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[bookmark: _Toc38571574]Introduction
In this individual essay, the researcher will highlight the processes as well as stages associated with Marketing activities of Apple Inc. along with the role of marketing mix, in this section will also power the impact of external environmental analysis as well as internal environment analysis on the organisation. Alongside, an STP analysis of the organisation will also be conducted. The next section emphasizes on the marketing activities of the company which helps in creation of value towards customers. In this section, the Marketing concept will be clearly articulated. Branding strategies like corporate umbrella branding, individual product branding as well as range branding will be discussed and the chosen strategy by the company will also be analysed. In the next stage of the essay, the strategies under ansoff Matrix will be discussed and how these factors relate with Apple will be highlighted. The last section of the research based essay will consider the engagement of stakeholders with organisation and how they impact marketing activities of the company. 
[bookmark: _Toc38571575]Discussion
Apple Inc. is a multinational organisation headquartered in California. The organisation designs former develop as well as sales electronics, software as well as online services. The annual revenue estimated in the year 2018 had been $265 billion. It is the largest technology company of the world in terms of revenue and the third largest manufacturer of mobile phones after Samsung as well as Huawei (Dave, 2018). The first US based company to be valued more than 1 trillion US dollars has been Apple which has employee strength of 12 million. 
[bookmark: _Toc38571576]The marketing processes
The marketing process is accomplished by analysis of market opportunities, selecting the target market, developing a marketing mix as well as managing the marketing efforts. The market opportunities of Apple. The organisation has clearing divested their business strategy by selecting their target market when the computers from their name. Diversification of product manufacturing helped the company to achieve a sales figure of $65 billion in 2010 (Peng, 2018). Analyzing the marketing mix of the company can be highlighted that the company has always emphasised on occupying the premium position of every product segment. The same has been accomplished with Mac computers, iPad, iPhone as well as iPod. Rather than hardware, Apple has been successfully promoting their Mac OS X operating system also along with other software (TIAN and Da, 2016). Although the company has been operating in the premium price segment, the software services like iTunes, my life as well as I work along with their iOS system are complementary services availed by product uses of Apple. 
[bookmark: _Toc38571577]Definition of macro environment
Micro environment refers to the external market conditions of an organisation in a selected geographical domain. The conditions like political influence, stability of the regional economic, current social trends, ongoing technological Trends as well as the legal procedure and environmental regulations of the area has significant impact on the business operations and the decisions undertaken by the company (Jain, 2019). 
[bookmark: _Toc38571578]Impact of external forces on Apple
The trade war between USA and China is a political issue impacting the performance of apple and depleting their market share in China. The rapid increase of us tariff rate on the imports from China to US is a reason why Apple products are also encountering heavy duty from the end of the Chinese government for increasing their sales in this region. Nevertheless, the resolution of back taxes as well as interest dispute between the ideas Government and Apple is a favourable proposition for the company. Nevertheless, the company had to pay over $15 billion for the same (Więcek-Jankaet al., 2019). Nevertheless, in the market, Apple get the favour of bureaucracy as a premium brand which help the company to rectifier losses from the Chinese Market. 
Economic factors have favourable as well as unfavourable impact on Apple. For evidence higher economic growth rate of Asian nations create grade alternative markets for expansion as the US market is almost saturated in terms of market share and revenue. On the contrary increase in labour cost in most of the emerging markets is one of the essential factors because of which Apple has to enhance product cost as well as compromise productivity. This is an unfavourable aspect of the economic factors. Besides, it is evident that Apple only targets high-end economy and therefore implements a premium pricing policy (Pennings, 2017). This is the reason why; the company cannot penetrate in some of the specific cashable Asian markets where Samsung and Huawei have been operating for a long time. Social Trends generally have a positive impact on the brand. One of the favourable social factors is urbanization of the emerging nations which is why, Apple is being favoured by creation of more premium customers. Similarly, technological factors also favour the business growth of the company (Payne, 2017). However, in spite of the favourable aspects, the loss of the PC markets to Lenovo because of lack of intention in terms of upgrading Technology can have a sustainable impact on the financial returns. Other than that, Apple has a great impending open market on account of their active cloud computing technology which is offering various cloud related devices as well as applications. 
Apple has faced privacy related issues from the technology uses as well as government. The US Congress has asked Apple to create stronger Technology for protecting the privacy of users. 
In context to the above discussed external factors, the outcomes of SWOT analysis of Apple can also be contextualised. The strong brand image as well as majestic profit margins of Apple helps in creating a strong brand value proposition. This is the reason why; the company will be able to capitalise on the sensible brand affinity of the South Asian customers (Lal and Johnson, 2018). Considering the weakness of the company, can be highlighted that limitations in the distribution network of the company as well as high selling prices is one of the strong factors which is while sales outcome of Apple product in China as well as Latin America has been evidently reduced.  As Apple had been absolutely dependent on the high-end market segments, the company is now facing stiff competition from Oneplus in their iPhone market (Kodama, 2018). On one hand, market saturation in the US market is creating a great opportunity for thermal expansion and on the other hand, gradually enhancing market competition added with rising labour cost can become impending threats for Apple also. 
[bookmark: _Toc38571579]STP analysis of Apple
Apple is targeting the market segment with customers of specific demographic characteristics. Evidence, the customer base has been segment buy preferred age category of customers who are falling in the age range of 22 and 55 years. The company also targets the medium to high range of earners only. Analysing the targeting strategy of Apple it can be highlighted that Apple is targeting the medium to high range income individuals as the customers in this category are fascinated with lifestyle products. Again, researchers clearly identify that the people fascinated with lifestyle products are modern, open to change as well as young (Laestadius et al., 2019). This week right areas clearly complement the demographic, economic as well as psychographic segmentation of Apple in the customer market. 
Market positioning depends on the three tangible factors, brand identity, product design and quality as well as promotional strategy. In terms of brand identity development, Apple has always promoted its brand value, intrinsic organisational culture and their employees. Again, Apple products are epitome of design as well as quality. Macintosh by Apple is the first PC having mouse as well as graphical interface for users. The trendy iPod obliterated Walkman from the market. In terms of advertising, Apple has followed the less the better philosophy (Özbölük and Dursun, 2017). The branding messages a straight, clear with use of minimalistic colours. This promotional strategy has helped the company to maintain elegance over other brands which vividly promote their features. Nevertheless, being a lifestyle brand, Apple never promotes its utility features. The majority of Apple customers are fascinated by this prospect of the company. 
[bookmark: _Toc38571580]Marketing mix of Apple
In terms of current popularity, Macintosh buy Apple can be considered as the biggest hit. Nevertheless, iPhone occupies about 85% of the apple market in addition with iPad which consumes about 25% of the premium PC and tablet market over the world (Kodama, 2017). Nevertheless, less popular products of Apple include I watch, Apple TV as well as the software like my books, Apple music and so on. 
Premium pricing has always win clearly followed as the pricing strategy for Apple. Apple products are never moderately priced. 
Apple follows a large number of distribution networks including Apple stores, trade partners across borders, retail partners like eBay, Walmart and so on as well as individualised online sales platform. however, in spite of having very few stores, the store layouts of Apple attract large number of customers (Zhang, 2017). 
The promotion policy of Apple has already been discussed in the previous section. 
[bookmark: _Toc38571581]Role of marketing in creating value for customers
Marketing concept refers to the philosophy utilised by firms for analysing customer needs and deciding how to satisfy those requirements better than the competitors. 
The philosophy of apple’s marketing is high end product development as well as premium pricing. The company has always created simple brand messaging as well as visuals. Nevertheless, as a proper lifestyle product apple never promotes their features, price or expensive effects on the products. Nevertheless, brand publicity of other competitors in the mobile phone market in recent times has dragged down the sales of mobile phone from Apple. In order to compensate their marketing strategy, Apple had to develop feature-based marketing which help in enhancing sales by 1.5 million units (Payne, 2017). 
[bookmark: _Toc38571582]Definition and advantages of branding
Branding refers to the marketing practice of developing name, symbol as well as design which identify as differentiate the products developed by a company from that of the competitors. Effective Grand strategies are always able to develop competitive edge in a competitive market which is either monopolistic or oligopolistic. Multiple branding strategies like corporate umbrella branding, range branding or individual product branding. Is Apple being a part of the premium product market in the electronics segment, the company uses individual product branding which has a signature of the brand in terms of its pricing and product design. The company uses Apple brand for combating Major brands in various competitive markets. The brand value of Apple evolves as expanded products as well as services in different categories (Lal and Johnson, 2018). The individual product marketing of Apple is evident in the spacious launch of their iPad iPod iPhone as well as apple pay and apple watch with measure time intervals. The individual product branding of Apple has become successful by virtue of its onus of exceptional customer experiences which is developed through the superb UI. Individual product launch had always revitalized the brand value of Apple (Kodama, 2018). 
[bookmark: _Toc38571583]Ansoff analysis of Apple
Market penetration of Apple consists of their Global operations strategy. The Organisation has established more than 500 retail stores across 24 Nations. 272 stores are located in USA and tourist 234 stores are located outside USA in the other continents. 
Product development
New product development is a man release strategy of Apple. The company is emphasized at developing updated version of all the existing products along with the introduction of the completely new products. Apple invest significantly on their research and development. In 2018 the investment behind research and development had been $14.24 billion. 
Market development
Market development is associated with development of new products for the existing product categories. In order to substantiate the market saturation in the US market, the company is targeting the emerging economy like Asian countries with attractive market perspective. 
Diversification
Diversification refers to development of new products. In case of Apple, the organisation targeted new product development like updated versions of iPhone, the Macintosh series as well as software categories like iTunes, Apple Pay and so on (Laestadius et al., 2019). 
[bookmark: _Toc38571584]Stakeholder engagement and their impact on marketing activities of Apple
Stakeholders in any organisation are a member of groups based on whose support and Organisation is able to enhance its operations and ensure success in business. The employees of Apple Inc. internal stakeholders. Because, they worked for the organisation and has an opinion in the internal affairs of the company. On the contrary, customers of the company are the external stakeholders as they have an interest in the internal operations but do not have an opinion in the internal affairs. 
[bookmark: _Toc38571585]Internal and external communication strategy
Apple communicates their primary business issues with employees. While communicating with the employees, the organisation refers to the policy of weekly reporting. While communicating with management employees, the company follows the policy of telecommunication on a daily basis. In addition, employees have the opportunity of receiving as well as providing feedback by means of the newly implemented complaint system of Apple (Özbölük and Dursun, 2017). There is an Apple team which is online for 24 hours in order to consider the employee issues. Interview of workers on a random message also takes place on a random basis.
In order to communicate with external stakeholders like customers, Apple uses the policy of press release as well as progress report. In order to establish instant communication, the company renders messages through website as well as strong media relations. News from corporate level is conveyed through letters from the CEO. 
[bookmark: _Toc38571586]Role of internal and external stakeholders in marketing
The employees of Apple represent a vibrant employee culture. The employees have a significant contribution in this context. Any cards which remind them of the importance of the organisational values. Sales person get paid without Commission. This is the reason why the focus on helping the customers rather than closing the sales read faster. The Genius Bar of Apple enables the employees to provide input regarding any innovative marketing idea which will be directly considered by the higher management. 
Apple has also been able to use the frustrated personal computer users looking for better solutions to conduct word-of-mouth promotion of their products (Kodama, 2017). The reason why, the company has developed the PC vs Mac advertisements. It is evident in the simplest advertising of Apple that they want the users to understand the differences between Apple products and arrival products in a simple manner. Apple always display positive emotion which is a strong driving force behind average high sales of the product. 
[bookmark: _Toc38571587]Conclusion
Tactical communication tools can be perceived as activities used by an organisation or agency for executing the marketing plan and meet the business objectives. I believe that at the time of developing or creating product or services, any organisation keep in mind a specific group of customers who will need it as well as use it. I addressed the communication strategies of Apple during creation of my blog. While creating this blog I gained sufficient knowledge about the organisation, significant most important business ideas and also exhibited the skills required by a professional marketer to analyse the marketing strategies of Apple. My blog post can be considered as a successful academic construct which addresses all essential aspects of marketing mix of the company. This is why my blog post covers all for social elements of the marketing mix for Apple Inc. While doing this, the organisation developed a concrete idea about how to let the specific group of people know about their product and deliver it to them. Tactical Communication is an essential part of strategies or methods used. Strategies are developed on the basis of the communication tactics implemented by the organisation on the basis of product, price, place as well as promotion. Tactical communication tools consider the whereabouts and preferences of the external stakeholder category of customers to determine most effective technical communication tools that can be used by the company in specific situational contexts
The kind of promotion as well as promotional strategy adopted by Apple falls within the category of advertising, public relations, marketing entrepreneurship, sales promotion as well as sponsorship. Apple uses advertising through traditional media to a great extent. The organisation has always tried to follow a path by means of which differentiate its presence in the market from the other flagship emerging brands. Since most of the smaller emerging and start up organisations utilised social media as well as digital media channels for advertising their products, Apple has almost refrained from doing so. The organisation uses only the traditional advertisement media like television, will boards, holding as well as Global radio for promoting their brand. I have observed that a specific criteria of public relation development strategy of Apple is creating a successful bus regarding individual products of the company at the time of their launch. Product launch of Apple is hyped and ceremonial. For evidence, there was a great Buzz created by the company at the time of the launch of iPhone X R and iPhone 11 and 11 Pro Max. I analysed that the election campaign was emphasize on enabling customers to hold the product, feel it as well as learn about it in the Apple store outlet which had dummy models of the product before it was officially launched. 
Analysing the social media marketing strategy of Apple it can be highlighted that the brand is not only interested in making product emotions through social media, however invest more strength and resources to create strong customer engagement. The kind of social media communications from the end of Apple makes me feel that Apple uses this instrument as an opportunity of understanding their primary set of customers. While composing this report, I have clearly demonstrated that Apple has always used direct marketing strategy and simplified sales promotions with much emphasis on brand marketing and promoting. 
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