Marketing Fundamentals

Assessment 2
Marketing Fundamentals Analysis and Evaluation

Student Name: Georgiana Ilie
Student Code:2024158
                                 Module code: LCBB4004

Module Lecturer: Sadeque Shaikh












Table of Contents
Introduction	3
Definition of Marketing	4
Marketing Process	4
Macro and Microenvironment	5
PESTLE Analysis	5
Porter’s Five Forces	8
STP analysis	10
Marketing Mix	11
Recommendation and conclusion	12
Reference	13












[bookmark: _Toc89379972]Introduction
The basic aim of this paper is to properly examine the impact on the business of Covid-19 from various aspects. For Apple, an info-tech manufacturer, the firm's internal and external environments have been explored in the report. The Pestle model has been used to identify the effect of exogenous factors. This will give decision-makers a better understanding of how the breakout of Covid-19 had altered things and what it had meant for the company. Five forces of the Porter model have been used to study Apple's competitiveness, the sector's market condition, and the relative performance of consumers and partners in the market. The firm's reaction to Covid-19 has been examined in the STP analysis and marketing mix developed by Apple. Finally, the findings and conclusions have been summarized, and some proposals have been made in light of them.
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According to the Chartered Institute of Marketing (CIM), "marketing is the management process accountable for discovering, forecasting, and successfully addressing customer expectations profitably." Users' attention is drawn to enticing and creative promotional methods.  Market analysis, assessment, and a thorough understanding of their audience's preferences lead to meeting the marketing goals. As per Kotler and Armstrong (2013), marketing aims to provide outstanding quality to prospects and users along with using efficient marketing strategies to reinforce the content and establish strong connections with consumers. Efficient marketing activities increase brand commitment, market presence leading to enhancement of revenue.
[bookmark: _Toc89379974]Marketing Process
As stated by Chaffey and Ellis- Chadwick (2019), the viewpoint of the marketing process is a combination of phases that enable firms to ascertain their users' requirements and expectations, explore new markets, and create effective ways for reaching their target group. The marketing process is classified into four categories: environmental analysis, aims, strategic planning, and marketing coordination and control. An environmental analysis is a series of methods that a firm uses to estimate its competencies, prospective buyers, and corporate environment. Following this process, a firm defines strategic objectives and establishes the boundaries within which the business's operations should be conducted. The firm develops the upper surface of the comprehensive business plan's framework, detailing the sections in which they may focus their activities to obtain the ultimate objective. The managerial authority of the firm then designs a marketing plan to reach the objectives. They examine numerous customer segments, evaluating their benefits and drawbacks, concentrating on the most plausible sector, and placing the brand inside the key demographic. The final step requires putting the plan into practice and reviewing its effectiveness.
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According to Kotler et al. (2019), a corporation's initiatives are often positively or negatively influenced by external factors which collectively form the macro environment. The pestle framework is an effective means for gathering insight into the external environment. Besides, detailed organisational knowledge can be attained by using this framework which encourages a company to take a strategic approach.   Pestle analysis, on the contrary, is prone to uncertainty due to the excessive reliance on assumptions.
A company's microenvironment is comprised of all of the elements that possess a direct effect on efficiency. According to Wang et al, (2017), the "Porter Five Forces" model is a renowned way of identifying the aspects that affect a corporation. By utilising this model, one may analyse the dominance of market competition in the settings of standard business orientations. But it misses the mark of resolving growing business challenges in a global, multi-channel economy with a broad array of product categories.
[bookmark: _Toc89379976]PESTLE Analysis
The PESTLE framework is the most renowned analysis for businesses to keep records of the exogenous variables that influence them. Strategic managerial approaches can be developed by utilising this model to evaluate the firm's growth.  According to Thabit and Raewf (2018), the PESTLE analysis is the combination of six elements including political, economic, legal, environmental social, and technological factors.
Political: As a firm must adhere to all relevant rules, the government has an influence on how the organisation operates and the number of costs in the production.  Britain and foreign politics have a massive impact on Apple's business policies. Apple's corporate policy is quite a flexible simple for the company to follow legislative regulations in the regional territories, and the statutes have had a minor influence on Apple's UK business. Political uncertainty has been portrayed in recent years owing to the emergence of Covid-19. However, according to Zarkov (2020), purchase cost, SCM, and manufacturing costs are adversely affected by the covid situation. Besides, as there is a surge in tariffs, prices will skyrocket but sales will drop. As a consequence of sudden change, significant safety regulations have also been modified. Environmental legislation is becoming stiffer. So, the firm's chances are still good to survive in this political condition.
Economic: According to Bhattacharya et al. (2020), production and distribution expenditures rise by the increase in the interest percentage and inflation.   A successful corporate model may be established if the company's overall growth volume surges. Besides, companies like Apple may estimate a spike in business and income as a response. However, the surge in inflation decreases users buying power which will negatively impact Apple's operation. A top-notch gadget manufacturer like Apple’s consumer bargaining power may increase or decrease in a certain region. As an outcome of Covid-19, the financial standing of Great Britain has been radically altered. As a consequence, many individuals have been laid off from their workplaces. For this reason, many potential users may shift to the budget segment from the high-end segment. This might be a difficult period for the firm since it will require time to readjust to the new normal (Meyer et al., 2021).
Social: Due to the obvious epidemic, people's buying patterns and lifestyles have been altered. In 2020, Apple planned to cut off its operation in greater China until March 27. However, the operation has not been reinitiated even in 2021. However, recently the company has planned to cut off its physical outlet employees as they are being paid even the stores are closed (BBC News, 2021). Apple's entertainment businesses have worked as the driving force behind the firm's current success even in the pandemic. The company has seen a drastic surge in “Service" revenue in 2020 (Apple Newsroom, 2021). The consumer base knows exactly what they want in terms of product quality and customer service from the company they work with. As a consequence, Apple has to be exceedingly careful and smart in delivering value for consumers. Since its inception, Besides, the tech giant has shown its value via first-rate expertise and invention. Furthermore, UK customers are well-versed and connect with Apple's goods since their lives are compatible. As consequence, the company’s revenue and earnings may grow.
Technological: Apple is recognised for its first-grade innovative solutions. Companies are constantly informed on the current technological disruptions and make the perfect utilisation of them. It empowers businesses to broaden and deepen the company. According to Krishnamurthy (2020) On the contrary, the outbreak has intensified the switch to a far more digital environment and led to longer alterations in virtual shopping preferences. Consumers frequently purchase online and also get media, health records, and entertainment content over the web. Traditional brick-and-mortar businesses may become irrelevant as users typically purchase online. Additionally, AI can disrupt the sector. Apple launches new flagship lines like the iPhone series from time to bolster its brand presence in both physical and virtual markets. Besides, long-term alternatives are also launched by the tech giant to remain competitive. It will allow them in creating favourable brand recognition and a committed consumer base.
Environmental: According to Barwitz and Maas (2018), Apple's CSR will be driven by evolving global ideas on eco-friendliness and sustainability. High-tech products like iPhone and Mac are getting rapid popularity. As users are becoming more sustainability-focused, they like items that are produced or outsourced in an environmentally friendly manner, utilise less packaging and are disposable. They anticipate companies playing a substantial role in environmental preservation. Apple forecasts that transitioning to sustainable power alone would reduce 14.3 million metric tons of co2 from the environment each year (Speakman, 2021). Furthermore, the tech giant can retrain its workforce on a way to minimize the adverse effects of "high-carbon" products by focusing on low-carbon materials which are also recyclable. The firm should emphasise more providing basic healthcare facilities to maintain workplace ethics in community groups.
Legal: According to Zarkov (2020), wage rates and the costs of Apple products are regulated by state regulations and rules, including labour standards and safe work norms. To sell Apple gadgets legally, the business must abide by the UK market's guidelines and principles. The legislation is required for a registered trademark, employee rights, regulatory standards, and other intellectual requirements. A license should be acquired for each innovative Apple creation and innovation. Additionally, the firms should consider ethical procurement regulations to guarantee distribution network integrity.
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According to Kotler et al. (2019), the porter five-factor analysis is a powerful instrument for evaluating the competitive strength of a corporation's supply chain. Michel Porter established the model in 1979 to properly appreciate the way five key rival factors impact a market and how they intersect with each other. to maintain dominance in a competitive market.
Rivalry power of competitors: Although there is intense competition in the smartphone industry, the tech giant, Apple, always grabs the leading position in the UK in that competitive industry. Many multinational companies like Google, Samsung, LG, and Motorola, etc. are becoming market followers and giving intense competition to Apple. For instance, according to the report of Barwitz and Maas (2018), the tech giant has captured around 67.1% share in Great Britain. However, the info-tech giant is falling in the world competition where Apple got the second position with 26.91% share. Samsung got the first position with a 29.14% share. So, the company is getting into direct competition with the semiconductor giant, Samsung. For this reason, the rivalry power is quite fierce for this organisation. However, the company is still performing with flying colours due to the market audience that helps them to retain constant profit follow leading to higher growth.
The purchasing power of users: As per Bhattacharya et al. (2021), due to a large number of viable alternatives to the user base and the likelihood of switching brands being less expensive, consumers have fierce negotiation leverage. Moreover, since individuals have gotten more conscientious in their purchasing decision-making, the outbreak may potentially influence the extent of customers buying power in the marketplace. Businesses, on the contrary, can modify the price of innovation. To offer its goods with a competitive edge, Apple always plans on innovating and inventing emerging innovations. Only a limited number of corporations like Samsung and Google can cope up with the quality and reliability of their goods. However, customers are more inclined to compare the prices of Apple items with other products leading to buyer bargaining power towards fiercely high.
Bargaining power of distributor: Throughout the outbreak, Apple is focusing on innovations to pacify the covid-19 stricken lifestyle. For instance, the company has innovated the "Pro-hygiene Smartwatch" that initiates a 20-sec timer with sensing the motion of water (Speakman, 2021). With these timely innovations, Apple is capturing the investor bases along with the renowned distributors.  Consequently, the distributors come to negotiation when it comes to choosing the value of the material Furthermore, according to Thabit and Raewf (2018), suppliers value companies in this industry since they have access to international markets and are thus enormously helpful to them. The distributors of Apple try to ensure that value-added materials are delivered which helps them to be a prominent member of the value chain of Apple. So, as the tech giant establishes a balance between the purchasing power of distributors and the negotiation power of strategic alliances, the corporate relationship forms a decent working environment.
The threat of new entrants: new entrants to the domestic smartphone sector create only a minimal threat to the existing giants. Being a capital-based sector, and it is almost unattainable to get established without a considerable quantity of money to contribute. Also required is a strong degree of creativity as well as technical proficiency. According to Statista (2021), emerging challengers will have a challenging time adjusting with and delivering the same level of creativity along with seamless service as Apple items. To thrive in this industry, newcomers must first form world-class R & D personnel. Moreover, the pandemic has escalated the degree of competition in this marketplace to practically unheard-of extremes. It has also introduced new problems for both current players and those pondering becoming market players.
The threat of alternatives: As sophisticated systems are rapidly improving; the risk of substitutes creates a large concern for every organisation in the tech sector. Over the last several decades, info-tech has evolved, and technological innovations are progressively replacing older technologies. This directly contradicts the long-term viability of technological things. Moreover, as explained by Zarkov (2020), the fiscal climate has been very unstable as a result of the outbreak. With increasing technological improvement comes the possibility of new participants entering the market at a lower cost. As a consequence, the danger of replacements becomes more prevalent.
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Segmentation: The method of partitioning the overall consumer base into smaller segments based on mutual qualities and preferences is known as segmentation. It helps a company to know the thoughts and preferences of its targeted audience. According to Chaffey and Ellis- Chadwick (2019), segmentation also aids in the development of an acceptable communications plan for engaging key clients. Apple is capable of targeting the relevant demographics and utilising the optimal tactics for delighting them as it has a clear and strong comprehension of market segmentation. The tech giant mainly differentiates markets geographically, demographically, behaviorally, and psychographic manner.
The info-tech manufacturer uses geographic segmentation to detect market dynamics in certain locations. As per Meyer et al. (2021), the company works to improve digitally vulnerable areas throughout the planet while also offering new solutions to those individuals, companies, and governments. While separating demographics, Apple emphasizes mainly age, gender, economic status, and social preference. The firm deploys a mixture of geographical and demographic stratification to identify the prevalent preference of people with similar demographic features to live nearby. Due to the obvious covid-19, Apple has focused on behavioural and psychographic classification. As a reaction to the epidemic, individuals' behaviour patterns have evolved drastically. To mention a few are the preferred mindset, brand recognition, and utilization.
Targeting: According to (2020), Apple mainly targets tech-savvy consumers. They appreciate innovative and technically advanced items that meet their high standards of quality. As a consequence, the consumers prefer to pay a premium rate for the exchange of the degree of performance and facility they are provided. Before the outbreak, Apple's primary customer base was males whose age range was between 24 to 44 covering around 64% of the overall target audience. However, the women's target audience was only 36%. the outbreaks have increased the sales volume of Apple products like iPhone and Mac as there has been a drastic increase in the female segment. Moreover, people’s lives and hygienic routines have radically changed. As a consequence, Apple is concentrating on innovation related to hygiene to appeal to the psychographic segments.

Positioning: Apple aspires to be the top market player in the smartphone and info-tech industry. The company plans that the brand will be known as the market leader in the semiconductor industry. Its purpose is to create creative and attractive goods that serve consumer demands while also permitting the key product portfolio to grow (Apple Newsroom, 2021). Ever since the pandemic, the firm has been more concerned with environmental sustainability and its community groups. They are doing more with quality resources by adding superior work personnel, energy-efficient gear, and methods. Their new products like "pro-hygiene smartwatch" illustrate their commitment to providing the finest solution possible via innovative solutions.
[bookmark: _Toc89379979]Marketing Mix
Product: Apple is a company of American origin that is renowned for its flagship brands like iPhone, Mac, and Airbus. Tim Cook mainly concentrates on two features including innovation and excellence.  According to Bhattacharya et al. (2019), the complete integration of the two features has led the company to become a standout in the infotech market. The COVID-19 epidemic has shifted global attention to artificial inhalation.  The outcome is a "ventilator" sponsored by Apple from that are to the NHS to help battle the covid virus (BBC News, 2021).
Price: Apple follows a premium pricing strategy to offer every flagship brand of the company. For instance, the most premium series iPhone's price starts from $399 to $1,599 (Apple's Newsroom, 2021). As apple promises to provide excellence and innovation, target groups prefer Apple products as the first choice.  
Promotion: Tim Cook is a marketing genius. In the TV ad, he showcases the most crucial design characteristics of the newly launched brands. This method creates a greater impression as the audience sees the brand as top-notch.  In the advertising, he stresses the device's features above its aesthetics (Zarkov, 2020). The integrates its marketing campaigns in TVC, Live to open, and social media presence.  Moreover, Apple is leveraging celebrity endorsement to raise awareness about covid-19. 
Place: Apple offers its product lines like iPhone and smartwatches through several channels. The firm's items are currently available online or through authorized locations worldwide (Speakman, 2021). Their offerings are sold at Target, Amazon, Walmart, and other retailers. They utilise selective distribution because not all of the company's items are offered in regular stores.
[bookmark: _Toc89379980]Recommendation and conclusion
As per the findings of the PESTLE framework, the organisation’s extrinsic environment is favourable. Besides, the pandemic has caused a spike in the need for high-end models like iPhone 13. Regardless of how terrible the economy turns; Apple's top-notch devices will always be on-demand. Invention and intelligence have assisted them to distinguish their product line. A growing upper stratum, free-market capitalism, and cheap foreign labour are just a couple of minor elements that lead Apple to innovate and offer novel technological appliances. The organisation will gain profit from increased environmental and social consciousness throughout this epidemic era, and they've shown to be ecofriendly and top in standards.
Apple's customers value nothing other than the greatest, thus the company should adopt the far most efficient approaches possible. Moreover, the tach-giant has the potentiality of improving the quality of the latest iPhone product lines like iPhone 12 and 13.  Consumers should give access to use Apple items at their fullest potentiality. The firm’s unique layout and top-notch quality should be reflected in its customer service as well as in its extended products.  For the long-term customer-brand bonding the tech firm should focus on both interactive and creative communication. However, there is a range of issues that tend to influence the firm’s profitability. These include increasing competition of market followers, evolving customer preferences, and technological innovations. For Apple to dominate the info-tech market as a sole market leader, the firm needs to address these shortcomings.
Whenever the pandemic situation will be over, a new generation will commence. Businesses' competitive landscape will be influenced by the Covid 19 trends that evolved during this timeframe. Firms must begin thinking about the future immediately to take full advantage of this new normal. For the expansion of technological brands into unexploited areas, companies need to emphasise effectiveness, outstanding performance, cutting-edge creation, and creativity.
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