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[bookmark: _Toc59477055]Introduction
Marketing is a very vital segment of any organisation, for it provides a pathway for increased sales and high profitability. Marketing goes beyond creating product awareness and includes the identification of market needs and coming up with ways of meeting these needs. Marketing has different stages with the first being carrying out market research to understand the expectations of consumers so as to design specific products that respond to the expectations established. The main purpose of marketing in an organisation is to establish marketing strategies that have the capability of placing the company’s products above its competitors. Simply, marketing should give an organisation an advantage in the market since the right products are being offered to consumers; this can only be possible if the marketing team possess the needed skills and abilities. Marketing is described as the employment of marketing strategies by an organisation in order to satisfy market needs and demand.
 This essay brings about an understanding of the processes and stages of marketing, including the role of marketing of the marketing environment, marketing research and the marketing mix. The essay also identifies relevant stakeholders and assesses their impact on the marketing activities of Apple Inc.
Apple Inc. is a multinational organisation that was established in the year 1976. The company operates in the Information Technology sector of the U.S.A. with its headquarters being in California. Apple competes favourably with other organisations operating in the same sector, such as Microsoft and Samsung. The company produces both hardware and software products and services, which include computers, smart speakers, AirPods, smartphones and smartwatches. Apple has employed over 137,000 employees and has approximately 500 stores in various localities. It is the biggest technology company worldwide in reference to the revenues generated (Apple, 2020).
[bookmark: _Toc59477056]Processes and stages of marketing
The marketing process is defined as a sequence of steps that enable an organisation to pinpoint the problems of the consumer, evaluate the opportunities in the market and produce commodities that directly respond to the problems identified (Kotler and Keller, 2015). The stages of the marketing process include situational analysis, marketing strategy, marketing mix decisions, implementation and control. These stages ensure that value is created for the customer with a consistent relationship being maintained between the customer and the business (Kottler and Keller, 2015).
[image: Here's How the Marketing Process Works | Smartsheet]
Mission statement
The mission statement of Apple Inc. is to bring the best user experience to customers through its innovative hardware, software and services (Apple, 2020).
Situational analysis
Analysing the current situation of the company in the market is paramount in the identification of opportunities that are able to meet customer needs. The purpose of conducting a situational analysis is to understand the marketing environment within which the organisation operates and to understand the marketing strengths of the company (Kotler and Armstrong, 2016). The SWOT analytical tool is usually applied when a situational analysis needs to be done. Since Apple has diversified products and services, it faces competition from many companies and thus, the SWOT analysis would be crucial in the maintenance of its position in the market and the fulfilment of its mission. It is important to note that strengths and weaknesses are internal factors, while the opportunities and threats are the external factors.
Strengths 
This aspect allows an organisation to leverage the opportunities that the market offers, overcome weaknesses and devise strategies of withstanding the threats in the business environment.
As a technological based company, Apple has a strength in its brand because it is one of the most preferred and valuable ones worldwide. For a while now, the company has had the capability of introducing new product lines every now and then, and this has contributed to its strong brand image (Heracleous, 2013).
Apple has a pricing strategy that is considered premium, which highly contributes to its high profits and thus, strength. The high profits have enabled the company to be ranked as the largest technological company due to its revenues.
Weaknesses
Weaknesses hinder the growth of the organisation, and Apple has a weakness when it comes to its distribution network, which is limited. This means that the company, due to its exclusivity strategy, limits the reach of its products by other consumers and market areas. In addition, the company’s premium pricing technique only draws high earners and prevents low earners from purchasing its products and services.
Opportunities
The opportunity aspect is based on the external business environment factors that the organisation can use to its advantage. A rise in demand for mobile phones provides Apple with an opportunity to increase the volume of its sales using aggressive marketing (Heracleous, 2013). As well, the company has an opportunity to expand its distribution network so as to reach more consumers.
Threats 
 The technology sector is highly competitive, and this poses a threat for Apple for it faces competition from established organisations such as Samsung and Microsoft.
Company objectives
· Apple Inc. has an objective of sustaining its brand in the market
· The company also has an objective of increasing its profit margins by penetrating into new markets
Marketing strategy
From the situational analysis, a marketing strategy is developed that could help organisation leverage on the pinpointed options. A marketing strategy contains aspects such as market segmentation, targeting and positioning (Kotler and Armstrong, 2016).
Segmentation 
In an effort to make profits and meet market needs and demand, it is crucial for an organisation to differentiate the various groups in the market. The process of differentiating and dividing a market into small groups in reference to their needs and characteristics is known as market segmentation (Palmer, 2014). Apple attributes its success to the leadership employed where the C.E.O. advocates for grouping the market according to consumers’ needs and therefore offering different products. This implies that the company has tried to respond to various needs of different market segments and no longer answer to the expectations of a specific niche. For instance, Apple not only offers its products to individuals that are high earners but has also diversified into producing commodities that are considered as consumer models.
To bring a deep understanding of Apple’s market segment, it could be said that the company has a product line that fulfils the needs of almost all niches. The geographic segmentation of Apple Inc. includes individuals aged between 20 and 45 and living in urban areas. Its demographic segmentation pertains people who occupy high positions in the society because they are high earners and people of both genders (Chen and Ann, 2016). The behavioural segmentation of the company are individuals that are loyal to its products and those that want to achieve a sense of belonging. Its psychographic segmentation entails consumers that are in the middle and upper class.
 Targeting 
Market targeting simply means an organisation is settling on the groups identified during segmentation as the ones that it would sell its products and services to. Market targeting is based either on the characteristics of the product or the characteristics of the consumers (Kotler and Armstrong, 2016). The target market of Apple Inc. shares common characteristics such as the need for products that are well designed, high quality and high performance while paying little attention to the prices. 
The target market of Apple is determined by its products because it offers a variety of products to different market segments. As mentioned earlier, the target age group for Apple are individuals aged from 20-45. It is important to note that this age bracket consists of consumers who use different products. For instance, Apple’s devices like the iPod and iPhone are popular with those between 20 and 45 years of age while its services like the iTunes and the iCloud are used by people aged between 18 and 30 (Apple, 2020). Apple targets people of all genders, but recent research shows that there are more male consumers than female. As a technology company, Apple has focused more on urban dwellers with many of its stores in urban areas (Chen and Ann, 2016). In addition, the company targets its loyal customers by making improvements to its products continuously; this has been crucial in the maintenance of its loyal customer base.
Positioning
Market positioning is described as the selection of a marketing mix which is most appropriate to the market segment (Kotler and Armstrong, 2016). Market positioning entails coming up with a communication system that describes the company’s position in the market and sets it aside from its competitors. Apple Inc. has been positioned in the market as a company that offers products that are enhanced in design, functions better and has the best capabilities. Apple also positions itself as a company that provides a market with premium products. To maintain its position in the market and its customer base, Apple uses its website to update its customers as well as social media marketing.
Marketing mix
After the development of a marketing strategy, a marketing mix should be created that explains the four elements that are, product, price, place and promotion (Dalta, Ailawadi and Van Heerde, 2017). The marketing mix of Apple is developed with the focus of meeting its objective of being viewed as a premium brand and a company that offers high value and quality products
Product 
This element describes the products and services that a company offers to the market. The product may be tangible or intangible. The products should be able to fulfil the needs of the market and have characteristics that meet the expectations of consumers (Cole, 2011). It usually the responsibility of the marketing team to relay the desires of the customers to the production team prior to the design of products so as to consider customers’ ideas. Apple products are hardware and software like iPhones, Mac, digital content and cloud services, just to mention a few. The product element reflects the company’s position in the market, particularly in the electronics and digital content industry (Chen and Ann, 2016). The company’s products constantly undergo continuous improvement, and this is why it is popular for its premium products.
Price 
The price element relates so much to the pricing strategy employed by an organisation. It is obvious that the company will apply the premium pricing strategy because it offers premium products. The premium pricing strategy seems to be working well for the company, for it has been able to delve into new markets. Apple’s products are also cutting edge, and this has made it easier for consumers to accept its premium prices and thus, increasing its profit margins (Datta, Ailawadi and Van Heerde, 2017). However, the premium pricing strategy has not been able to acquire for the company high market shares due to the fact that its competitors are offering products at a relatively low price.
Promotion 
This aspect essentially entails the marketing strategies applied like advertisements, sales promotion and public relations. Apple has been able to apply various marketing strategies that have been crucial in sustaining its brand name. With the application of digital advertising platform on Google, Apple has been able to reach a big number of customers. 
Another marketing strategy used by Apple is personal selling, where its employees apply a variety of selling methods that provide specific information about the company’s products. Since Apple targets switchers, sales promotion comes in handy when it comes to increasing sales (Lin et al, 2012). Sales promotion as a marketing strategy has provided the company with an opportunity to sell its old models by offering price discounts. 
As well, the company has been able to use public relations to its advantage. Public relations is key in maintaining customer relationship for it involves making clarification or taking a stand to the company’s customers by passing information that is crucial in promoting the company’s products and services. An example of public relations partaken by Apple is the ConnectED initiative that aims at enhancing the results of formal education at the same time promoting the company’s products (Apple, 2020).
Place 
The place element could be looked at as distribution because it represents the path taken to move a commodity from the manufacturer to the consumer. The place element often entails making the company’s products accessible and readily available to consumers. Apple has ensured that its products can be accessed in many parts of the world with the company having more than 500 stores in different localities. The company also adopts other distribution channels like online stores and the company’s website, where customers could access its products with ease.
Implementation and control
For the purpose of ensuring that the company will achieve its objectives, Key Performance Indicators such as sales revenue and Return On Investment are used by Apple. The success of its marketing strategies is evidenced by the company’s revenue which stood at $274.515 billion as of 2020.
[bookmark: _Toc59477057]Macro environment factors affecting Apple Inc.
Political factors; many are times when political factors impacting on business operations have more positive influence than negative ones. Political factors are related to a government’s influence on organisations, and they include political stability and a country’s policies regarding trade (Baron, 2013). These political factors have presented opportunities to Apple Inc. that has seen its exponential growth. For instance, many countries have made free trade agreements that have enabled Apple to delve into more markets and have their products distributed widely. 
The present political stability that exists in most nations has given Apple a chance to expand its operations. However, the company is being affected by the trade disputes that are on-going between the U.S.A and China. This means that China might increase the tariffs levied on imported goods from the U.S.A and thus, making the company’s products expensive to the China Market.
Economic factors; this aspect represents the market conditions that have an impact on organisational activities. Economic factors include the stability and growth of an economy that influence interest and exchange rates. Economic factors also affect the buying power of customers (Caprotti, 2012). The fact that Apple targets high earning individuals has been an advantage because many developed countries have a stable economy. This means that such countries have many citizens that have the capacity of purchasing the company’s products and services. In addition, developing countries are seeing rapid growth that Apple is taking advantage of because these countries support technology-oriented businesses; Apple gets to sell its products in developing countries.
Social factors; this aspect prompts organisations to stay ahead of the trends in the market and try keeping up with consumer’s social trends (Jacob, 2013). Being that Apple is a technology company, it is obliged to follow technological trends in the market and manufacture products that meet current market needs. Apple has responded to varying consumer behaviour regarding technological goods by manufacturing products that are continuously undergoing improvements through innovation. For instance, the increasing need for individuals to have devices that are portable and possess specifications such as high quality and speed has forced Apple to have a product line for smartphones (Gupta and Prinzinger, 2013). Another social factor that has favoured the growth of Apple is the dependency that people have on various digital systems. This has increased the demand for the company’s products. On the other hand, the company has faced criticism concerning its unethical practices that have acted against its reputation.
Technological factors; advances in technology are crucial in promoting innovation, and this has enabled organisations to compete favourably in the market. Also, technological trends in the market play a big role in the products and services provided by organisations (Baron, 2013). The increasing demand for cloud computing services has forced Apple Inc. to start offering the services which have worked in growing its profits tremendously. The growing demand for technological goods like mobile phones and computers has provided the company with an opportunity to sell a variety of technological products. However, the company faces a threat from new entrants to the market as well as other established technological companies.
Legal factors; these are rules and regulations put up by governments to limit or support the operations of organisations. They pertain consumer protection laws and business laws (Baron, 2013). In the case of Apple, privacy regulations have provided the company with a chance to protect its products by the use of Intellectual Property Rights. Other companies cannot imitate its products, so customers are assured that they are being sold original products.
Environmental factors; this is simply about the ecological trends that can affect business operations. Ecological trends include sustainability and energy efficiency. Apple has been big on practices and initiatives that protect the environment by putting in place strategic measures that promote energy efficiency and apply sustainability in the manufacture of its products. For instance, Apple Inc. has a subsidiary named Apple Energy which sells solar energy. It was the first company to do away with the P.V.C. in the manufacture of its electrical products back in 2008 (Gupta and Prinzinger, 2013). Organisations that employ these measures tend to build a positive image for itself and attract a loyal customer base. 
[bookmark: _Toc59477058]Stakeholder engagement and their impact on the marketing activities of an organisation
Stakeholders are individuals who are affected by the activities of an organisation and have the capability of affecting organisational processes, its commodities as well as its performance (Bush, 2014). The effect of stakeholders on an organisation may bear positive or negative results. Stakeholders may be internal or external where internal stakeholders are those people that have a direct connection with the company through forms like employment and ownership. External stakeholders, on the other hand, are those people that have no direct connection with the company but tend to be affected by the activities of the company (Bush, 2014).
The internal stakeholders of Apple Inc. start with the executive positions comprising of the Chief Executive Officer, the Chief Operating Officer and the Senior Vice president. Others are the shareholders, board of directors and the employees.
The external stakeholders are its customers, the communities it operates within, the suppliers and the present government.
How Apple communicates with its stakeholders
The main platform through which the company uses to communicate with its stakeholders is its website. Through the website, customers get to find information about existing and upcoming products, its prices and how they could be accessed.
People who are looking for employment opportunities with the company also get to know about new and vacant positions through the company’s products. Also, the employees of the organisation learn more about their careers by going through the information provided on the website. In addition, shareholders or investors find corporate information about the company on its website (Heracleous, 2013).
Through various marketing strategies like advertising and social media platforms, Apple has been able to communicate and maintain its customer base. The company spends close to $2 billion on advertising campaigns annually.
How stakeholders’ impact on the marketing activities of Apple
Customers; the needs and expectations of customers are identified during market research, and this prompts the marketing team of Apple to relay these expectations to the engineers so that products are designed to meet these needs (Chen and Ann, 2016).
Employees; Apple has employees that are creative and innovative, and this has been paramount in establishing creative market strategies that have the capability of attracting the right customers. As well, the company has been able to employ a variety of marketing strategies which have succeeded due to the fact that its employees are motivated and made to feel valuable.
Investors; Apple has partnered with successful shareholders like the Vanguard Group that has managed to keep the business afloat. This means that the company has more money to spend on marketing activities.
Competitors; the company’s competitors such as Samsung and Lenovo, have impacted Apple’s marketing activities in such a way that it is forced to adapt marketing strategies that can catch the eye of the customer faster.
[bookmark: _Toc59477059]Recommendations
Based on the macro environment analysis of Apple, it could be said that the company has more opportunities than threats. The company could take advantage of these opportunities by expanding its presence in the global technological market. The company could ensure that its stakeholders are well engaged with the formulation of more communication strategies of reaching out to various stakeholders.
[bookmark: _Toc59477060]Conclusion
This essay has looked into the marketing process in relation to Apple Inc. the company has a strong brand name and a pricing strategy that has enabled it to record sales that are exceptional. The objectives of the company are more profit-oriented and sustaining its brand image, so most of its marketing strategies are based on these objectives. The macro-environment factors impacting on the company have given it benefits and this because the company’s management and leadership have found a way of working around these external factors. The stakeholders of Apple are crucial to its growth, and the company has made an effort to keep them informed with the application of various communication channels.
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