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[bookmark: _Toc102439627]Introduction 
Apple is one of the biggest consumer electronics brands of the world. Event through the journey of Apple was started as traditional commuter company, the organisation has become the producer of variety of electronics devices including smartphone, computer, tablet, television, music player and so on. The report is going to be prepared by examining the marketing environment of Apple and analysing the roles of marketing within the organisation. Apple stared its business in 1976 and the company has inclusion to about 175 countries of the world. The mission of Apple is to bring the best user experience through innovative hardware, software and services of the organisation. By examining the environmental drivers of Apple, the recommendations also included for future.


[bookmark: _Toc102439628]Conducting environmental marketing analysis considering internal and external drivers and the roles of marketing played within the organisation 
[bookmark: _Toc102439629]Analysis of internal environmental drivers within Apple 
The internal environmental factors have large extent of impact on Apple. Some internal environmental drivers of Apple are explained as follows: 

Source: (Yang et al., 2019)
Goals and objectives
The goal of Apple is to bring the best user experience as per supplying the best hardware, software and services available in the market. The stated goals and objectives of the company are very clear and it has been discussed with the employees within the workplace (Yang et al., 2019). By defining the goals to the employees, the best output can be managed from the workplace of Apple. Hence, the management of Apple is highly committed with the employees to fulfil its objectives and the small teams are existed to the workplace. The team based performance is evaluated by the managers of the company to assess about fulfilling the goals and objectives of the organisation. 
Company culture
Inclusive workplace culture is practiced to the workplace of Apple. The management of Apple recognised the employees who are committed to their responsibility and the reward system is followed for satisfying the best performers. In either case, the workplace diversity tends to be fulfilled in the workplace of Apple to improve the organisational performance by ensuring the participation of different level of employees (Yang et al., 2019). Workplace culture of Apple is denoted as key driver to increase the organisational performance in technology sector. 
Leaderships style
Democratic and transformational leadership styles are maintained to the workplace of Apple to ensure the inclusive work environment. Different level of employees is empowered by the top management of Apple to capture the best output from them. The transformation of skills, traits, values are also practiced to the management of Apple by practicing the transformational leadership styles (Worthington et al., 2018). In summary, the leaderships styles of Apple are regarded as its strength to associate the employees toward its goals and objectives. 
Corporate governance
The transparency and relevant are reserved strongly to the management of Apple as the activities of all kinds of employees are supervised in the effective manner. Hence, the board of directors of the organisation supervise the performance of CEO and senior management (Crichton and Preston, 2011). The chain of command of the company supervise the performance of subordinates to ensure the transparency in every department of the organisation. By this way, Apple aims to grab most portion of values from the technology sector. 
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Political factors 
The political decision such as taxation policy, trading license, export import decisions are directly taken by the government of any country. In these political decisions, the activities of Apple are affected most. For example, Apple has to pay higher corporate tax to the United States based on the government decisions. In this regard, the company has strong inclusion to the market of China for lower operating costs (Biginas et al., 2022). Recently, the government of US has some restrictions of importing products from China can arise challenge for Apple. Finding alternative of Chinese manufacturing is almost impossible for Apple. On the other hand, the trade war between US and China can lead to reduce the market share of the company. 
Economic factors 
The COVID 19 has been stagnating the incomes of the middle class in some countries of the world. For this reason, the purchasing power of the customers have been contracted in systematic ways (Biginas et al., 2022). Labour costs in some counties including China is also being increased in the recent years. The increased labour costs can enhance the operating costs of production of the company. Thus, the negative economic impact can be seen on Apple. On the other hand, economic situation is building back in the global economy and it has been regarded as positive sign for Apple to increase the sales and grabbing profit from the market. 
Social factor 
Apple has become a social brand in the recent age to the market. The trend of buying the products from Apple has been enhanced and the products of Apple are considered as luxurious products among the customers. The norms, values and brief of the consumers are positive towards the technology products of Apple. The growth of the consumer spending in the coming decades is expected to the enhanced. For instance, Apple has opportunity to capture more customer values from market (Feit et al., 2017). In society, the customers of Apple are mainly younger and middle aged people. For this reason, the marketing campaign of the organisation are designed based on the young and middle aged people. Hence, the customers having backlash in spending haven’t been captured as the customer of the company from the society. 
Technological factors 
Apple has technological excellence to innovate and producing the value added technology products for the customers in the global market. The technological ability of the competitors of Apple is also being increasing the recent age. For example, Samsung and Google demonstrated the ability to duplicate the products of Apple within very short period of time (Liang and Wang, 2010). The value addition through innovative products of Apple has been hampered for this reason. For the worldwide technological development, the smartphone sector has been grown fast and the tendency of the customers to the personal computers has been narrow. Above all, the growing capabilities of Apple to innovate the technological products has increased the organisational market share from global marketplace. 
Legal factors 
The business activities of Apple are shaped with fulfilment of laws and procedure of the government. For example, the equality act is properly practiced to the workplace of Apple and the employees are treated equally by the top management (Woods, 2018). The health and safety act of the stuffs, equal pay act and various kinds of laws are properly maintained to the organisation. recently, the management of Apple is planning to enter the production of automobile. Hence, the regulatory burden of the company can be increased and the insurance and litigation costs of the organisation can be enhanced by this way. 
Environmental factors
The major environmental issue to Apple is to ensure the disposal of nonworking electric devices. For example, the costs of the disposal of lithium battery of Apple are high and it has created the environment issue for the organisation (Saari, 2016). The management of Apple is cautious of controlling the carbon footprint of the organisation and the production system of the company is designed to reduce the carbon emission (Liang and Wang, 2010). In either case, Apple is vulnerable to increase the electricity costs of its electronic devices. It can create the environment concern to the organisation as per using the devices of the company by wide range of users in the market. 
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Marketing is a functional unit of Apple that associates the organisational message towards customers and increase the values of different technology products. The roles of marketing plays within the organisation are described below: 

Product and service management 
At the marketing activities of Apple, the management of the company targets the customers from wide range of market and the products are defining to them. Basically, middle upper class and upper class customers are the target customers of Apple to the international tech market. The marketing approaches are applied on the target customers about selling the products and capture the values from them in systematic ways (Bloom and Gundlach, 2017). Even through Apple offers highest quality at the market, the management team of the company is also committed to reach the target customers so that its products can be supplied to the right person to the market. 
Distribution 
Apple has own store and distribution channel to supply the products to the ultimate customers in the market. In this context, the company determines the best way for the potential customers to find and revive the products (Cohen, 2016). Distribution has been considered as the operation category within the management of Apple as the managers move products to the customers by this way. Through the own stores and various retailers, the products of Apple are supplied around the world. 
Promotion 
Promotion is considered as a key role played by the marketing department of the organisation to convince the customers to buy the products from the organisation. As per the advertising campaign, Apple promote the products to the international market. By this way, the company attracts the customers to buy the products. Basically, the value based marketing is conducted by the company to promote the technology products of Apple. Hence, the appraisal of fair produce is very effective factor. Though the price of Apple is very high compared to the products of its competitors, the high quality of the products of the organisation is a driving factor despite the high price (Rugman and Collinson, 2012). Hence, the social media marketing is adopted as main approach by Apple to promote the products to the users of the social media. This method of promotion of Apple has low costs but high promotion in the global market. 
Customer awareness 
The customer awareness can be implemented as per playing the dynamic roles of marketing within Apple. Diverse channels of marketing are adopted by Apple to carry out the advertising activities and the customer awareness about the products are managed by this way (Zikmund and D'Amico, 2018). Hence, the values of technology products of Apple are offered by the company to the customers to enhance the customer awareness about the brand. 
Risk management
Through the marketing activities various kinds of information is gathered by Apple. By this way, the company tends to mitigate the risk of the organisation and ensure the sustainable success (Collier, 2013). Apple has multiple supplier and various marketing channels to reduce the organisational risk behind capturing the superior values from the market. 
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Following the strategic approaches are recommended for Apple so that the company can overcome its high extent of competition and increase the market share from the global market. The recommendations are illustrated below: 
· Apple can use its strong brand image to develop and launch the new technology products to the market and enhance its values towards different kinds of customers. 
· The company should follow the aggressive expansion to the new and emerging market to fulfil the customer needs about the technology products. 
· Apple should pursue minimal product and price differential to ensure the products of the company very attractive to the emerging markets of the world. 
· The number of retail channels of the organisation should be expanded so that the potential customers can easily purchase the products from the company. 
· The brand reputation and loyalty of Apple can be used for the context of value based marketing to uphold the brand at the technology sector of the world. 
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By analysing the external and internal environmental drivers within Apple, it can be concluded that the company has both opportunity and challenges within these factors. The political and economic factors have arisen the challenges for the company while the technological and social factors have arisen the opportunity for Apple. The internal capability and circumstances within Apple are very effective to compete effectively with other technology giants and increase the organisational values. The effective roles of marketing within Apple are also described in the proper manner so that the ultimate impact within the organisation can be assessed and relevant decisions can be taken by the marketing managers. 
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