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[bookmark: _Toc60511759]Introduction 

Marketing is one of the most notable functions of every business—it known that a company without proper promotion and connection with its stakeholders cannot succeed. This report's fundamental purpose is to conduct a marketing analysis of Apple Inc, the most influential company in technology nowadays. The research is centred mainly on answering the following questions: What are the processes and stages of marketing, including the marketing mix's role and how the organisation communicate and engage with its stakeholders? The research shows some of the fascinating data related to innovative approaches established by Apple. It also displays gaps in Apple situational analysis to understand better potential risks and external forces that may change the situation. 
In the first section, the marketing and marketing process is defined to understand how the concept has changed along the time and what marketing means today for big corporations such as Apple. Along with explaining the marketing and marketing process, the stages of the marketing process will be analysed starting from the top of the pyramid, the company mission, then situational analysis, marketing strategy, marketing mix, and the bottom implementation and control.  As there are specific gaps in Apple marketing plan, some recommendation to make improvements are displayed. 
In the second section, the central aspect that is evaluated is the stakeholder's engagement. The meaning of stakeholder and types of stakeholders is analysed from various perspectives and exemplified, following the Apple channels of communication with its primary and secondary stakeholders. The stakeholders selected for the analysis include employees, customers, investors and government. Furthermore, the stakeholders' level of power and interest and their impact on organisation which can lead to innovation and growth or ruin brand reputation and decrease sales. 
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[bookmark: _Toc60511761]1.1 Marketing Definition
The term of marketing was firstly introduced in the nineteen century, which slightly changed over the years. Marketing can be defined as one of the most dynamic professional disciplines which have become pervasive in business and society through the world. In today’s tech industry, marketing is much more than just promotion. Besides being a function in an organisation that promotes ideas, goods,  services or any combination of these that are paid for by an identifiable sponsor it is also a way of communication, it is reputation and success.  (Doyle, 2011)

[bookmark: _Toc60511762]1.2 Definition of marketing process 
A marketing process can be defined as a series of measures that provide the organisation with a transparent understanding of potential issues, identify opportunities, and make an important decision to ensure its performance. The steps in marketing process include company mission, situational analysis, marketing strategy, marketing mix and marketing management which refers to implementing strategy and controlling activities to meet the objectives.
[bookmark: _Toc60511763]1.3 Stages of marketing process  

Apple Mission is "To produce the best personal computing experience to students, educators, creative professionals and consumers around the world thought its innovative hardware, software and internet offerings". ( Apple Inc, 2019)
 Apple Vision is "commitment to produce high-quality products and provide high-quality service thus setting high industry standards for other competitors". Apple marketing objectives: to expand existing markets, increase brand awareness, increase the market share by at least with 15% within the year, emphasise continuous innovation and growth, to boost sales to different categories of consumers.  (Apple , 2020)

[bookmark: _Toc60511764]1. 3.2 Situational Analysis 

To better understand Apple ink's current situational analysis, the following methods have been used; SWOT Analysis, PESTLE and Porter’s five forces. These methods have advantages and limitations. The strengths of SWOT Analysis are simplicity, making it easy to apply this model and get insight into company strengths, weaknesses, opportunities, and potential threats.  Also, it helps to have a better understanding of potential risks and contributes to the decision-making process. This method is cost-effective. On the other hand, the simplicity may lead to general analysis which may not be effective if a more detailed evaluation is needed.  
In comparison with SWOT, Analysis PESTLE is useful to have a bigger picture of the company's environment. It provides a more complex analysis of forces that influence company performance. It helps to understand whether those forces are favourable or unfavourable as a result, the actions are more precautious. (Richter, 2009)The negative aspects of PESTLE are that it is difficult to know for sure what will happen in the future is why the analysis is mostly based on assumption. The forces such as politics, economy, social-cultural, technology, legal, and environment are dynamic factors that mean the situation may change briefly and make the analysis irrelevant unless it is regularly updated, but it requires more money effort.
Porter five forces it is a suitable method to identify the level of rivalry and relationship for the five market forces. It encourages the design of competitive strategies. However, it assumes a static market structure. It provides a useful framework for analysis, but it does not consider implementing changes to reposition for strategic advantage.  (Porter, 2019)


[bookmark: _Toc60511765]1.3.2.1 Apple SWOT Analysis 

The main advantage of Apple is its strong brand reputation. The organisation is innovation-driven, the product features are annually improved, the adverts are creative and inspiring. Apple culture speaks for itself as they promote creativity, innovation and open mindset. In addition to that, Apple has a loyal clients base which contributes to significant growth rates and cash flow. (Hasan, 2013)Sustainability is another noteworthy strength of Apple. They have created an environmental strategy that eliminates waste, reduces freshwater use, the transition to the recycling of renewing materials, and renewable energy and reduces energy, which significantly increases consumers' willingness to buy eco-friendly products. ( Apple Inc, 2019)
Apple's limitation is a limited distribution network, lack of marketing promotion, long term-margin decline, high dependence on a few products such as the iPhone and iPad. Also, management changes may disrupt activities or influence their culture—price skimming strategies limit low-income consumers to afford their products. Apple can enter in other industries such as cars, Apple Pay growth, marketing advertising development and increasing demand for cloud-based service. The potential threats that may affect the company development or influence its activities are its competitors such as Samsung, Lenovo, Sony Corporation etc. Besides that, rapid technical changes may cause failure to innovate. The consumer sophistication is increasing, which may put pressure on meeting their needs and wants.  (Armstrong, 2014)


	Strengths 
	Weaknesses 

	· Increased sales growth 
· Strong reputation and brand 
· Innovation driven (creative products, marketing tactics and culture)
· Loyal consumers base 
· Significant growth rates and cash flow 
· Sustainability strategies 
	· Limited distribution network 
· Lack of marketing and promotion 
· High dependence on few products such as iPhone and iPad lines. 
· Changes in management 
· High Price 
· Long term margin decline 

	Opportunities 
	Threats 

	· Robust grow of Apple Pay 
· Entry in other industries 
· Growth of mobile advertising market 
· Increasing demand for cloud-based service. 
	· Coopetitors such as Samsung 
· Rapid technical change 
· Limited customisation compared to Android and Windows systems. 
· Increasing consumer sophistication




                                       Table 1. Apple SWOT Analysis 



[bookmark: _Toc60511766]1.3 2.2 PESTLE Analysis 
The main elements in Macro-environment are political, economic, socio-cultural, technological, legal and environmental factors. All this force may have a positive or a negative impact upon organisation. The favourable aspect of Apple's political factor is that it can sell its products worldwide; it depends on lower-cost manufacturing in China.  However, the unfavourable factors include potential changes in politics or poor relationship of the US with other countries, or even a potential conflict may considerably influence Apple operations. Besides that, currency and taxation policies in different countries may benefit but at the same time decrease sales depending on how the numbers fluctuate. (Adams, 2015)

Economic factors are somewhat unfavourable because increased labour costs in China affects the price of Apple products. Europe financial difficulties and fall in pound led to a decrease in sales of Apple products. Moreover, the low-interest rate will incentivise consumers to purchase products with credit cards. (Strangmueller, 2018)Socio-cultural aspects are both favourable and unfavourable because Apple markets the effects on an international level, which helps target consumers from all over the world less focusing on their status or cultural differences. Apple brand is trendy, which influences consumers behaviour in possessing apple products. On the other hand, technology is growing very fast, and it is pressures Apple to upgrade their product more often to stay ahead of competitors. Another unfavourable force is the influence of a competitor because they offer similar products at a lower cost. Legal powers also bring favourable events for Apple such as patents lawsuits against Samsung as a results Apple was awarded $399 m. (The Guardian , 2016) Nevertheless, Apple has privacy concerns on cloud-based products and highly regulated financial sectors that Apple entered with its Apple Pay service.
The favourable aspect of environment force is sustainability strategies because it encourages the consumer to purchase eco-friendly products. However, there is pressure to produce energy-efficient products. Also, climate, weather changes may affect manufacturing and product distribution. The expenses of disposing of nonworking devices are high, which is unfavourable.

	Political factors 
	Economic factors 

	· Apple is depended on lower cost manufacturing in China. 
· Changes in politic may affect the relationships between U.S and other countries which lead to negative outcome for Apple
· Currency and taxation policies in different countries 
	· Increased labour costs in China affected the price of Apple products. 
· Europe economic difficulties and fall in pound led to decrease in sales of Apple products (Adams, 2015)
· Low interest rate will incentivize consumers to purchase products with credit cards 

	Socio-cultural factors 
	Technological factors 

	
· Individuals and business reliance on computers are rapidly increasing 
· Apple products have marked their presence on international market 
· Possession of Apple products increased the sales of Apple products
	
· Technology advances fast and Apple must upgrade their product more often in order to stay ahead of competitors. 
· The competitor offers similar products with a lower cost. 

	Legal factors 
	Environmental factors  

	
· Patents concerns (participated in lawsuits)

· Privacy concerns on cloud-based products 

· Health and Safety, consumers, employment law 

· Entered in financial sector which is highly regulated. 
	· There is a pressure to produce energy efficient products. 
· Climate, weather changes may affect manufacturing and product distribution. 
· Expenses of disposing nonworking devices 
· Sustainability strategies encourage consumer to purchase eco-friendly products 
 



                                            Table 2. Apple PESTLE Analysis 
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The Porters five forces tool is applied to gain transparency in the intensity of rivalry, threats of substitutes, threats of new entrants, and bargaining power of suppliers and bargaining power of buyers.  Apple intensity of rivalry is high because it competes with corporations such as Samsung, Sony, Dell technologies, Lenovo Group etc. (Investopedia , 2020 )

The threats of substitutes are low- medium because the customers can purchase products for a lower price from its opponents. Nevertheless, the brand built its strong reputation and gained a loyal consumer base.
The threats of new entrants are low as the organisation operates in a monopolised market and there is a high barrier for new firms.  Suppliers' power is high because three key suppliers are 
The bargaining power of the purchaser is low to medium because of the high selling cost. (Usman, 2015)



                                                 Figure 2. Porter’s five forces model
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Marketing mix or 4Ps seem to be similar concepts.  Marketing mixed can be defined as a tool that develops efficient actions and achieves their ales penetration targets within a target market compared with principles of marketing where the four main ingredients are mixed such as product, price, promotion and place. The initial Marketing mix compiled by Neil Borden also include elements such as branding, distribution, fact-finding and analysis. (Borden, 1965)
Apple has a strong position in the market. The segmentation includes iPhone, iPad, Mac, Apple TV, Airpods and services such as iTunes, Apple Pay, iCloud, Mac App Store, and Apple Pay. Its target buyers are female and males between   20 and 50 years old and distributes its goods in the USA and globally. (Bowman, 2010)
 The price skimming of Apple is to hold the price high until the new products are launched. The distribution process has stringent guidelines. Apple uses direct distribution, trading through retailers through wholesalers. Advertising campaigns are centred on simplicity and creativity.  It also directs the audience on its annual product announcement event, which creates suspense, curiosity and desire to buy. Apple branding gained an extraordinary reputation that helps to maintain sales high. (Apple , 2020)

[bookmark: _Toc60511769]1. 5 Recommendations 

Apple marketing seems to be very efficient; however, there are gaps that can be filed.  For the organisation to improve marketing performance, they could focus on using social media by improving their presence, engaging with the audience and selling. Apple could concentrate on marketing management as it is crucial to estimate possible opportunities and uncertainties and take necessary actions to overcome potential barriers. Also, Apple could focus more on digital marketing and create an online experience for buyers to compensate for the inability to visit its stores because of the pandemic situation. It will also help maintain consumers interested and up to date with offers.


In conclusion, the processes and stages of marketing and marketing mix have an essential role in marketing planning as it determines how effective the marketers connect their products with consumers needs and wants. Marketing process helps to align company mission with its marketing objectives but at the same time conduct in-depth analysis of the current situation by analysing the data, create a reliable plan and control it to ensure it is relevant and practical. Their products should maintain the effect of innovation for which the brand is recognised.
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[bookmark: _Toc60511771]2.1 Stakeholder Analysis 

A stakeholder can be defined as a person or organisation who own a share in a business. It can be a person such as an employee, customer or citizen who is involved with an organisation; society etc., therefore, has a responsibility towards it an interest in its success. (Cambridge Dictionary, 2020)Freeman mentioned that "stakeholder refers to those groups without whose support the organisation would cease to exist" (Freeman, 1986) Stakeholders' role is vital for every organisation. Conducting a stakeholder's analysis and classifying in the level of power and interest will help keep them satisfied and avoid a potential crisis.  
Stakeholders can be classified into two basic categories primary and secondary. Primary stakeholders are inside the organisation. Based on A.C Fernando business interact with society in many ways and those stakeholders with whom the company has direct relationship considered necessary to carry out its immediate objectives of producing goods and services for its consumers are primary stakeholders. Moreover, he mentioned that secondary stakeholders are people and groups affected, directly or indirectly by the company's primary activities and decisions. (Fernando, 2011)





Figure 3. Examples of Internal and External Stakeholders based on (Jefkins, 2012)






Based on Mendelow’s Matrix, the stakeholders can be categorised in levels of power and interest. (Norton, 2008)The stakeholders with high power and high interest are the key players which must be kept satisfied such as government authorities, the leaders such as Tim Cook, Katherine Adams, investors such Arthur Levinson and Vanguard Group.  Stakeholders who have low power - high interest are the employees, the suppliers such as Foxconn Technology, Hon Hai Precision and other business partners. Stakeholders with low interest - low power are consumers, community groups these require monitoring and minimal efforts.
Power 
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                    Figure 4. Apple Level of Power and interest based on (Norton, 2008)
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Apple has different ways of collaboration and communication with primary and secondary stakeholders. They use the software, phone calls, emails and workshops to communicate with employees and other internal stakeholders. Apple interacts with buyers using customer service available via phone, chats and social media. Also, via advertising and information on their website. Apples' website contains essential information that is available for buyers, employees, investors. Communicating efficiently with stakeholders is very important as it contributes to potential influence that can either direct the organisation in the right direction or disadvantageous situation. (Hart,  2016) For example, neglecting to regularly inform employees about the current situation and collaborate closely with one another, failing to so may affect the performance and distrust the chain of operation, leading to delays, errors and poor decision making. On the other hand, regular monitoring helps ensure that none of this will affect the company's progress and success.


[bookmark: _Toc60511773]2.3 Stakeholder’s impact on the marketing activities of Apple 

As mentioned previously, stakeholders can whether they have high power in the decision-making process or low this means that the influence is dynamic and can be positive. Still, it may change in negative and vice versa. Managing corporate communication and anticipating activities will provide room for a contingency plan if necessary, to avoid potential negative impact. The potential demands imposed by stakeholders such as government, for example, affect marketing strategies and other operations. Legislation related to sustainability, for example, can increase brand reputation because of eco-friendly materials but at the same time high cost for disposing of, reuse or recycle materials.

Marketing research is one of the marketing activities which plays a vital role in the rest of activities such as content creation, consumer experience, promotion and distribution channels etc. It gives an understanding of the groups and closely monitors their behaviour, including potential risks and opportunities that collaboration brings to the company. One of Apple's tools for managing stakeholders is stakeholder mapping, which illustrates the relationships, coalitions among them, the interests and power, and the prominent public. 
(Friedman, 2006)
[bookmark: _Toc60511774]2.4 Recommendations

For Apple to increase the level of engagement with stakeholder and stimulate positive behaviour, they could apply the following strategies: provide the public with balanced information and assist them in understanding better potential risk and consequences. Also, by obtaining regular feedback from stakeholder will provide a clear image of the situation and will help to decide upon alternatives. (Kotler, 1977)
Another important aspect is to work closely with stakeholders, especially with those with higher power and interest to ensure the concerns are communicated and considered. By empowering the stakeholders will make the company values a common objective and treating them as insiders will stimulate company growth and development and stakeholder’s satisfaction as well.

[bookmark: _Toc60511775]Conclusion 
In conclusion, marketing and marketing mix processes have an essential role in marketing planning. It determines how effective marketers connect their products with consumers' needs and wants. Marketing process helps to align company mission with its marketing objectives but at the same time conduct in-depth analysis of the current situation by analysing the data, create a reliable plan and control it to ensure it is relevant and effective. Along with marketing planning stakeholder engagement is another aspect that should be considered as a potential primary or secondary stakeholder may influence operations. Key players such as owners' investors and government have the power to contribute to building the brand or destroy it if the regulations are not followed. To prevent potential damage, Apple should analyse the key players and ensure they are satisfied and up to date with changes inside the company. Also, to direct their behaviour on organisation innovation and growth.
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