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As it is well known that marketing is an essential part for any business, this paper aims to proceed on the evaluation and analysis of company Apple Inc. from perspective of the core principles of marketing, its functions, process and roles. Firstly, the essay will  lay down the impacts of the stakeholders (internal and external) on the company as well as an emphasis on the mission, vision and objectives of the company.  It will discuss the micro and macro-environmental factors which would unease the company. It will emphasize the SWOT analysis and Porters 5 forces for identifying the impact of the market on the company. This assignment will also consider the strategies of Apple Company for gaining a competitive advantage in its new product iPhone 11 triple cameras.

[bookmark: _Toc60688154]OVERVIEW OF THE COMPANY 
[image: Apple]Apple Inc. is a multinational technological American company which is headquartered in Cupertino, California and was founded by Steve Jobs, Ronald Wayne and Steve Wozniak on 1st April 1976. It designs, invents and sells online services, consumer electronics and computer software. The company provides iPhone smart phones, iPad tablet, Apple smart watches, Air pods, HomePod smart speaker and online services like iOS App store, iTunes, Mac App Store, Apple TV and so on to its consumers. Its annual revenue in the fiscal year 2020 is $274.5 billion and this company is ranked 1st in the terms of loyal customers, high revenue and most valued brand (Jessica, 2019).






Fig.1 Apple INC. Logo 
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· [bookmark: _Toc60688156]MARKETING
Marketing description in the literature can be pinpointed from simple meaning to a complex definition.  Marketing can be explained as a process of selling-purchase of a product or service within an organization, on the basis of which there is a new or usual way of bidding. This activity can mean the actual sale, the advertising of the products or services, and the approach established by the organization in question, with the aim of pulling the customers and at the same time to keep themselves in the trade market as stable as possible.(Ward, 2019). 
According to Thomas (2020), marketing is an act and method of creating, communicating, allocating, and trading contributions that have an incentive for clients, customers, accomplices, and society.   

· [bookmark: _Toc60688157]MARKETING PROCESS
This is the process of identification of the market by enchanting opportunities, capturing target marketplace, inventing marketing mix and using marketing efforts. This marketing process will focus on Apple Inc. (Seturi and Urotadze, 2017).
Apple Inc. Objectives: Its objective is to fulfil the desires of the consumers as well as predict their interests by recognizing the product choices of the consumers.
· Understanding the wants and needs of the market as well as of consumers by researching the marketplace (Seturi and Urotadze, 2017).
· Selecting and targeting the consumers driven to market strategy and design a proposition value by differentiating and positioning them
· Building an integrated program of marketing by using 4 Ps of marketing; place, product, price and promotion
· Building beneficial relationships with targeted customers and marketing associates for creating happiness (Seturi and Urotadze, 2017).
· 

· [bookmark: _Toc15296047][bookmark: _Toc60688158]MACRO ENVIRONMENTAL FACTORS

PESTLE ANALYSIS OF APPLE INC. (IPHONE 11 TRIPLE CAMERAS)
	POLITICAL 
	Apple can improve its manufacturing of iPhone 11 by taking benefit of political opportunities in its distant or full-scale climate, even though alert is expected to guarantee strength aside exchange disputes (JESSICA, 2019).

	ECONOMIC 
	The high economic growth rate of Asian country is the opportunity for Apple to expand its revenues through deals in these unusual sectors of business. In relation, higher expendable pay makes more opportunities to sell moderately costly innovative products of Apple Inc.

	SOCIAL 
	Apple's revenue is directly influenced by the intensity of mobile technology usage. This process represents an important social macro factor, and can be explained as the growing interest in gadgets such as the iPhone 11 triple camera and tablets

	TECHNOLOGICAL 
	The organization presently offers cloud administrations, even though somewhat along with help from the corporate structure of Apple Inc. and building up a complete cloud structure could increase the efficiency of the industry in offering scattered computing services (JESSICA, 2019).

	ENVIRONMENTAL 
	Apple being a top tree in the technology industry. being a market leader offers and can influence consumers in terms of the new tenology. Apple has extra temptations for its consumers by always offering alternatives.

	LEGAL 
	Apple Inc. must follow the government's security guidelines during this much-computed period. These influences are represented by the legal factor that puts its mark in the company, and it is very important because it influences the managerial coherence and at the same time the modernization of the organization. (JESSICA, 2019).
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This model aims to examine the forces of competitive advantage within an industry. This model involves 5 forces:
Industry rivalry: The threat of rivalry in the market is a critical idea for Apple, which it has managed primarily through frequently growing new and remarkable products strengthen and increase its share position in the market (Lewis, 2017).
Bargaining Power of Buyers: Apple's principle is very important and has been built intelligently because they invest heavily in Research and Development, giving them the opportunity to be market leaders for their innovative and special products. The company's products through innovation have also produced addiction among consumers, which give the company their loyalty. That's why Apple over time has built a massive, important and loyal customer base(Lewis, 2017).
The threat of New Entry in the Market: Apple's innovation in the technology market has given it a competitive position. Maintaining this position requires imposing and building the consistency of the iPhone brand, in order not to let opponents gain opportunities in the market advancement. Even though it is believable that in a Chinese industry of mobile technology, exist a entity that  may challenge Apple's situation inside the business (Lewis, 2017).
Bargaining Power of Suppliers: As Apple is a world-class company, in terms of suppliers, it can change them at any time, not being a critical problem. Any supplier that works with Apple, it can be considered important, that is why we can point out that Apple has a strengthener in  terms of negotiation, but on the other hand it's a disadvantage for the (Lewis, 2017). 
The threat of Buyers for alternate Products: This market influence is generally little for Apple because the most probable alternate product has restricted capacities contrasted with Apple's items, as landline phone contrasted with an iPhone that can do significantly more than simply settle on phone decisions (Lewis, 2017).


· [bookmark: _Toc60688160]SWOT ANALYSIS OF APPLE INC.

	STRENGTHS
	WEAKNESSES

	It has strong brand equity and known as a brand with a promise. It is responsible for new technologies and tech revolutions like iPod to iPad and iPhone.Apple customers are loyal to its services and products which is the biggest strength of the company.  
	Apple has the weakness of high price products compared to other smartphone companies like Samsung. Another drawback is that the iPhone has no Bluetooth and non-detachable battery. It has a constant design which results that customers shifts to other brands.  

	OPPORTUNITIES
	THREATS 

	The market is getting bigger day by day which is the opportunity for Apple Inc. to increase the potential of iPhone in the market. People are becoming more reliant on digital technology which is also an opportunity for the company to improve technology in the iPhone 11.
	Samsung is the competitor of Apple Inc. and its products as it has the android operating system and it sells applications free. Apple has to come out with a higher and innovative range of products to capture the whole market all over the world (Phadermrod et al., 2019). 
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Organizations use marketing as an action for promoting their goods and services to the targeted consumers to buy and sell. Marketing involves different activities like advertising, branding, promoting, selling and providing goods to the companies or the customers. Apple Inc. practices this marketing concept for its product iPhone 11 triple camera by using promotion techniques (Cortez and Johnston, 2019). 
· SOCIETAL MARKETING CONCEPT
This concept helps in providing welfare and satisfaction to humans irrespective of earning profits. It focuses on societal responsibilities as well as on the development of marketing strategies for improving the long-time success by providing value to the consumers and society. This concept is followed by Apple Inc. for wellbeing of the customers and society by providing them protection and satisfaction on their products (Cortez and Johnston, 2019). 
· [bookmark: _Toc60688162]SEGMENTATION, TARGETING, AND POSITIONING 
Segmentation refers to dividing residents into groups according to personality.  Targeting refers to choosing a particular group of residents to segment the customers based on interests and demands. Positioning alludes to the assortment of the marketing mix for the suitable targeted people.  Mono-segment type positioning is used by Apple Inc. accordingly.  
[image: C:\Users\Guest\Desktop\STP.png]
[bookmark: _Toc57136190]Figure 2  Segmentation Targeting Positionng (STP)
Source (Andaleeb, 2016)
Market segmentation: The market has divided into the business market and broad customers as a segment. Apple Inc. has segmented the market on variables like age, gender, behaviour, income, education, psychographic distinctiveness, lifestyle, personality and geography.
Market targeting: Segmentation of iPhone 11 is targeted for the people lying within the age group of 18-40 years because these age members are well known for changing technologies and interested in buying them.  Mainly students and business class people use iPhone as they are expensive compared to other smartphones.  The iPhone is launched and sold mainly in the UK, USA, India and some parts of Europe (Schlegelmilch, 2016)
Product positioning: Positioning of a brand is an exertion of marketing and should be done by the advancement and promoting. A company’s brand personality, its types, its products and its connection, they all assume a significant part in situating a product.

· [bookmark: _Toc60688163]MARKETING MIX
The marketing mix is an equipment for considering diverse components which advances a brand and its products. It offers broad rules for insertion the accurate products in the perfect spot, at the ideal era and cost. It involves mainly 4 Ps place, product, price and promotion and other 3 Ps are people, physical evidence and process. Apple Inc. has identified its marketing mix for its new product iPhone 11 triple camera. 
Product: iPhone generally accompanies another item consistently and now it has iPhone 12 and iPhone 11, which was preceded by iPhone X, iPhone 7 and other following variants. Every year new items get some changes, however, for the situation of iPhone, the lesser cost of more established products pulls in an alternate fragment of clients than the more current ones focus on technology more (Abhijeet, 2020).
Price: Apple iPhones pursue the strategy of price skimming which implies if a brand name wishes to stick out, it will add a great deal on R&D for carrying the factor with each new introduction. This R&D cost permits the iPhone, to charge more as a feature of its advertising mix estimating technique (Abhijeet, 2020).
Place: Apple has its stores known as I-stores which provides highly knowledgeable services and effective time to the customers and put efforts in developing technologies for creating a great experience for the customers. It has some high-class stores in malls as well as its products are also available online on many sites like Amazon and Flipkart (Abhijeet, 2020). 
Promotion: iPhone has made an incredible situation on the marketplace, with many different factors. iPhone 11 slogan is 'The main thing that has altered the whole thing. Such place itself improves the brand. Its advertisements never challenged the competitors however the world is varying with every one of iPhone for its well-informed consumers (Abhijeet, 2020).
Process:  It is about how the product and service are made and conveyed. It refers to the steps carried out for making a product or service through to the purchaser purchasing the product or utilizing the services (Abhijeet, 2020).
People: The individual’s component of the marketing mix relates to communicate with the products and services, for instance, the selling, PR, promoting and the buyers themselves. Apple Inc. must consider how various workers will influence promoting effort and how diverse customers will react (Abhijeet, 2020).
Physical evidence: It alludes to what an industry can do or need to figure how their service and product will be seen by the customer. This might be something from a handout or the personnel uniform to how a retail location looks or is planned. Apple Inc. physical evidence is very clean and clear which attracts people easily (Abhijeet, 2020). 
· [bookmark: _Toc60688164]BRANDING
It is a marketing practise where a company can create a symbol, name or design so that the products and services get identified easily. It is helpful for Apple Inc. as its main aim is to establish a different and significant presence all over the world so that it can attract more customers towards new products of the company (Truong et al., 2017).  
ADVANTAGES OF BRANDING
· It improves the satisfaction and pride of the employees
· It helps in creating trust within the market
· It helps in generating new clients (Byrd, 2018)
· It helps the increasing value of the business
DISADVANTAGES OF BRANDING  
· It has less flexibility in the quality of services and products 
· It involves massive cost as it requires huge publicity and advertising
· It creates confusion within the selection of products for the customers (Byrd, 2018)
· It requires responsibility for maintaining satisfaction in quality and value
· [bookmark: _Toc60688165]BRANDING STRATEGY
It is an important aspect of business strategy which gives sustainable competitive benefit and it is significant for both business to consumer (b2c) and business to business  (b2b) marketing. Some of the branding types on which Apple Inc. can depend for targeting the public, marketing campaigns, budget and industry are personal branding, corporate branding, product branding, service branding, companies branding, online branding and no-brand branding (Byrd, 2018). 
Apple Inc. is a famous brand which provides attractive products and services to the customers for providing them satisfaction. Branding strategy highlights the separation of Apple Inc. from other companies which is the practice of sustainability by involving societal benefit and CSR activities which enables the organization in expanding their values according to the customers’ results in reviewing a great brand (Saavedra, 2016).
· [bookmark: _Toc60688166]ANSOFF MATRIX
It is a model of marketing planning which helps organizations for determining the strategy of product and market.   
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Source (Adamkhankasi, 2020)
Market penetration: Apple tries to sell its current products in its current business sectors. The current business sectors of Apple remember different countries for which it sells its products. The products have been selling through Apple-worked retail shops or authorized merchants.
Market development: Selling offered products in new business sectors is a market improvement. Apple does this by persistently expanding into new business sectors by opening its retail locations to permit clients entrance to the products straight from the company.
Product development:  New product development and selling them in existing business sectors is the development of the product. Apple is the ruler in developing the product. It routinely advances and plans new models for its cell phones, tablets, PCs, and other electronic gadgets and dispatches them in its current business sectors. The most popular model is the iPhone which is routinely launched with the most recent being iPhone 11 (Adamkhankasi, 2020).
Diversification: Introducing new goods in the new market is known as diversification. Apple has introduced a few new products irrelevant to previous items, for example, the Apple Card, Apple Watch and Apple Pay. The organization has introduced these new products into different new markets too. 
Apple has adopted the diversification strategy and keeps following the way to deal with revenues from new avenues and deals with additional expansion of its profit. Since the organization has strong incomes and can oversee chances, expansion presents to a lesser extent a risk for Apple (Adamkhankasi, 2020).
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A stakeholder can be an individual, an organization or a group that shows an interest in any company for their profit which impact the company and also get impacted by the needed changes in the company. Stakeholders are of 2 types; internal and external which can get affected by the company or affect the company (Santoro et al., 2018). 
INTERNAL SHAREHOLDERS
Internal stakeholders are called essential partners. These are the people or parties that are directly engaged with business management. The stakeholders of Apple Inc. are Chief operating officer, CEO, vice president, employees etc. These stakeholders have a personal stake in the business and consequently, they can directly influence or be influenced by the experience of achievement and failures the business. These partners offer services to the association and are considerably affected by the results, choices, and execution of the organization (Surbhi, 2017).
EXTERNAL SHAREHOLDERS
They are called the secondary partners of the company and these involve people, firms, groups, suppliers, customers, government and associations that are not directly affected by the business performance. These partners may be dedicated to the presentation and accomplishment of the company and also they are not directly influenced by it. Business environment of the company gets established by the external stakeholders. They utilize the monetary data and other freely accessible data about the organization to get aware of its performance and profitability (Surbhi, 2017).
Some of the methods for communicating with the shareholder are Oral media, electronic media, telephone and email where a company can communicate with the shareholder easily for exchanging ideas and taking decisions for the benefit of the company (Miles, 2017).   
Stakeholder analysis: This model emphasized the power and interest of the stakeholders
[image: Related image]
[bookmark: _Toc57136192]Figure 3 Stakeholder Analysis
Source (Yoo, 2018)
The stakeholders of Apple Inc. play a vital role in the company for achieving the goal for meeting their needs by showing their interests towards the company and its products and try to enhance the interest level for becoming an important person in the business so that they can also take the decision and become the part of the process of decision making (Yoo, 2018).  
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Customers: These are the individuals who buy the products of the company but are not involved in the company on the daily basis. They involve retailers, distributors and agents which are known as intermediary customers who help Apple Inc. in reaching towards many consumers. These stakeholders are the source of revenue for the company through feedback and sales of the newly developed or existing product who also impact the company (Joe, 2020). 
Employees: These are internal stakeholders as they work within the business premises at a different level. The actions of employees impact the performance of the company so it is important to maintain a good relationship with the employees by focusing on their needs and interests. Apple Inc. considered its workforce as a vital resource for making success as well as the company also provide them development program so that they can impact positively on the company and enhance the profit (Joe, 2020).  
Suppliers: They play an important role in the company as they provide raw material and other inputs which are essential for the effective performance of the company. Suppliers impact the company as they can delay the delivery of the raw materials and other required materials. Good relationship of Apple Inc. and its suppliers results in more profit and business opportunities and success of the company (Joe, 2020). 
Government: The government usually set the rules of the business and ensures that Apple Inc. operates the workings under the rules and regulations. The government impacts on Apple Inc's activities through statutory necessities, legal regulations and law enforcement. It also influences the operations of the business by enforcing the law and by being a large customer they have the strong power of bargaining (Joe, 2020).  
Creditors: These involve lenders and financial institutions who provides the loan to organizations. They also influence the operations of the business by improving the liquidity of the company. Being the financiers and owners of the company, they have rights to demand transparency and accountability in the company.  Apple Inc. is the profitable and prominent company in the world which provides the value of an investment to their shareholders (Joe, 2020).   
[bookmark: _Toc60688171]CONCLUSION
Behind Apple's phenomenal success, it is an imposing portfolio of products and design standards. Even so, it is the marketing strategy that plays a crucial role in the guarantee that the brand at the top of the leader board. This assignment has concluded that the company Apple and its product iPhone 11 triple camera have impacted by the stakeholders, external and internal factors. This assignment had included the micro-environment and macro-environmental factors which had unease the company. It also emphasized the SWOT analysis and Porters 5 forces by identifying the impact of the market on the company. Apple prefers to keep things simple and that works very well for consumers who feel overwhelmed by information. This has discussed the STP and communal market practices of Apple. This assignment has given the strategies to Apple Company for gaining a competitive advantage in its new product iPhone 11 triple cameras. Apple has a focused approach in promoting its products. The idea is to get an influencer to communicate the message and attract more adheres.
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