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[bookmark: _Toc59664451]Marketing 	
Marketing is the action that pertain to two main actions in a business. These actions are highly interlinked. These include the promotion of products and services of a business, or the promotion of the brand in general, and the sale of the organization’s goods and services. Both, sale and promotion are linked together because the efforts made to promote the brand or the goods and services are intended to increase the sale in the business (Chanda, 2018). Marketing is an entire in-depth process, for which separate departments are establishes in large businesses. This involves the research regarding marketing as well as advertising. The aim of the marketing department of Apple if to retain customer loyalty, the business is highly invested on creating consumer-loyalty. 
[bookmark: _Toc59664452]Marketing Process
The complete process of marketing involves multiple functions, especially in large organizations. All the functions are interlinked and are necessary for the business to establish effective marketing strategies (Laestadius, Wahl, Pokhrel, & Cho, 2019). Some of the major functions performed by the marketing department involve managing the brand in the related industry, introducing and implementing marketing campaigns, and managing internal and external communications. The functions of the marketing department of the company Apple are market planning, product management, distribution, promotion, etc. all these functions of the department are intended to promote the brand and increase sales through it. 
These different functions can be divided into the steps of a marketing process. Every company has multiple and various differentiating functions being implemented by their marketing department, depending upon the aims of their marketing departments (Ma, Renwick, Yuan, & Ratna, 2018). However, no matter the differentiation in the aims and functions of marketing departments across different industries and businesses, they can be divided into a five-step marketing process. This process can be implemented on all types of companies. These five steps include mission statement, situational analysis, marketing strategy and planning, marketing mix, and the implementation and control. 

[bookmark: _Toc59664453]Steps of Marketing Process
The first step is the mission of the organization. This is the primary view of the business, and wat the business is committed to work on. The commitment of the business is elaborated in the mission statement of the company. All the segregated departments as well as all employees are expected to be committed to work for the mission and vision of the business. The mission of Apple is to create products that are of high-quality and are innovative (TIAN, 2016). The entire business and its segments are intended to work on this mission of the company. Next, is the step of situational analysis after the mission of the business is agreed upon. This analysis pertains to identify the strengths and weaknesses of a business, and an impact of the external and internal environment on the business. This can be done through multiple models, including the PESTLE model and SWOT analysis. 
[bookmark: _Toc59664454]SWOT Analysis
The SWOT analysis is a process of identifying the internal and external key determinants impacting the business. The internal key factors pertain to the strengths and weaknesses of the business, while the external factors are regarding the opportunities and threats to a business (Tasnim, 2018). Upon an analysis of Apple, it has been identified, that the brand also has certain strengths, weaknesses, opportunities, and threats to it, which are discussed below. 
[bookmark: _Toc59664455]Strengths 
The company is a vastly spread business, well-known globally, thus, having multiple strengths. The brand of Apple is highly valued in the industry it belongs to. Out of all the other brands in the industry, Apple is the one that is both highly recognized and highly respected. Because of which, there tends to be high amounts of consumer loyalty (Yan, 2016). The brand may be giving out high-end products, yet consumers stay loyal to the brand. This is because of the thought and research invested in creating the products. As a result, asking the research department of the business also of high worth. 
[bookmark: _Toc59664456]Weaknesses
With these weaknesses, also come certain opportunities, that if availed, my result in benefits and profitability for the business. The business is expanding day by day. Currently the business employees highly experienced professionals and skilled workers (Yun, Lee, & Aoshima, 2019). The ongoing growth of the business provides it the opportunity of hiring further qualified professionals under the business. Moreover, the business has yet little role played in clean energy and green technology. This is technology that does not harms the environment when being used. As a result, consumer loyalty would be strengthened, and new customers would be attracted by the initiation. 
[bookmark: _Toc59664457]Opportunities 
With all these strengths, there come some weaknesses as well. The first weakness of this brand is that it produced highly priced products. Even the smallest piece of product under the brand name is much higher than the average industry price. Along with this, the business also has low investment made in advertising its products (Yu). Certain seminars are conducted before the launch of the product; however, minimal use of advertisement is made by the company. Moreover, the software and user interface of this specific brand has issues with coping with software of other brands. Lastly the business has seen to be facing multiple allegations and undergoing multiple lawsuits in past, regarding patent infringement, damaging the brand image. 
[bookmark: _Toc59664458]Threats
Lastly, the external environment also creates certain threats for the business. Given the past history of the business regarding legal suits, there is a threat that such may also occur in the future as well. Moreover, as technology is spreading and changing, there is a risk that more than required supplier will exist in the market, causing penetration in the market (Zhang, 2019). Lastly, the success of Apple’s competitors, e.g., Samsung, also threatens its position in the market. 
[bookmark: _Toc59664459]Pros/Cons
This analysis provides the business an insight regarding the areas that are to be focused on and timely avail any opportunities existing. Further precautionary measures can also be taken regarding the threats arising. However, this model does not provide any solutions of alternative decisions for the business (Chanda, 2018). Moreover, the issues being mentioned are not prioritized according to the significance of each issue.
	Strengths 
· Top valued brand in the industry 
· Consumer loyalty 
· Resourceful research
	Weaknesses
· Products High-priced
· Lack of advertisement
· Unsuited with other software
· Past allegations 

	Opportunities 
· Qualified employees
· Adapting to Green technology
	Threats 
· Lawsuits 
· Increase competition
· Penetration in market



[bookmark: _Toc59664460]PESTLE Analysis
Once the internal and external environment are assessed for the situational analysis, another model can also be implemented, identifying the key factors impacting the business that exist in the macro environment (Laestadius, et al., 2019). This is done through the PESTLE model. In this model, the political, economic, social, technological, legal, and environmental factors are identified that may have an impact on the business. 
[bookmark: _Toc59664461]Political
Apple being a globally spread brand, must face impacts from both national, and international politics. The business is expanding constantly and has yet produced high amounts of money. This makes it necessary for the business to comply with regulations regarding taxes in implementation in the United Sates, for businesses. Further, the business has major manufacturing plants in China because of low costs (Ma, Renwick, Yuan, & Ratna, 2018). This has created a major dependency of the business on China. As a result, any political conflicts between the governments of the United States and China may lead to huge drawbacks for Apple. This is an unfavourable force on the side of Apple. The reason is that if the country makes a wrong move regarding China or any country importing the product, that nation may boycott all the products which can destroy the sales of Apple.
[bookmark: _Toc59664462]Economic 
The dependency on China regarding low costs has also economically impacted the business. China being a developing nation has yet low cost of resources. But as developments are taking place, the costs are expected to rise; especially the cost of labour, making it difficult for Apple to cope with the increase in costs. This force is also an unfavourable force for the company as the problems can arise on the part of customers who may decide to not buy a product which is so expensive. It is also unfavourable on the part of workers as no laborforce will continue working on minimum wage. 
[bookmark: _Toc59664463]Social
Further, the company has seen to have lack of focus on traditional forms of advertising (TIAN, 2016). As a result, a large portion of the world is yet unaware of the brand. This also includes Africa. Africa is expected to be a major global consumer in the coming years that would result in Apple not being able to take advantage of the situation, as lack of exposure exists regarding the brand. Moreover, the brand also faces backlash from certain social communities that seem to be supporting inexpensive products and defaming high-priced products. Such a force may prove to be unfavourable for a large company like Apple. The problem here is the sales of the product. The company has so product rates so high that underdeveloped countries cannot afford them and are boycotting them.
[bookmark: _Toc59664464]Technological 
The company being a technology company has various technological factors that may have an impact on the business. Firstly, in the technology world today, it is an easy job to duplicate products that have been produced, decreasing the worth of the initially produced product (Yan, 2016). Such is a threat as Apple’s major competitors can to so easily and professionally. Further, this brand has created software that does not accept a major portion of the applications produced, making them unavailable on iPhones. The technological advancements are favourable forces for the company due to the fact that as many advancements exists in the company’s devices, the more the product will sell, rendering it useful for humans who have busy lives. 
[bookmark: _Toc59664465]Legal
Further the company has expanded its growth by expanding into a new dimension of business. That is, providing financial services. Being involved in such field may lead to the company facing an extensive form of litigations, due to the nature of the newly entered industry. Moreover, the company retains its differentiation within the industry through using legal support and protecting its designs (Yu). This creates a dependence of the company on the legal system. Any changes in the legal system may highly impact the business. This factor may prove to be favourable or unfavourable depending on the rules and regulations of the company and the country. The problem may not be changes in rules but rather not following them.
[bookmark: _Toc59664466]Environmental 
Lastly, the company is also impacted by environmental factors, as it plays a major role in the contribution of climate crisis. Major manufacturing units of Apple established in China emit tons of green gases and pollution in the environment creating a threat for the environment the business operates in as well as a risk of being under the spotlight of environmental groups (Yun, Lee, & Aoshima, 2019). The business also faces an internal issue regarding the disposal of devices that are not able to be used. Environmental factors are highly unfavourable for the company due to the waste it emits. The problem is that the company produces wasted technologies and gases are released. If we look at it through the eyes of the generation of today, we can say that if the company does not change its operations this generation may be ready to boycott its products any time soon.
[bookmark: _Toc59664467]Pros/Cons
The PESTLE analysis performed has multiple benefits for the business as it provides a wide understanding of the environment the business exists in. it helps the business in exploiting opportunities in a cost-effective manner (Zhang, 2019). However, this model has a major inefficiency. That is, since this is a general review, data that is being used may be insufficient. Leading the results to be unreliable for major actions to be based on. 
	Political
· Calls for taxation, with high amounts of cash generated.
· Dependency on China for low cost 

	Economic
· Increased labor cost in China
· Increase in strength of US dollar

	Social
· Large global consumer unaware
· Backlash against expensive products
	Technological
· Strong duplication capability of competitors
· Operating system not compatible with various applications

	Legal
· Offering financial services
· Dependency on litigation for patents
	Environmental 
· Disposal of unusable devices
· Climate crisis fostering through manufacturing



[bookmark: _Toc59664468]Segmentation & Positioning
Other than these four Ps, the marketing strategy is also impacted by multiple other dimensions, including segmentation and positioning. The process of segmentation is the division of the intended audience, into more specified group of audience. For instance, the target audience of Apple, to sell iPhone, is consumer who need smartphones, but this audience can be segmented into low income and high-income individuals, since iPhone is a high-end product, that is not mostly affordable by individuals with low income (Laestadius, Wahl, Pokhrel, & Cho, 2019). Further positioning is related to the brand development and positioning the brand in the industry as highly identifiable. The image Apple intends to give out about itself is of highest quality and innovation. 
[bookmark: _Toc59664469]Marketing Mix
After a situational analysis is performed, marketing strategies are generated. This is done through planning and marketing mix. The marketing strategy that apple focuses on is promoting consumer loyalty through being the first one in the market with innovative and high-quality designs (Laestadius, Wahl, Pokhrel, & Cho, 2019). The brand relies on the strategies being based on consumer loyalty. Further, after the strategy id decided, the planning takes place, that is based upon the marketing mix. Four Ps of the marketing mix are involved. These four Ps include Product, Place, Promotion, and Prices. Based upon these mixes, the strategy is finalized. 
[bookmark: _Toc59664470]Product
The first element of the marketing is the product. This is the final output of a business. In his element, the business needs to focus on what the consumer wants, how the branding of the product should must be made, and regarding the differentiation of the product. Apple, under the product section, provides a range of ten main products line, including the iPhone, iPad, Apple watch, and Apple TV (Tasnim, 2018). Each product line pertains to a different type of device, with multiple series of products in each product line as well. An analysis of this element of Apples marketing mix shows the growth of the business from only computers to a variety of products, reflecting innovation and coping with consumer demand.  
Branding strategies of Apple
The company focuses on feeling which arise in the consumer. The main objective of the company is how the product specifically makes you fell. The brand is all about the standard of living, creativity, novelty, desire, confidences, visions, ambitions, and control to the customers using technology.
[bookmark: _Toc59664471]Place
The second element of the market mix pertains to the destination where the supplier and consumer would meet and make the transaction. There are various platforms where such transaction could take place, for instance online platform or physical shops. The business is required to assess what type of platform could access the most audience. Apple mostly uses physical platforms where its products are made available for sale. These platforms include stores that are entirely owned by the company, as well as stores owned by other parties that have been authorized by Apple to sell their products (Yu). Further, there also websites created where certain of Apple produces available. These websites are also company owned. The inclusion of the online platforms makes it possible for the business to aim the international market. 
[bookmark: _Toc59664472]Promotion
The third element in the marketing mix is the promotion. Promotion pertains the different modes of advertising and creating a brand image. Through this element, businesses are able to communicate and reach the consumer targeted. Four major forms of communications are involved in promoting the product and the brand to the intended audience. These include advertising, public relations, and personal selling (Yun, Lee, & Aoshima, 2019). The company advertises its products by contracting with certain large websites, to promote their products. However, relatively, lesser emphasis is given by the company on traditional forms of advertising. Apple instead, hosts seminars prior to the launch of their new products, creating hype in the market, taking advantage of the high consumer loyalty. Other forms of promoting done by Apple involves the company initiating into new projects in order to self-promote itself. For instance, the initiation of Connected, that was intended to make education more improved, whilst promoting Apple. 
[bookmark: _Toc59664473]Price
Lastly, price is the fourth element of marketing mix. Under this element of the marketing mix, the company is required to finalize the price range for the products that it offers. Multiple pricing strategies are used by businesses all over the world, however, Apple uses two main pricing strategies (Zhang, 2019). These include both premium and freemium strategies. The premium strategy pertains to adding an extra amount of price over the price used in the industry. For instance, the smartphones by Apple are much more expensive than those produce by its competitors. This is done in order to build a brand image for the business. Because of this brand, consumer of Apple is willing to pay more for its products. The freemium strategy involves providing a limited free access to the products and high prices for increased features. Such results in benefits for the business as the free part of the product is for the consumer to assess the high-quality provided. Once the high-quality features are recognized, the consumer is forced to purchase the premium versions. All of the four Ps have an impact on Apple’s marketing strategy; however, Apple is mostly focused on the pricing and distribution of its products. 
[bookmark: _Toc59664474]Conclusion
After the marketing strategy has been formulated, its implementation takes place, as well its regulation. This is the last step of the marketing process. After this step, an assessment takes place where the results are analysed. Results are assessed based on the behaviour of some of the business’s stakeholders. 
[bookmark: _Toc59664475]Stakeholder
A stakeholder can be identified as any party that may have a stake in an organization. A stake pertains to that party being impacted by the actions and operations of the organization. In other words, any part having any interest in an organization is its stakeholder. Different types of stakeholders have different interests in the organization, and each stakeholder has different impacts of the business as well (Ma, Renwick, Yuan, & Ratna, 2018). For example, shareholders and employees are shareholders of a company. Shareholders are interested in the true and fair records of the business along with high returns for their investments, while employees are interested in their salaries provided by the company. 
[bookmark: _Toc59664476]Types of Stakeholders
Stakeholders are of different types with different interests and impacts. All stakeholders can be broadly divided into two major categories. This includes internal stakeholders and external stakeholders. 
[bookmark: _Toc59664477]Internal Stakeholders
Internal stakeholders are the ones that relate to the internal organizational environment of the business. These are the parties that exist within the organization, and make up the organization (Tasnim, 2018). Internal stakeholders include Employees, directors, and shareholders of the company. Each of these parties have different interests in the company. These parties have direct involvement in the business’s operations. Their access may also be financial. Internal stakeholders also constantly have an active interest in the operations of the organization. Apple’s stakeholders include the company’s shareholders, and all its employees as well. 
[bookmark: _Toc59664478]External Stakeholders
External stakeholders are all parties outside the business organizational structure and environment that have an interest in the business. A broad range of parties are connected with the business, making them the stakeholders, even though it may not be obvious. These include the government, suppliers, customers, local societies, and the creditors (Ma, Renwick, Yuan, & Ratna, 2018). All these parties have high interest in the operations of the business but have no involvement in its operations. For Apple, its external Stakeholders would be the government of United States, and its major suppliers, including 3M and Jabil. 
[bookmark: _Toc59664479]How Company Communicates with Stakeholders
A business has multiple stakeholders at once. Each stakeholder has a different interest in the business with a different impact of the organizational activities, which is why communications made by the company to all its shareholders varies depending upon the type of stakeholder. All internal stakeholders are communicated with directly, by the company. This is because they are a part of the organization (Laestadius, et al., 2019). The difference is instilled in the case of external stakeholders. The government is communicated through the law department of the business. Apple has a highly skilled and trained team of lawyers that has the responsibility to deal with legal matters. Moreover, suppliers and creditors are also communicated with specified departments of Apple, including the production department, and the finance department, respectively. Customers, are the stakeholders under the direct impact of marketing, are communicated by Apple through marketing policies. Even though other parties may also be influenced by marketing, the intent of marketing is to communicate with the consumer. 
	
[bookmark: _Toc59664480]Stakeholders Impacting Company’s marketing 
Each stakeholder has its own interest in the business operations, which is why they also differently impact the company. All operations of the company may be under impact, including marketing. Apple uses marketing as a source to communicate with its customers, which is why the consumer is the stakeholder that highly impacts the marketing process of the business. Consumer behaviour is so that it is loyal to the brand and returns for high quality products (Tasnim, 2018). This consumer loyalty impacts the pricing stage of the marketing process, allowing the company to set high prices for the products. 
The Government imposes regulations regarding the modes of advertisement being used. The government ensures that Apple is using adequate wording and visual in the advertising, that do not offend any party in the society. The top management is the party that formulates the marketing strategies; hence, their assessment of the market impacts the final strategies. 
[bookmark: _Toc59664481]Conclusion 
In conclusion, the government, customer, and the top management of the business has direct impact upon the marketing process, even though marketing is intended to communicate only with the consumer.  
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