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1 Introduction
Marketing Department plays a vital role in promoting the business and awareness of organisation mission including brand management, customer, and marketing research, checking, and managing social media, etc.
This report is based on Apple Company marketing environment analysis both internal and external, also the role that marketing plays within the organisation. This report will focus on PESTLE, Porter’s 5 forces, SWOT analysis, Marketing Mix’s, Segmentation, Targeting and Positioning of Apple company. At the end of the report, recommendation based on Ansoff matrix strategy will be suggested.
Company Brief	
The corporate umbrella brand “Apple” name was inspired by Steve Job visit to an Apple farm, according to Job Apple means “fun, spirited and friendly (not intimidating).” Apple company is globally icon brand and one of successful information technology company in the United States. Apple produces technology gadgets and services. Apple also supply services to group affiliates including technical, research and development.
Apple UK market was set up in 1980 and currently with over 10000 staff worldwide. Apple products and services are market through direct and indirect channels. Apple customers are government, medium and small company, education institutions and individual consumers.
Apple UK profit   September 2021
	 
	2021 (£’000)
	2020(£’000)

	Turnover
Operating Profit
 
Profit Before Tax
 
 
UK tax 
 
 
Net profit
	420,452
  50,004
 
  50,696
 
   
  7,144
 
 
57,800    
	372,294
   42,767
 
   43,958
 
 
  (6,503)
 
 
37,455


 




2 Macro  Analysis
Of central important in developing and executing a strong marketing strategy is awareness of how the environment in which marketing takes place is changing. Robust analysis of environment usually starts at the macro level (Hooley et al., 2020). Macro environmental factors are the factors which organisations have no control over it. Macro analysis focus at factors outside business environment that affects business either negatively or positively such as: PESTLE, Porter’s 5 forces. 
 
2.1 PESTLE Analysis is a method used by organisation to analysis the external factors that affected their business operations (Hooley et al., 2020).
 
 
 
PESTLE Diagram
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Apple PESTEL Analysis
 Political Factors
The major political factor affecting company in UK presently are change of conservative leadership/ government and rise of company tax (University of Birmingham, 22AD). Frequently change of government has resulted in different economic policy, hence UK financial market in crisis and weaken pound sterling (Edgington, 2019). This is unfavourable to Apple because the price goes up demand fall, Apple product from USA to UK market cost more as result of falling of pounds to dollar exchange rate and weak economy. This means sales will go down. Secondly, is unfavourable because Uk government policy on company tax and VAT. Increase in company tax mean Apple will pay more tax to the UK government, hence adverse consequence on apple Uk profit while VAT reducing purchasing power of the consumer.
 
Economy Factors
Economic factor is factoring that affecting economy which directly affected business organisation positively or negatively such as; rate of inflation, fiscal policies, exchange rate, import and export. Currently UK economy is in recession or weak, inflation is high, real wages falling (PwC, 2022). UK economy was severely affected by the Covid pandemic and cost push inflation created by Russia -Ukraine war affected UK economy right now, the shortage supply and high energy cost since beginning of the year 2022 has led to high inflation and interest rate. and current war in Eastern Europe, hence economic factor unfavourable because Apple revenue are adversely affected because of consumers neglecting non -essential product (Office for National Statistics, 2021)
Socio/cultural Factors
Socio/Cultural Factor is favourable to Apple company in UK with rises of mobile banking and social media such as What’s app, Twitter, etc and smart technology. Every religion, age group or demographics are connected on social media platforms, downloading, or listening to music or tv stream through smart technology now adays. Social networking trend has increased the demand for information technology gadgets such as Apple Watch, iPods, iPads, iPhone, etc. As a result of rise in mobile banking and social network, Apple products sales and revenue increases in UK. According to Statista.com, Apple lead UK mobile device market in 2022, holding over 50 % of the market share. while Samsung came in second with over 30% market share (Statista,22AD). 



 
Technological factors
No doubt UK is one of innovative technology countries in the world and UK people are fond of technology. With the arrival of 5G network and Apple iOS operating system, UK technology advancement has been of help to Apple company in cloud computing, technology integrations and apps market. Because of UK innovative technology accessibility Apple customers are able use powerful assistive devices, with built-in features such as iPhone heating aids, Assistive Touch on Apple watch, Voice Control, etc. seamlessly, fast, and better connection. Customers can interact and do business online such as B2B or B2C which increases customers experience and value ((Kelion, 2019). As at quarter ending September 30,2022 Apple spent $6.761 Billion on research and development. Technological factor is favourable to Apple company in UK because strong and more connection of smart devices more Apple sales and profit.
Environmental factors
United Kingdom environmental factor provide opportunities for trend and sustainable business with the waves of social media and climate change. More people in UK support business that are much eco- friendly and not only that, but people in UK are also more likely to invest their money on sustainable finance or investment which favourable to Apple company. Today Apple has invested so much in eco-friendly products also strategically focus on key interconnected areas such climate change, resources, and smarter chemistry. Apple's company worldwide operations are powered with 93 percent renewable energy. Also 99% of Apple product packaging paper are from post -consumer recycle or sustainably managed forests, as the company continues its move to all paper packaging for all its products. Apple promised to lower emissions including low carbon product design, expanding energy efficiency, renewable energy, process, and material innovations. Apple started a $200 million fund in April 2021 to combat climate change by removing 1 million metric tons of carbon dioxide from the atmosphere each year for the next 10years (Apple, 2022).
Legal Factors
Apple are to follow United Kingdom data protection rules (UK GDPR) on storage, use and transfer of customer information. UK governments are trying to remove barrier that enjoying by Apple and Google in United Kingdom. Also, consumer result in dedicated amount of the Apple profit for warrant or repair cost, hence directly affected Apple annual profit and is unfavourable (Apple Legal, 2021).
The macro environment of Apple company in UK are both favourable and unfavourable. Which means Apple needs to focus on unfavourable factors for the future growth in UK.
 
 
3 Micro Environment Factors are that exiting within the industry directly which can affects routine activities of an organisation. Porter’s five forces and SWOT analysis are effective scanner.
3.1 Porter’s 5 forces are a system used by organisation to analyse the operating business environment and competitiveness.






 Porters 5 forces
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 https://www.edrawmind.com/article/porters-five-forces-analysis-definition-and-examples.html
 
 
Apple Porter’s 5 forces,
 
Rivalry
Looking at Apple smart gadgets and clouds technology, the level of rivalry is so high. Apple are competing with companies such Samsung, Motorola, Nokia, etc in mobile phone market. In Tablet and computer market, Apple are competing directly with Microsoft, Samsung, Toshiba, Asus, HP, etc and in cloud market Apple are competing with Amazon, Meta, google, etc, the above mentioning company are like apple investing so much on research and development because of consumer want and changing in needs. Apple engagement with customer has help them to understand consumer needs and that is why they continually introducing new stylish, unique product with new features every 12 months to increase their market share position in existing market. Examples are iPhone 6, iPhone 6s, iPhone7 up latest’s iPhone 14.
Bargaining Buyer’s Power
[bookmark: _Int_lsrxAvdO]Buyers bargaining power are low because of switching cost in the information technology market, some customers are tide to contract with penalty. Most consumers cannot switch to affordable brand because of Apple pro-privacy stance they are also enjoying Apple’s iOS is not licensed to third parties. Apple benefit positioning and brand loyalty across their unique products has been remarkably successful mostly, user privacy and encrypting contents security passcode. According to statista.com data published by (Laricchia,2020), Apple lead the mobile device market in the United Kingdom (UK) in 2022, holding over 50 percent of the market share. Samsung came second with over 30 percent of the UK market share. Both top vendors were well beyond the rest of mobile device vendors in the UK such as Huawei. Huawei came in third place holding under five percent of the market share, a decrease from previous years (Statista, 22AD). 
 
New Entrants to Market 
Because of capital intensive, constant research and development involved, and excessive cost of setting up brand recognition, the market entrance barrier is low. Apple annual research and development expenses for 2021 were $21.914B, as at quarter ending September 30,2022 Apple spent $6.761 on research and development to strengthening its competitive edge and new product development. Also, they prevent new entrance through quality perception, brand loyalty and main operating system of iOS and Google Android. The cost of proving brand name recognition also high.
Suppliers Bargaining Power
Apple suppliers bargaining power are low because. Apple investment in subsidiary or venture company has lower the supplier bargaining power such as iTunes Apple music venture company, Beddit technology a subsidiary of Apple company that support Apple watch with sleeping tracking and fitness, Claris software development also a subsidiary of Apple company, etc. Apple vertical integration created competitive advantage as it owns chip manufacture factory. Apart from this Apple is reliable company that any supplier will not want to lose. According to Apple annual progress report for 2021, 175+ suppliers committed to transitioning to 100% renewable energy for Apple production, standing for 9 gigawatts of clean energy to be brought online. Therefore, Apple has numbers of suppliers to choose from.
Threat of Substitution
Apple positioning customisation and benefit in the heart of consumers mostly the mid-class and upper class. Apple products are synonymous with class, authentic and quality, this are the reason apple enjoying price shimmy. The unique experience and integration between apple products and its customer support services made it difficult for potential consumer to switch. This market force is weak because the potential substitute products limited in term of capabilities compared to Apple products. The substitute of land-phone to mobile are low because the number of people using mobile phone and smart gadgets are quadruple land-phone users (Maverick, 2022).
Porter’s five forces analysis has revealed apple company strong market position. 
 
Microenvironment factors are internal factors which organisation have control over them. The internal factor analysis focus at factors within industry environment that influence the businesses competitive edge or adversely such SWOT, marketing Mix, etc.
 
 






3.2 SWOT Analysis   
 SWOT Analysis is strategic technique used by the organisations to identify competitiveness of business within the industry.
 
 

  Apple SWOT Analysis Diagram	
          [image: ]
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Strength, Technological factor favourable to Apple company which resulted in the following,
Value Brand, Apple brand value at $408 bn and rank 1st position for the 9th consecutive year by Interbrand. Follow by Amazon with a brand value of $249 bn and Microsoft 3rd with a brand value of $210bn. It was recorded that over 1.8 billion Apple devices were in use as at 2022(Apple Insider, 22AD).
Brand Loyalty. Apple company has a loyal customer and as a result, Apple users are often labelled with “Once an Apple user, Always an Apple user” which is correct in most cases. One of the reasons why Apple users are loyal to their brand and do not want to switch from this brand is that Apple supplies privacy features to a great extent, making its users feel more secure.
Technology Wise, Apple is one of most reliable company in terms of computers and smart technology devices. Apple more proficient in terms of technology devices. It enters a new market and then refines and refines and continues refining until it yields a success Where Blackberry had stop, Apple crafted iPod and phone together to produce most innovative mobile phone(iPhone) that changed the world. Apple was the first to produce Tablet (iPad) and seamless iPod. According to Statista report, Apport, Apple Inc. spent a record 26.25 billion America dollars on research and development in year 2022 fiscal year, an increase of four billion from its 2021 total (Laricchia, 2022). 
Design and superior quality Apple competitive hedge come from innovative product designs that are simple and the quality is one thing that consumer does not willing to compromise. Apple offers high quality product using innovative techniques and have become an epitome of status and class. Apple ensure customer satisfaction with various answer to their problem on (support.apple.com, 22AD). Apple Service Programs - Apple Support
 
Capitalisation and Revenue Apple is financially strong, two of trillion capitalised company in the world (Kolakowski, 2021) and its 12 months ended June 2021 product sales was $282.5b and services sales was $ 64.7b. Below are Apple iPhone sales.
iPhone annual sales 2008 to 2021 (mm)
	Year
	Sales (mm)

	2008
	11.6

	2009
	20.7

	2010
	39.9

	2011
	72.3

	2012
	125

	2013
	150.2

	2014
	169.2

	2015
	231.2

	2016
	211.8

	2017
	216.7

	2018
	217.7

	2019
	187.2

	2020
	196.9

	2021
	242


[bookmark: _Int_rngMp0X8]Note: Apple stopped reporting iPhone sales in Q4 2018. All values afterwards are estimates. Sources: Apple, Canalys, CNBC, Gartner, Strategy Analytics
 
 
Weakness
2 Limited Advertisement, because of globally iconic recognition and success Apple does not feel the need to speeding toward advertisement on traditional, social media and sponsorship. Must traditional advertisement of Apple products be carryout by indirect retailers.
3 Apple Universe Problem, Apple’s products do not support other software or technologies which making their product incompatible with other software as a result customers buys an apple product are lock in.
4 Lack of Design and Name, it is all about line filling and stretching. No new name, Apple iPhone remained series (iPhone 3,4,5,6,7..........14) likewise the design of the first iPhone to iPhone 14, hardly any difference in appearance except for size, thickness, and new features.
5 Price of Products are High, only rich, and middle class can afford apple products. Apple product price are highly and shimmy, as result poor are price out and low-class people preferred low and new generations products.
 
Opportunities
1 Eco- friendly Product, more customers are interest in eco -friendly and sustainable investment. Apple market share will increase if they can produce 100% eco-friendly product, as more customers are switch to greenly/ eco- friendly products regardless the cost to save planet.
2 Sponsorship Promotion and social media, in this age of social media and sport annual fixtures around the globe, apple can increase their market share by investing in sport sponsorship and social media. Loyal and die- hard sport fans spending more money on affiliated sponsor company products.
Apple’s social media Following
Facebook        Apple – 13m likes; Apple TV – 28m likes; App Store – 14m likes; Apple Music – 3.9m likes; Apple Books – 119k likes; Apple Podcasts – 29k likes.
Twitter             @Apple – 6.7m followers; @AppleMusic – 9.9m followers; @AppStore – 4.4m followers; @AppleSupport – 1.3m followers; @AppleTV – 1.3m followers; @AppleArcade – 76.6k followers; @AppleNews – 313k followers; @applepodcasts – 617.7k followers.
Instagram       @Apple – 26.1m followers; @applemusic – 4.5m followers; @appletv – 2.6m followers; @applebooks – 361k followers; @applefitnessplus – 99.6k followers; @appletvplus – 78.3k followers; @applenews – 48.3k followers.
YouTube         Apple – 14.5m subscribers; Apple Support – 970k subscribers; Apple TV – 942k subscribers; Apple UK – 388k subscribers; and local accounts.
LinkedIn          Apple – 14.5m followers.
https://www.giraffesocialmedia.co.uk/apples-social-media
 
3 Apple smart TV, Apple can extend their brand by develop and produce Smart TV technology for marketing companies. This will increase Apple revenue.
4 Market Penetration = Apple can increase their market share, revenue, and global dominant by apply production concept in some dynamic geographical area of world. Apple supply more varieties for the same customers, example iPhone 6, 6s, SE. Also, Apple extends its product range from desktop computer to personal computer, iPod to iPhone, Apple Watch, etc.
5 Investment in technology = As people are relying on technology day by day, increasingly, invest in research and development will help apple to keep superior competitive advantage. Apple’s invested and expanding silicone team to make next-gen wireless silicone. Apple chip manufacturing boosted its total market value, propelling it close to $3 trillion. Apple research and development expenses for the 12months ended September is £26.2B (www.macrotrends.net, 22AD).
 
Threats
1 Competition = From the Porters 5 forces analysis, Apple rivalry threat are high, Apple being global icon, the likes of Google, Samsung, Motorola, Huawei, etc are tough challenge to Apple revenue as result of competition. With the advancement in innovative technology other technology company are getting stronger too because Android operating system users are more than iOS users.
 
 Mobile phone market share
[image: ]
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2 Counterfeits Product = Illegally utilisation of Apples brand to sell counterfeit product are increase in the third world countries such as China and it can lead low quality negatives and bad publicity for the Apple company.
3 Supply Threat, Imposition of higher tax by United state government on importation from China increasing the production cost and adversely affecting Apple profit. Also effect of Covid pandemic presently in China.
4 Privacy and Security = There were several attempted security breaches and backdoor to unlocking the encryption or access data on the iPhone by individuals or government agencies in the past. Bad guys are trying to exploit iPhone, but it remained most secured smart technology.
5 Changing in needs, Customers’ needs and want to change from time to time such sustainable and life- long mobile phone battery, therefore Apple research and development cost increases every year.
 
Apple strengths and opportunities outweigh the weaknesses and threats that the company faces according to SWOT analysis.
4 The following are the advantages and disadvantages of SWOT analysis.
 
SWOT analysis SWOT is an acronym of strength, weakness, opportunities, and threats. SWOT is related to internal environment in which the organisation runs. SWOT is decision -making tool used for the analysis of internal environment to achieve a strategic future planning of Organisation/company. Having Identified their strengths, weaknesses, opportunities and threats, organizations can build a strategy on their strengths, end weaknesses and exploiting its capabilities, or use a possibility in the fight against threats with the industry runs.
Advantages and disadvantages
Advantages of SWOT analysis is simple and easy to understand, with the aid of diagram. Swot is not limited organisation size, can be use across different organisation, division, business unit and department. Swot analysis is easy to communicate organisation strategy to other stake holders. SWOT create point of advantage or distinction in evaluating organisation competitiveness within the business runs. Disadvantages of SWOT, Data used may be inaccurate or biased by belief preference and perception. Data quality could be superficial and outdated as result of generalisation. Analysis may be outdated because is based on qualitative data only.
 
5 Apple Segmentation, Targeting, Positioning
 Below are Apple segmentation, targeting and positioning table
 
 
	
 
Type of segmentation
	 
 
Segmentation criteria
	Apple target segment
 

	
	
	Devices: iPhone,
 iPad,
 Mac, iPod
	Services: iTunes
 and the iTunes Store, Mac App Store, iCloud, 
Apple Pay,
	Operating 
system
 & Software: iOS, OSX, iLife, iWork
	Accessories: Apple TV, Apple Watch, and related accessories

	 
Geographic
	Region
	US and international
	US and 
international
	US and
 international
	US and international

	
	Density
	Urban
	Urban
	Urban
	Urban

	 
Demographic
	Age
	18 – 45
	18 – 30
	20 – 35
	20 – 45

	
	Gender
	Males & Females
	Males & Females
	Males & Females
	Males & Females

	
	Life-cycle stage
	Bachelor Stage
Newly Married Couples
Full Nest I
Full Nest II
	Bachelor Stage
Newly Married Couples
 
	Bachelor Stage
Newly Married Couples
 
	Bachelor Stage
Newly Married Couples
Full Nest I
Full Nest II

	
	Income
	High earners
	High earners
	High earners
	High earners

	
	Occupation
	Professionals, 
managers and executives
	Students
Professionals, managers
	Professionals, managers, and executives
	Professionals, managers

	Degree of loyalty
	     ‘Hard core loyal'
‘Switchers’
	‘Hard core loyal'
‘Switchers’
	‘  Hard         core Loyal'
‘Switchers’
	‘  Hard core           loyal'
‘Switchers’

	Benefits sought
	Sense of achievement 
and belonging
Self-expression
Speed of service, advanced features, and capabilities
	Speed of service
Efficiency
	Efficiency
Speed of service
	Recreation
Self-expression
 

	Personality
	Determined and ambitious
	Determined and ambitious
	Determined and ambitious
	Determined and ambitious

	User status
	Non-users, potential users
	Users
Non-users, potential users
	Users
Non-users, potential users
	Non-users, potential users

	Psychographic
	Social class
	Middle and upper classes
	Middle and upper classes
	Middle and upper classes
	Upper class

	
	Lifestyle[2]
	Resigned
Aspirer
Succeeder
Explorer
	Aspirer
Succeeder Explorer
	Aspirer Succeeder Explorer
	Aspirer Explorer

	
	Risk aversion
	Risk avoiding
Risk neutral
 
	Risk avoiding
Risk neutral
Risk loving
	Risk avoiding
Risk neutral
 
	Risk avoiding
Risk neutral
Risk loving

	
	
	
	
	
	
	
	
	
	
	


https://research-methodology.net/apple-segmentation-targeting-and-positioning/

Segmentation
Market consists of different type of customer. Segmentation is about splitting population into various group according to nature: Needs of customers, Characteristics, buying behaviour and Decision -making processes (Doyle.et.al. 2006). Apple dividing population into group according to their set characteristics and demographic. Apart from Government department and Institutions (Macro segmentation), Apple segments made up of people who better off and willing to pay extra for their products (VALS, Benefit, Micro segmentation).
 
 
Targeting is about evaluate attractiveness of different segments best on potential and select target segment in term of profit and growth of the business(Kotler,et al. 2020). Apple apply undifferentiated marketing mix for all products and their targeting audience. Apple targeting consumer are government department, education institutions, B2B and people of middle class to upper class that interested in advance technology, design and distinct function who are ready to pay for extra services. Apple target consumer by tailoring products and services that appealing to the members of its customer segments. Apple choosing segment has common set of characteristics such quality and performance minded, design and capabilities preferer and prestige looking for over pricing.
 
Positioning is about build a differential advantage that will organisation brand preferred to those competitors through a marketing Mix. Positioning statement boil down the product’s unique benefit (Sheehan, 2011). Positioning is competitive strategy of creating perception map in minds of customers. Apple applied effective unique value proposition and as a result Apple positioning itself as benefit, value and unique brand with distinctive design, advance functions with smaller packaging. Apple engage in product placement with celebrities and in popular shows. After Tim cook became CEO, Apple change its segmentation from mono type to multi-segment positioning as the company developed brand extension with various products and services packages such as Apple Watch and Apple pay. Apple customers are not using the same products, there are high end model, consumer model, old model that the company keep and evolved year by year. Apple segmentation  Table MBA.docx
 
  




6 Apple Marketing Mix


 [image: ]
Marketing mix are factors controlled by organisation that can be used to influence consumers to buy decision. That is why Apple produced fans that ready to queue for hours just to buy the first Apple product a minute after press release or journalist sneak preview.
 
 
 







Apple Place
             [image: ]          
The Genius Bar at Apple's Regent Street store in London
 Apple adopted hybrid channel distribution strategy by using direct distribution through their own retails store and indirect distribution through selective trade partners (EE network, Vodafone,3G, etc), e-commerce, premium retailers. Apple online store known as Apple store offers effective services to B2B customers around the world (Apple, 2022a). Apple designed its retail store for test driving and B2c marketing. Every retail store wants to display Apple products in their store because they believe customers are more than happy to buy Apple products because of perceive value for money (www.google.com, 22AD). Apple Online website is https://www.apple.com/ , 
Apple’s Promotions
This Apple marketing focused on product differentiation and value proposition positioning strategy through push and pull strategy. Apple promote its products through integrated communications channels such as advertisement, public relations, personal selling. Apple advertisement including media print, online digital and on web site, social media etc. Apple adverts convey benefits of their products to the consumers rather than specification and features “The iPod isn’t just a music player and storage device-it lets you store hours of music in your pocket.” Apple also appealing to their target customers by offers little user experience in their advertisement and use of celebrities' endorsement. According to apple insider, Apple spent 64.8M on paid search ads in 2020 (Peterson, 2021).
 [image: ]
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Apple Products
 
 
Apple enjoying upward stretching and brand extension such as iPhone 4 to iPhone 14 and iPod to Apple watch, respectively. Apple company combined low supplier bargain power, favourable technology advance (PESTLE), Strength (SWOT) to produce range of unique, distinct products after extreme research and innovation. Apple products have variety of content not just single feature but focuses on entire product itself. Apple manufactured specific products for their target market and loyal customers with simple colour, superbly design, easier, cooler, more fun and better utility. Apple products range from hardware and software, cloud computing, Artificial intelligence, media, and digital distribution, etc.
 [image: ]
 
https://pakwired.com/the-top-10-expected-apple-products-in-2022/
Apple Pricing 
 
 [image: ]
Image Source: Statista
 
 
Apple engage in price skimming to gain internal investment, more profit as much as possible before rival replicate and premium for all product in undifferentiation marketing mix in different countries. Apple did not engage in price war with other Tech-companies justify its price through innovative product line and variety content marketing (Porters Generic Differentiation focus strategy).

iPhone 13 Pro Max | Deals & Contracts | Vodafone UK
https://www.vodafone.co.uk › mobile › phones › apple
Lightning-fast A15 Bionic chip. Get the iPhone 13 Pro Max at Vodafone. ... Apple iPhone 13 Pro. ... Phone Plan benefits at no extra cost: Battery Refresh.
£29.00 to £1,539.00
 
7  Conclusion 
No doubt marketing department play crucial role within Apple company success. Apple favourable external environment factors, and internal factors are helpful to the organisation because they show Apple competitive hedge. Apple uses segmentation, targeting and positioning strategies to be top player in the technology market despite its high price compared to other company. Apple proved the important of marketing 
 


 8 Recommendation
 [image: ]
https://www.conceptdraw.com/examples/ansoff-matrix
 
Because technology industry is highly competitive and challenging with innovative brand from other big players. Therefore, for Apple company to remain leader in technology industry, Apple need to explore Ansoff Metric’s strategy to keep pace with the changes in environment and consumer needs. Ansoff metric is a tool that help organisation to devise strategies for future growth. Ansoff Matrix was introduced in 1957 by Igor Ansoff, an American-Russian mathematician. It is an extremely useful tool that businesses can use to devise four alternative growth strategies i.e., market penetration, market development, product development, and diversification.
 
 I recommend market penetration and diversification strategies. Ansoff Market penetration refers to selling existing products/services into existing markets (BPP Learning Media, 2010). Application of this strategy is less risky strategy and the primary aim of pursing this is to increase the market share. Like many other organisations around the world, Apple can use sponsorship marketing promotions such as global sport events and community or social event sponsorship to penetrate further into the markets e.g., FIFA World cup, Olympic sport, Football club.
Ansoff Diversification refers to selling new products to new markets. It is one of the riskiest growth strategies as both products and markets are new and unfamiliar. Diversification has been a particularly useful strategy for Apple Inc. Apple has been brilliant in designing and developing new products. I would be great, if Apple can develop big screen smart TV with built in Apple TV that can be control with iPhone and iWatch. The smart tv should be integrated with Apple Eco-system.
 
 
 
  
 
 
 
 References:
 Hooley, G.J., Nicoulaud, B., Rudd, J.M. and Lee, N. (2020). Marketing strategy & competitive positioning. 7th ed. Harlow; New York: Pearson.
Kotler, P. (2020). Principles of Marketing. 8th ed. Harlow: England: Pearson Education.
Sheehan, B. (2011). Marketing management. Lausanne, Switzerland: Ava Pub.; La Vergne, Tn.
Kotler, P. (2009) Marketing management. 1st ed. England: Pearson/Prentice Hall.
 Doyle, P. and Stern, P. (2006). Marketing management and strategy. 4th ed. Harlow, England; New York: Financial Times Prentice Hall.
 
Ferrell, O.C. (1999) Marketing strategy. Fort Worth, Texas: Dryden Press.
Office for National Statistics (2021). UK Economy Latest - Office for National Statistics. [online] Ons. Available at: https://www.ons.gov.uk/economy/economicoutputandproductivity/output/articles/ukeconomylatest/2021-01-25.
[bookmark: _Int_dswSAhqG]Apple (2022). Apple expands the use of recycled materials across its products. [online] Apple Newsroom. Available at: https://www.apple.com/newsroom/2022/04/apple-expands-the-use-of-recycled-materials-across-its-products/.
 
Laricchia, F. (2022). Apple’s Research and Development Expenditure 2007-2018 | Statistic. [online] Statista. Available at: https://www.statista.com/statistics/273006/apple-expenses-for-research-and-development/.
Statista. (22AD). Mobile device vendors: market share 2012-2022. [online] Available at: https://www.statista.com/statistics/487780/market-share-of-mobile-device-vendors-uk/#:~:text=Apple%20lead%20the%20mobile%20device.
Apple (2022). Apple Store Online. [online] Apple. Available at: https://www.apple.com/store.
PwC (2022). UK Economic Outlook. [online] PwC. Available at: https://www.pwc.co.uk/services/economics/insights/uk-economic-outlook.html.
Maverick, J.B. (2022). Analysing Porter’s Five Forces on Apple (AAPL). [online] Investopedia. Available at: https://www.investopedia.com/articles/investing/111015/analyzing-porters-five-forces-apple.asp.
Kolakowski, M. (2021). At $1 Trillion, Apple is Bigger Than These Things. [online] Investopedia. Available at: https://www.investopedia.com/news/apple-now-bigger-these-5-things/.
 
 Edgington, T. (2019). Exchange rates: Why is the pound getting weaker? BBC News. [online] 2 Aug. Available at: https://www.bbc.co.uk/news/business-49179234.
Office for National Statistics (2021). UK Economy Latest - Office for National Statistics. [online] Ons. Available at: https://www.ons.gov.uk/economy/economicoutputandproductivity/output/articles/ukeconomylatest/2021-01-25.
Apple (2022). Environmental Progress Report. [online] Available at: https://www.apple.com/environment/pdf/Apple_Environmental_Progress_Report_2022.pdf.
Apple Legal. (2021). Legal - Apple Products and Consumer Laws in the United Kingdom - Apple. [online] Available at: https://www.apple.com/uk/legal/statutory-warranty/uk/.
Kelion, L. (2019). 5G: Finally, it is here in the UK - so what is it? BBC News. [online] 29 May. Available at: https://www.bbc.co.uk/news/technology-48426481.
Statista. (22AD). Mobile device vendors: market share 2012-2022. [online] Available at: https://www.statista.com/statistics/487780/market-share-of-mobile-device-vendors-uk/#:~:text=Apple%20lead%20the%20mobile%20device.
[bookmark: _Int_FgfmUW0X]Apple Insider. (22AD). Apple has more than 1.8B active devices, up 150M in the last year. [online] Available at: https://appleinsider.com/articles/22/01/27/apple-has-more-than-18b-active-devices-up-150m-in-the-last-year.
Apple (2022). Environmental Social Governance Report. [online] Available at: https://s2.q4cdn.com/470004039/files/doc_downloads/2022/08/2022_Apple_ESG_Report.pd
www.macrotrends.net. (22AD). Apple Research and Development Expenses 2010-2022 | AAPL. [online] Available at: https://www.macrotrends.net/stocks/charts/AAPL/apple/research-development-expenses#:~:text=Apple%20annual%20research%20and%20development.
 
support.apple.com. (22AD). Apple Service Programs - Apple Support. [online] Available at: https://support.apple.com/service-programs.
www.google.com. (22AD). apple%20retail%20store - Google Search. [online] Available at: https://www.google.com/search?q=apple%20retail%20store&bih=678&biw=1396&hl=en-US&ei=bBKnY5-nNruEhbIP89SImA8&gs_ssp=eJzj4tTP1TcwyigvylFgNGB0YPASSiwoyElVKEotSczMUSguyS9KB [Accessed 24 Dec. 2022].
Peterson, M. (2021). Apple spent $64.8 million on paid search ads in 2020, ranking 12th overall. [online] Apple Insider. Available at: https://appleinsider.com/articles/21/10/26/apple-spent-648-million-on-paid-search-ads-in-2020-ranking-12th-overall.
Appendix C: financial analysis of Apple’s and Google’s mobile ecosystems. (22AD). [online] Available at: https://assets.publishing.service.gov.uk/media/62a1e208e90e07039f799fed/Appendix_C_-_financial_analysis.pdf.
University of Birmingham. (22AD). Key economic and political trends to look out for in 2022. [online] Available at: https://www.birmingham.ac.uk/research/perspective/key-economic-and-political-trends-2022.aspx.
 
 
 
 
 
 
 
 
 
 
 




2

image3.png
‘ Porter's Five ‘

Forces Model





image4.png




image5.png
UK SMARTPHONE MARKET (Q1 2022)

NOKIA F 2107
. e

oppo ', ’205.9
Google [, 7690
OTHERS 368.2

6857

Source: IDC Woriowide Quarterty Nobile Phone Tr




image6.png
4 Ps of the Marketing Mix Defined

Promotion

4Ps of the
Marketing Mix

groyuct in(il(gdgs use,
lesign, packaging,
qualﬁy, &aturegs, golors
& size options.

Price depends on
packaging (including
sizes), discounts,
timing, location,
shipping & other offer-
related elements.

Place includes retail,
digital, phone, chat, fax
& multi-channel
options.

Promotion consists of
content,
communications &
messaging to persuade
audience to buy.

Source: https://heidicohen.com/four-ps-of-marketing-mix




image7.png




image8.png
n Alphabet -mlllllll

R $161.98 Aevenve
amazon _Illl
9528058
Charter /AT Ty / A
@$4588
B Microsort /A Y TTY I A
812588
prosrEsve A Y YT
8398
é TR e D $131:346.8607/ |
@.$181.28
78 verizon’ I/ ® $109,730,879 /]
813198
& StateFarm
2$79.48
|/
\“‘Q"\ @$110.28
Walmart> = [0 @se9nsaser.
@ 85248
V _
53918
____/  ©$64820070]
9-$260.28
- $58498600
Rs7218

I—/ 9 $51173,279

287718

ﬂ ;& [ 9 $50,324,698

R$3388




image9.png
f_/m“f

THE TOP 10 EXPECTED APPLE PRODUCTS IN 2022 [Re"8¥/at%e)





image10.png
Apple's $65 Billion Side Business

Trailing twelve months revenue for
Apple's services segment

$6
$70b

12 months ended Ju

Net sales in the
12 months ended June 2021
$60b

Products
$50b ‘ $282.5b

@ Services

$40b $64.7b

$30b
$20b
$10b

$0b

KB} 14 “15 ‘16 “17 18 g9 20 21

* incl. revenue from digital content and services (e.g. App Store, Apple Music,
iTunes Store), AppleCare, Apple Pay, licensing and other services
Source: Apple

©@®06 statista¥a




image11.png
Market Penetration

Trying to take a greater share
of an existing market with an
existing product, for example
by relaunching or increasing
awareness.

Low Risk

Market Development

Finding or creating new
markets for existing products.

Medium Risk

Product Development

Extending existing products
within existing markets.

Medium Risk

Diversification
Creating new product lines or

ranges for sale in new
markets.

High Risk





image1.png
Pritysgol Cymru
%N Y Drindod Dewi Sant

" University of Wales
Trinity Saint David




image2.png
PESTLE
ENVIROMENTAL

THE
LEGAL - ORGANIZATION - ECONOMIC

&N

TECHNOLOGICAL DEMOGRAPHIC

POLITICAL





