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Executive Summary 
Apple. A brand recognised all over the world. A symbol of minimalist style and elegance. It brought a revolution, first in personal computers and software, then in smartphones and entertainment devices.
Apple is the leading technology company in its field and can boast of the unique operating systems that have won the hearts of many users. Their functionality and security features allow users to use their products quickly and safely.
Although Apple is a technology leader, it is constantly fighting for a place on the podium with fast-growing companies that follow Apple's footsteps and produce new technologies every year (Cain,2022). Although every 5th person in the world has heard about the Apple brand, not everyone can afford it because the price of an Apple product sometimes exceeds the expenses of a ‘normal’ citizen (Arsenovic,2022).
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1.0 Introduction
The logo with an apple bite on the side is one the of most recognisable logos across the world today. It has been a symbol of the Apple for the last 46 years. Apple was first established on 1st April 1976 by Steve Jobs, Steve Wozniak and Ronald Wayne under Apple Computer Company (Levy,2022). Apple is the largest brand in the technology industry in terms of generated revenues as well as brand ranking (Dailey,2021). This is not a surprise to many, because Apple has repeatedly presented products that were ground-breaking and revolutionized the market. Apple has given a lot of delight over the years including MacBook, iPhone and more and with its great product and differentiation, it is close to the heart of many technology enthusiasts.
This report will critically evaluate the future development in the field of Apple’s marketing and provide recommendations on what strategy Apple should be taking in order to respond to increasing competition caused by rapid innovation in consumer electronics as also to improve their marketing for the coming years.




2.0 Main findings
2.1 The Marketing Concept 
Marketing is often incorrectly equated with sales, advertising or intrusive promotions. It can be also heard that this is a department of the company that generates only costs. It is, however, a very selective and in some cases a misunderstanding of the field. Peter Drucker - management guru says that ‘"The goal of marketing is to make selling unnecessary” (Swaim,2013).
Philip Kotler, considered the father of marketing, defines this field as follows: "Marketing is the management of relationships with the client. The aim of marketing is to create specific values for customers and in return receive certain values from customers.” (Atkins,2017).
To build a good marketing department, several of the following resources are required such as human, physical, technological and financial. Apple possess great human resources, by training its employees at their own Apple University located in California, where employees can learn about the company's history as well as study courses relevant to the position (Apple,2021). In terms of physical resources Apple has 28 offices around Asia, Europe and North America (Glassdoor,2021). This number of physical resources allow Apple to manage their operations successfully and improve their marketing strategies. Apple also has the best possible technology to succeed in their field, they have created and developed their own operating systems called iOS and MacOS where they are allowed to collect user’s data for their future advertisement and development purposes, but they are also very transparent about it and inform each user about the data collection (Berry,2021). Each user can easily ‘opt-out’ from this feature, at any time, which gives a significant competitive advantage over their biggest competitor, Samsung, which clearly informs its users of ‘data selling’ (Raphael, 2020). 










2.2 Macro & Microenvironments
2.2.1 – The Macro Environment
The macro-environment of the company can be defined as the total environment that is directly or indirectly related to the functioning of the company. The company does not operate on its own. It is surrounded and operates in a larger context. It consists of all the forces that shape opportunities, but also pose a threat to business. It is a set of external factors - such as economic, social, political, environmental, technological and social - that are uncontrolled in nature and influence a company's commercial decisions (Chappelow,2021).
Appendix 1 contains a full PESTEL analysis, which in this report is going to be used to evaluate Apple’s macro environment and to determine how it influences Apple’s marketing strategy.






· Political
As the one of the main political factors that may have an impact on Apple’s marketing strategy is the possible political disruption. Apple products are mainly manufactured and assembled in Asia, in countries such as China, Japan and South Korea. Some of the components also get sourced from European countries. If US gets into conflict with any of these countries and one of them introduce restrictions on imports or exports into their territory, it may not only have financial impact but also Apple’s marketing may get hurt, as Apple brand may stop being as popular as prior the conflict (Evans,2022). 
· Economic
Inflation can be considered as an economic factor having an impact on Apple’s marketing strategy. Even if Apple is classed as financial stable company, because of the current global inflation caused by the Covid-19 pandemic and conflict in Ukraine it may notice significant drop in sales, which may cause a decrease in annual marketing budget (Leswing,2022).



· Social
Apple products are classed as ‘premium’, based on their price and quality.
They are also perceived by consumers as a brand of ‘luxury goods’ which not all can afford. This is one of Apple's strategies to sell ‘Mercedes-based’ products, but in this case it’s not about product reliability, it's about high price. Apple by using simple marketing methods and customer understanding, gives consumers a 'sense of accomplishment’. The psychology behind this, shows that many consumers buy these products in an unreasonable way, without having enough financial resources to buy them (Page,2021).
From the marketing strategy perspective, as also impact on rivals and their innovativeness, Apple seems to be ahead of the game, but they need to stay vigilant as the competitors are on their heels.
· Technological
Nowadays, all the tools we need to live, can be found on electronic devices such as a laptops or smartphones, starting from messaging apps, ending on online banking. Each user of these devices wants to feel safe and have guarantee that their data is not generally available to third parties. However, not all manufacturers can guarantee this. Most software producers can see user’s activity on electronic devices, apart from Apple. Apple values user privacy and can be proud of end-to-end encryption on all its devices, as standard. Apple on their website under privacy tab tell their users that ‘Privacy is build from the beginning…’ (Apple,2022).
End-to-end feature is designed to protect the data that is being transferred from one device to another and offer additional protection against hackers so that only Apple users can access their information. This has a great impact on the Apple’s marketing because users can feel safe and at the same time it has an impact on potential, new users who value innovation, but also security and privacy that other companies could not offer them.
· Environmental
Recycling is a very important topic, especially in these times when climate change and environmental pollution are increasing on our eyes. Big brands around the world are taking more steps to make their operations ‘greener’. It is no different in the case of Apple. In 2020, when Apple launched their iPhone 12 model, they have also decided to remove the wall charger, earphones and any plastic packaging from the box to reduce carbon footprint (Shead,2020).



It makes sense to most people, and they support Apple's decisions, but not iPhone users. Apple was highly criticized for the lack of a charger in the box, as it forced users to purchase the charger separately (Calma, 2020). From the point of view of Apple's marketing, this may work both for the benefit and against the company, because even if most of the society supports CO2 reduction by tech giants, it is not difficult to notice that without a charger it is difficult to use the product.
· Legal
As Apple invests around 7% of its sales in the R&D and is doing very well financially with annual revenue of $386billion (Saba,2021), it needs to focus more on the legal factors. Apple is known for high price and poor battery life. This has recently changed and since 2020, Apple is installing new, more powerful batteries in their mobile phones to last 20% longer to their previous models (Fathi,2022). 
There are many lawsuits against Apple for deliberately slowing down the work of older iPhone models by installing bad quality batteries. The American company publicly admitted the fault and explained this by ‘caring for customers’ whose devices could turn off due to the deteriorated battery (Nanji,2022).
Through such actions, the company's image could suffer sufficiently and could have an impact on Apple’s marketing strategy in the following years. Such moves also worked to the advantage of their competitors, as they were able to design a new marketing campaign at the time, showing the good side of the battery resource in their devices and presenting Apple in a bad light.
2.2.2 – The Microenvironment
Micro-environment is a set of factors that have a direct impact on the company and which a given company can influence by deciding on specific cooperation. The micro-environment of the company is related to the functioning of the company, regardless of the sector in which it operates. It includes all entities, operating in any sector, competitors, suppliers or other contractors. This part of reality surrounding the organisation has the greatest impact on it, but also vice versa - the organisation may influence this closer environment through appropriate decisions (Sherman,2011).
Appendix 2 contains a full Porter’s Five Forces analysis, which in this report is going to be used to evaluate Apple’s microenvironment and how it may impact Apple’s marketing strategy.
Porter’s Five Forces analysis is one of the methods of strategic analysis of a company, it consists in verifying the attractiveness of the sector and examining its structure. It is used to better understand the company's surroundings, and more specifically to assess the strength of competitors in the analysed sector (Harvard Business School, 2012).
Porter’s Five Forces analysis includes the following: new market entrants, competitive rivalry, supplier power, buyer power and substitute of products.
· New Market Entrants 
The possibility of new market entrants is low as Apple has a strong brand image, innovation and customer service which makes it difficult to compete with the company. Apple's expertise in the operation and continuity of Tim Cook's (current CEO) supply chain is a huge hurdle for new manufacturers and even competitors. New players will find it difficult to adjust or beat the cost structure of Apple’s supply chain.
· Supplier Power
The bargaining power of suppliers for Apple is considered low because it mostly depends on the uniqueness of the supplier's product. Apple has downgraded chipmakers considerably by designing their own chips as this gives them more power and flexibility over their competitors (Kelion,2020). According to Hughes (2013) Apple has reduced the importance of factories that provide services to many companies by purchasing production equipment that allows the assembly of only equipment used for Apple products.  Apple has also shrunk significantly its distributors by acquiring retail sales, distribution and services produced through the Apple Store (McKinsey,2020).
· Competitive Rivalry
The competitive rivalry for Apple is considered as strong. The more players in the industry, the more intense the competition for the same customers. So far, Apple has avoided competition, staying away from the 'cheap' market, where price plays a major role. Apple does not organise sales in stores, but their products are always sold at regular prices (Houston, 2020). By generating the highest quality product, innovation and unique ecosystem (iOS, macOS), Apple does not have a cheap 1:1 competitor.





· Buyer Power
The buyer power is considered as low because Apple maintains high profits by selling key products with the same software that facilitates the transfer of data between devices or applications based on the same operating system (Apple Support, 2022).
To increase customer loyalty to Apple, the company is carefully expanding its range of compatible products starting from iPod finishing on iWatch which are all operating on the same unique operating system (Haselton,2017).
· Substitute of Products
The thread of substitution to Apple is low since people prefer to have everything in one place instead of buying multiple items that can be access through one powerful device (Hayes,2018). While the brand loyalty of Apple customers is still high, some of the models from the biggest competitors are a potential threat because of their efficiency and design.




2.3 The target market
2.3.1 – Segmentation
Market segmentation is the process of dividing the market according to specific criteria into possible groups of buyers, the so-called market segments that require the use of different marketing strategies in order to influence the purchases made by potential customers (Dickson et al, 1987).
Apple segments its market into four main groups. One of them is ‘Age’.
Apple produces computers and laptops with better graphics and speed performance to encourage young people to buy their products for gaming purposes. On the other hand, Apple has specifically added pulse rate measuring functions to attract the interest of potential middle-aged customers for whom health is much more important than daily entertainment.
2.3.2 – Targeting
Targeting is the breakdown of the market into segments, and then concentrating marketing activities on one or more key segments consisting of customers whose needs and desires best match a given product or service offers (Gruido et al, 2011).
	

	

	

	


Apple, as it sells products that are classified as ‘premium’, targets middle-class and higher-class customers, in other words, customers who can afford to buy a more expensive brand of ‘gadget’, this could be for example business owners or footballers (Karabell,2018). Apple also focuses on Instagram users with high number of followers to perform their indirect marketing, which for them is one of the cheapest but also most effective form of advertising (Fingas,2017). Students are also Apple’s target audience as they need Apple products such as MacBooks for studies because of convenience caused by lightweight and slim design of the product and it also allow students to organize their notes and files more easily than on any other electronic brands (Andrew, 2020). Apple's last target group are teenagers from wealthy families and who follow the trend for iPods, iPhones and MacBooks (Reisinger,2020). 







2.3.3 – Positioning
Positioning are the activities to ensure that, in the minds of target consumers, the product or brand takes a specific, distinctive and desirable place in comparison with the competition's products. Positioning is therefore creating such an image of the product that will convince the customer to buy it (Hooley et al, 2008).
[bookmark: _Hlk107398381]Apple positions its products as prestigious and worth paying for. Apple offers its users a unique experience as well as unique technology that cannot be imitated. Looking at Apple ads, it can be said that the company wants to reach the customer through the emotions and functionality of the product. On the other hand, Apple also positions its products through the user experience. Apple products are easy to use and multi-functional, as Apple shows in its advertisements (Apple Canada,2021,00:15). 
[bookmark: _Hlk107398432]Looking at the advertisements of their competitor, Samsung, their positioning is based on product compatibility, not the emotions associated with their use (Samsung,2022, 00:05).



2.4 The Marketing Mix
Marketing Mix is a broad category of interrelated elements (activities, processes, methods and techniques) used in the organisation and creating an integrated system of influencing the company's market environment. It consists of 4P’s and 7P’s. 7P’s concept is mostly used for businesses providing a service. This report will evaluate Apple’s 4P’s Marketing Mix (Isoraite,2016).
· Product
Apple is a brand known for products that customers love and desire, waiting, for example, to buy a new iPhone in tents for few days in front of stores. The materials from which the products with the bitten apple logo are made include high-quality plastic, metals, glass. Apple also pays a lot of attention to the way the customer begins contact with the product (the so-called unboxing experience) right after the purchase, which is why the packaging plays a very important marketing function in Apple. The process of unpacking Apple products is like a ritual that has something of the theatre in it, and the main actor is the product (Moorman,2018).
· Price
Apple founder has always wanted to sell products that were valued by a higher standard in their industry. Current computer manufacturers (Dell, Asus, Lenovo) have margins on their products at the level of 5-6%, Apple on their products at least 20% (Epstein,2014). This positioning strategy corresponds to the premium brand, as well as the appropriate perception by consumers, which equates the company's products with high value and high quality. 
· Place
The stores where Apple products are sold are more than just a place where products are purchased. They are exclusive boutiques, situated in the best locations, designed in such a way that customers simply like and want to be in them. (Ahmed,2021). Another very important distribution channel for Apple products is the Internet. The company sells its products through an online store - apple.com. 
· Promotion
Apple ads are much more than information combined with a persuasive message. Straight after technology, Apple founder paid attention to the ads. Over the past three decades, the company has become well known for its advertising messages that were created to reflect its market approach to "creative individuals" (Luce,2019). 



3.0 Conclusion
The purpose of this report was to appraise key marketing activities and the contribution of Apple’s marketing department to help the organisation beat the aggressive competition and rapid innovation. This report analysed the macro and microenvironment as also their target market. In the main part of the report, two analysis tools were discussed to evaluate Apple’s environmental conditions in the marketing department. The results of the PESTEL analysis showed that consumers trust and keep loyal to Apple even if there were some shortcomings from the tech giant. 
The Five Porter’s Analysis has revealed that most of Apple’s threats are considered low apart from competition rivalry which is situated as strong due to many companies are trying to shadow Apple and the tech giant must work hard to be able to keep strong position on the market.
The target market analysis revealed that Apple’s target audience are mostly well earning individuals but also teenagers who follow the ‘trend’. This last group of audience can also be classed as Apple marketers as they’re promoting Apple brand through social media platforms.


4.0 Recommendations
From the above analysis it can be recommended that Apple must keep investing more capital into research and development to develop a unique feature or experience which consumers would love and none of the competitors would have for example air charging which would remove leaving the device ‘unattended’ whilst charging or holographic displays which would allow Apple users to experience 3D view wherever they are in the world. Social media is a new norm and Apple should make use of it by putting more pressure on direct and indirect marketing to reach to the biggest customer pool.
As consumers are aware that Apple products are classed as premium, Apple should not compete with competitors to keep the product cost down, but totally opposite. Apple should increase their product price slightly to make consumers feel special and above others.
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