is the original Marketing Concept). Furthermore, it holds that much of this must be achieved in a manner that protects or improves the consumer's and society in general excellently.
Societal Marketing is critical to culture, the community, and industry. This idea was created to combat consumer culture and the profit-only business purpose. The principle of societal marketing aids in the maximisation of sales for the company and the development of long-term relationships with consumers.
Steve Jobs and his colleagues have succeeded the consumer goods they enjoy in engineering and marketing. In reality, Apple marketing is so successful that it is a standard for other businesses that wish to gain the same global popularity, increase in sales and sustainability.
Irrespective of the business, product or service, Apple's marketing is favored by certain aspects:
1. Apple’s Marketing is build on simplicity. Any ads are exempt from such items as listings, prices or costly special effects. The logo is a beautiful illustration of its beauty a plain apple with a missing chunk. However, according CEB, it is not through convoluted advertising, flashy websites or a hyperinflated copy that the most powerful way to market a product to a customer.
2. The right language to speak with customers. Apple knows the disgruntled PC consumer searching for a decent alternative in the PC vs Mac commercials. There was no terminology nor reasons for a simple PC consumer that were misleading. Other publications reveal satisfied users with the ease of their iPads enjoying a wonderful time. Apple sells the emotion of satisfaction from a simpler lifestyle. You don't offer more battery life or more capacity, you sell the joy of owns an Apple product. It is simple publicity spoken in a language practically understandable by any potential customer.
3. The Apple’s Community. Apple users have created a very close group which encompasses people from every aspect of life. Apple uses the testimonies and ratings to exploit this culture. In order to make a purchasing decision, 92% of the customers depend on peer review. Official tweets or Facebook notifications of the company are not available, but they do have product-controlled Twitter networks. 
Both the community and the media have the impression of "brand love" – apparent by the social media policies of the organisation.
4. Apple create a perfect design. The production staff of Apple takes priority over the team of engineers. Steve Jobs, CEO of the Apple Reframes CEO, wishes his product to be like fine jewels. Long before the Apple, though, Sony had MP3 players, however the iPod was developed by Apple. They have been seen to be important for customer design.
Not unexpectedly, Apple's marketing approach continues to boost worldwide business sales and growth. Practically any company will produce the same success if any of the same strategies are used to new goods launched and current products and services promoted.
What is branding and how important is for a company?
"The act of granting a certain design or symbol to a corporation to advertise its goods and services" is described by Cambridge Dictionary. It's a fairly true branding definition not so long ago – what the general consensus at the time was at least.
Branding is the eternal mechanism in which collective properties and activities that create a brand's image are identified, created and managed by stakeholders.
By being limited to its aesthetic aspect, branding was (and still is) misunderstood: visual identification. Branding also only concerns visual identification – name, slogan, style, packaging, etc. for many, whether experts or not. Moreover, though the branding idea and its understanding have changed tremendously over the years, even high-level advertisers are preaching the same ancient visions of branding. Because of its ultimate effect on the venture, branding is crucial for a corporation. Branding can transform the way consumers view your brand, lead new businesses and improve the appeal of the brand – also, it can do the reverse, whether it is done incorrectly or not.
“Branding is endowing products and services with the power of a brand” (Kotler & Keller, 2015)
Branding gives value by building and forming a brand into the minds of the customer of a particular business, entity, goods or services. It's a tactic that organisations, by clarivating what this specific style is, and what is, that helps customers easily recognise their brand and experience it and give them an incentive to choose their goods over the rivalry.
The aim is to draw and maintain existing consumers and other stakeholders by supplying a product that always meets the promises of the company.
There are some advatages of branding:
1. Rationality in the market. The more often your company is used by the buyer, the more often will it be taken into consideration for buying. If the name and identification are genuinely maintained, the consumer would most likely believe that the product is reliable and faithful to the brand. This implies, however, that the product must retain a coherence that often mirrors the picture.
2. Loyalty customers. Excellently messaging contributes to customer satisfaction by strengthening the buying of goods in the memory of the buyer. A promotion focusing on physical health and not on a specific product helps create the company as a market leader for both past and potential buyers for athletic goods. If the commodity is linked to a lifestyle, users want to pursue common objectives.
3. Branding increase business value. By providing more industry influence, branding will improve the appeal of a company.
A good name implies a powerful brand, meaning worth. The brand is also a financially valuable business property. The financial weight for the brand, which is called 'brand evaluation,' is as critical as branding.
4. Customers Satisfaction. When an employee works for a good business, he is happier in his career. This understanding is continued farther down the road by employees who have a strong connection with the company. This will also contribute to increased leadership, participation and improved goods and services.
Ansoff Matrix is a sales enhancement instrument. Profitability is all the more essential. Ansoff matrix can also help us benefit. Igor Ansoff has developed the Ansoff matrix. In the 1957 essay “Strategies for Diversification”he published this strategic method.
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Product Development. The finishing production is the materials. The iPhone is for instance an Apple company device. It will launch a new product for the industry and increase its market share. For instance, AirPods was introduced.
Market Development. Business expansion is another way to expand. Take the example of our Apple. Developing the industry means that the company is looking for a different market. For exemple: America, China, and Europe, Apple sells well. It was not present in Africa, however. Apple may begin selling telephones for its income in Africa. This is an indication of the development of the market.
Marketing Penetration. Now, remember that Apple does not want to add new goods but wishes to increase its sales. They don't want a new competition, either. They have one alternative in this case: to grab some of the existing market share. Let's assume, for example, that Apple has 39% of the US share of the market. In the next two years, they will build a plan to raise market share by 5%. This technique would also serve as an indicator of consumer penetration.
Diversification. Apple will diversify with the introduction of a new product and simultaneously grow into a new segment. Apple, for example, discovered that in developed economies there is a market for a cheaper iPhone. Your existing range is however costly for the industry.
Relationship Marketing in Apple’s Company. 
There is one thing in general with all customers: shopping depending on their current emotional expectations (Aitchison 2004, 26). Marketers ought to play to their consumers' feelings to attract customers. If you will still remain emotionally important to your company, clients can join your team. Such links are important for maintaining customers' loyalty.
For exemple, the Apple Store offers a welcoming atmosphere, in which consumers will enjoy getting to know computers and devices from Apple.
We start to recognise their needs by engaging consistently with our customers. It also allows us to better consider what functionality or resources are needed to maintain and exclude by listening to client input. In essence, we will provide our clients with the resources they need, so they will not have to go elsewhere. For example, the goal of the Apple Store is to make technology fun. This gives clients the feeling that Apple offers excellent customer service and takes care of its customers. Apple is committed to making apps easy to use, maintaining a welcoming atmosphere and getting to know its consumers to deliver the right devices.

· Stakeholder engagement and their impact on the marketing activities of an organisation
· What is a stakeholder?
Anyone, entity or faction with an interest in a company and the results of his activities is a stakeholder in a corporation. Employees, consumers, lenders, manufacturers, societies and governments are common examples of stakeholders. There are various owners, and businesses also face compensation to try to appease all. They control or are affected by the organization's strategies, practises, and events. Internal stakeholders and external stakeholders are the two main types of stakeholders.
Individuals or groups actively interested in the administration of the company are referred to as internal stakeholders. These owners have a personal interest in the enterprise which may personally influence or be influenced by the company's achievements or shortcomings. Internal customers typically have a major effect on an organization's activities. The owners are the ones who make important business decisions. Employees are directly engaged in a company's everyday activities and make a variety of decisions on a regular basis. Many of these have a strong interest in the organization's operations.
Secondary stakeholders are those not specifically impacted by the company's results. External stakeholders include customers, vendors, clients, creditors, rivals, intermediaries, and the general public. They do not know the company's internal problems and deal with them externally. To make them aware of its results, they use financial statements and other publicly accessible information.
Apple Inc.'s aim is to analyse both the internal and external stakeholders in this comprehensive review by the stakeholders. It also seeks to explore how Apple interacts with its stakeholders. Apple is also one of the world's most important brands. The field of smartphones, mobile phones and certain other computing technologies has been reinvented. Its headquarters is in the United States, Cupertino.
Internal Stakeholders of Apple:
The Board of Directors, management, staff and shareholders are the core internal owners of Apple. Many observers contend that the success of Apple is determined by efficient leadership. The production team works under very stringent guidelines which is highly confidential with Apple. Any of the managers have millions of dollars in shares. The corporation has its owners both individually and institutionally. Four of the biggest shareholders of Apple are Vanguard Group, BlackRock Inc. and Berkshire Hathaway Inc. Investors usually are key supporters and drivers of corporate social responsibility schemes in companies. In the case of Apple, investors want to maximise their investment gains. This stakeholder party is successfully dealt with with an outstanding financial result. Employees are the secondary goal players in the social responsibility strategy of Apple. Sustainable pay and job growth are the primary priorities of these parties. Staff assess the human resources skills of Apple directly.
External Stakeholders of Apple:
Most consumers of Apple are faithful and don't switch to rival products. Apple is active in several countries with hundreds of vendors, especially in the USA, China, Japan, Taiwan, and South Korea. Apple's supply chain has made a strong strides over the years. Many of its manufacturers were found to violate its rules on labour and the environment. In developing corporate social sustainability policies, Apple gives priority to consumers as its top players. This stakeholder community is made up of private Apple products and organisational customers. The principal concern of consumers is to provide reliable, affordable goods. Apple supply chain employees are also important factors in the social justice activities of the corporation. This employees are secondary partners of the company, but they decide the social obligations of the company. The stakeholder group's core concern is close to Apple's workers' needs, such as adequate pay and work protection.
· How Apple communicate with their stakeholders?
The website of Apple (www.apple.com) contains a variety of material for the stakeholders. Customer product stats, employee and employment prospects' career information, investor corporate statistics and several more are on the website. Media promotions are also used by Apple for communication with its consumers. It has a record annual advertising expenditures of $1.8 billion. To connect with customers all over the world, Apple have created many contact networks. As a product of two-way contact and human experiences, the business strengthens positive relationships with sensitive clients. For customers to flourish, technology-based enterprises should become part of their everyday life. 
Apple provides its customers with specific knowledge regarding different goods and services and informs them of evolving awareness about new products and existing products. Companies must find a way that can change their consumers' life gradually.
In conclusion I can relate that, an important strength of Apple lies in its large brand stock. The corporation invests far more than its rivals on research and development. Apple has immensely benefited from CEO Steve Jobs' good leadership, which is in the lead since the organisation was established. Apart from rivals and its dependence on internal hardware and applications, Apple Inc.'s decreased dependency on vendors is one of the special features. Apple has more than its competitors and continues to retain its market share of its brands. Some manufacturers, who have been delegated to import products and to assemble such parts, pose another challenge to Apple. These suppliers may be threatened by low production performance.
As recommendation I can say that Apple should be involved in price minimisation along with expense minimisation. It is advised. The Blues Ocean policy will be in the interest because it is aligned with the company's target of profit maximisation. Increased investments currently worth $1 billion annually, which is fundamentally insufficient, enable Apple to reduce its potential challenge. Company will pay more attention to the competitive emerging markets like China and India.
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