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Introduction
Marketing is the process of planning and distribution and executive the conception, pricing, promotion and distribution of idea, goods and services to create an exchange that satisfies individual and organizational objectives (Uktamov, 2020). Stakeholder’s term can be defined as the party that has interested in an organization and can either affect or be affected by the company (Tyson, 2019).
Aim of this essay is to illustrate about the marketing and their different concepts like impacts, process, strategy, marketing mix and their importance, all these concepts described in the context of Apple Inc. it also discusses the stakeholders, classification of stakeholder, the theory of stakeholder and their impact on marketing in the context of Apple Inc.    
Marketing
In simple word, marketing defines as the selling and buying of goods and services. Process of marking is socio-economic, and organisation correlates the process of buying and selling of the goods and services (Tyson, 2019). Marketing process contains selling, distribution and advertisement of the products to the customers. The main purpose of marketing is to complete the needs and wants of society. Marketing is vital for the company as it gives a platform to a company to acquire a customer and maintain a relationship with customers. Marketing also defines as recognizing, predicting and satisfying customer’s need and wants. It categorized into two concepts, first as narrow and second as board concept. In the narrow concept, marketing defined as the transfer of the ownership of the goods and services to the customers. In the broad concept, it refers to the functions of marketing before its production after its sales service is something that makes it easy transfer of ownership (Rahul and Rauhut, 2020).
Concept of marketing is based on two notions, tradition concept and modern concept. 
Trading concept of marketing is defined as the physical distribution of goods and services by giving ownership of the products (Pavlova, 2020). According to the American Marketing Association, traditional approach defined as the “Marketing is the performance of those activities that direct the flow of goods and services that direct flow of goods and services from producer to consumers or user.” 
The modern concept of marketing is defined as provides customers satisfaction through satisfying their needs and desires (Rauhut and Rauhut, 2020). The modern concept is a customer’s-oriented marketing, in this accentuate the analysis needs and wants of potential customers and provide products to fulfilling their requirements. An organisation manufactures products and services according to the needs of the customers and selling customized product in an organization. According to the American Marketing Association, modern approach defined as “Marketing is the process of planning and distribution and executive the conception, pricing, promotion and distribution of idea, goods and services to create an exchange that satisfies individual and organizational objectives.”
Process and stages of the marketing are classified as first situation analysis, second design marketing strategy, third construct marketing strategy, fourth build profitable relationships and last capturing value from customers. The first process of marketing is the mission and situation analysis of the company. Mission in this process company identifies their agenda and how company provide benefits and facilities to their customers and company identifying and understand the customer’s needs, wants, desires and demands to create satisfying market and build good customers relationships (Levytskyi, 2019). It also, in this process, company was identifying the factors which affect the business such as internal and external factors (Pavlova, 2020). It is beneficial for the company and gives long term customers equity to the company. Through the situation analysis company get a clear vision of company resources, current and prospective customers, and the company’s position in the marketplace and market and industry trends. The second process of marketing is the design marketing strategy, after the analysis of unfulfilled demands of the customer's company design strategy plan for fulfilling opportunity can be developed (Kumar, 2020). The company gets specified market information by identifying market research. In the third process, company construct marketing strategy, which is based on the market research and company decided to divide the market and who it will serve and object of the company to cover a specific part of the market and its target market. In the fourth process of marketing is build profitable relationships and strategy. In this process, company make customer’s relationship management a process of making profitable customer relationships by giving them good product and services as well as customers satisfaction (Ndzoyiya, 2019). The last process of marketing is capturing value from customers, and in this process, aim of the customer relationship management is to produce high loyal customer base. Higher loyal customer base increase profits of the company create customer value and build good customer relationship between company and customer (Natorina, 2019). Good relationships enhance the customer’s services and sale of the product. It helps to company to boost their images in the market. According to Philip Kotler, “Marketing is managing a profitable customer relationship”.
Marketing process of Apple Inc’s mission of Apple Inc is giving to making innovative and high quality of products. Apple releases an innovative and new product in the market and use new technology and provide high-quality products. Apple Inc’s mission is to give a better experience to their customers by using innovative hardware, software and services (Natorina, 2019).
The mission statement of Apple Inc is the aspiration, motivating staff and inspires the customers. Situation analysis advantage of Apple’s Inc company is motivated by its dedication to focus and understand the customers’ needs on the product that are the main objectives of its mission and encouragement a mutual work culture. In this, Apple Inc evaluate the internal and external factors which affect the business and market. Internal and external factors are analyzed through the SWOT analysis, strengths, weakness, opportunities and threats.
Marketing strategy 
Apple Inc is the first company who launch a new product in the market. Apple Inc uses the strategy of its brand loyalty from existing customers when realizing a new product and services (Münderlein et al., 2019). 
Marketing mix 
Apple Inc launches a different range of products on its premium pricing with strict guidelines followed by the distribution. Apple Inc advertises its products through giving ads; differentiate their product from different competitors. Furthermore, the implementation and the control are defined by the fact that all Apple products are produced by the Apple Inc. and all the products use the same operating systems and ecosystem. This is the reason customers stay with this brand and creating branding loyalty. Apple Inc is using new technology which emphasizes the efficiency of products (Münderlein et al., 2019.  
Marketing mix defined as the company uses some tactics and actions to promote their product and brand in the market (Mishyna et al., 2019). Marketing mix involves the four P elements such as price, product, place, promote. All the element of marketing mix depends and manipulates each other. Marketing mix required lots of market research, understanding and conference with different people.
Price refers to the value of the product. Price of the product is based on segment targeted, the ability of the customer to pay, costs of production and demand and supply of the product (Levytskyi, 2019). The company uses a different type of pricing strategy for enhancing its sales in the market. Price of the product reflects the character of the target market as the best way possible, turning of profits and pitched at the right level. 
Product in the marketing mix plays a vital role. The product satisfies needs and wants of the customers. Company use product as a strategy and can develop its product through innovation. The company promotes its product in marketing by differentiating their product with other product. 
Place in the marketing mix is defined as the point of sales (Leung et al., 2019). Aim of every company distributes or sale more products in the market and catching eyes of the customers and make it easy to sale their products easily in the market. 
Promote in the marketing mix is a type of strategy which is used by the company to promote their product in the market (Kumar, 2020). The company promotes its products through advertising, word of mouth, press report, commission, awards and social media.  
Marketing environment defined in the context of micro and macro environment. Marketing environment includes the internal and external factor of the business and influences its marketing operations. Internal factors are related to employee’s customers, shareholders retailers and external factors are related to political, legal, social, technological and economic factors (Leung et al., 2019). All the factors control and affect business operations and a company must be aware of all those factors. 
Internal marketing environment factors affect a relationship with customers and marketing decision. It includes all the internal factors of the company which affect the business operations. Internal factors such as labor, inventory, company policy, logistic, budget etc. internal factors are control and manage by the organisation (Mishyna et al., 2019). 
Microenvironment contains all those factors that narrowly related to the business operations and influence its functioning. It comprises customers, employees, shareholders, suppliers, retailers and distributions, competitors and governments and so on. 
Macro environment includes all external factors which affect the business and its operations. It is not controlled by the business and affects operations in a long time. It includes some factors such as political and legal factors, economical factors, social factors, and technology factors etc. marketing environment play important role in the business and its operations (Kimball, 2019).     
Marketing research can be defined as data which is used by the company to assemble information and help in the understanding of the company’s focused market (Kimball, 2019). The company utilizes this information in different sectors such as design better product, improve users experience and craft marketing message. In simple word, it can be defined as the arranging and analysis of the data which summarized, recording and recognized data based on an issue related to product and services. It is closely related to market processes like sales force and advertising effectiveness (Basil et al., 2019). Market research includes two reasons, first is identifying marketing problems and secondly is solve marketing problems. Identifying marketing problems is the research which helps to understand and identify the problem. Second, solve marketing problems refers to the problem which identifies in the company are explain and solve them to get a better result in the company such as sales analysis, improve company image, short and long term forecasting and business trends research (Basil et al., 2019). It also helps in identifying the goal and achieves the target of the company. Marketing research is a broader concept which helps to business to analysis company’s performance improve or not, and also it is examining aspects of business environments. Its analysis and examine the competitors, market structure, government regulations, economics trends advance technology and so on. Marketing research is important for the business prospects as it help to company to improve their products, services, strategies and process etc. (Kimball, 2019).     
Apple Inc uses marketing mix for enhancing their brand image and improves its products and services. Apple uses different marketing strategy such as marketing investment, product and services innovation, customer experience etc to Increase product and brand value (CHAILAN, 2019). With the help of the entire strategy, Apple Inc may achieve their targets and goal of the company. 
Apple Inc product strategy
 Apple Inc use product strategy in the sense of product innovation. Apple uses this strategy in some products such as Mac, I phone, iPod, Apple Watch, Apple TV, Software and services. 
Apple pricing strategy: Apple Inc is manufacturing the premium products and only targets the high and high-medium type society, and this company is a leader in its division. High competition exists in this division to reduce the Apple’s competition (CHAILAN, 2019). 
Apple is famous for its innovative products and new features in its products and provides its product at a premium price. The company follows the pricing policy strategy, and their products are costly, but it considered as a status symbol. Most of the Apple products come in a list of a premium product category like Mac book, I phone, iPad etc. 
Apple place and distribution strategy: Apple Inc considered some insistent strategy to get premium customers. The various methods used by Apple Inc to target their customers like they use the idea of opening its outlets “Apple store”. Apple Inc works together with some trading partner to maintain the distribution channel. The entire Apple-authorized retailers are sale only Apple products. Some e-commerce channels also sale the Apple product, it is the biggest sale points. 
Apple promotion and advertising strategy: At the time of promotion activity, it is concentrated on its products and differentiates the product which makes unique from competitors (de Vries and Moscato, 2019). Apple use promotion strategy to concentrate on aggressive advertising channels such as TV, print media, online ads etc. Apple Inc supposed their ads must be simple and sober and direct catch the heart of people and in their ads has no irrelevant point. Apple releases its ads at the time of new product launching.   
Marketing research Apple Inc improves their product and services through marketing research. Apple Inc is getting customer’s feedback and try to connect good relationship with their customer by fetching and keeping them aware by their product and informing the customer if any new update available (de Vries and Moscato, 2019). Apple Inc includes some fact at the time market research. The first fact is marketing planning, used by Apple Inc when launching a new product for the target current market. Apple Inc uses marketing planning for quick decision to stay in the market in long term perspective. The company understands its customer through getting customer feedback and get the chance to improve their product and new product and update product with updated IOS operating system. Also, it changes its product or adding new features in their product to meet customers need and want and also helps to attract new customers into their store. Apple Inc understands its competitors, now a day’s Apple competes with new brands such as Samsung, one plus etc. Samsung and Apple are both competing, and they notice each other sales and a new product they release (Deepak et al., 2019). Both companies release smart products with a similar price range. For example, smart watch of Apple and Samsung Company. Feature and price of both watches are nearly the same.
Apple Inc market environment is examined through the SWOT analysis of the company. Apple Inc strength is its product. Apple Inc realizes many products like I phone, Mac, iPod, IPad, Apple watch etc. Moreover, it provides a variety of different product to their customers. Apple Inc builds its image in the market like every person may want and desire Apple product (de Vries and Moscato, 2019). The company designs its product like their product is to focus on its customers need and wants. Apple Inc makes customized product based on customer feedback and their mission is giving the best experience to their customers. Apple weakness is their pricing policy. Apple products are much more expensive in comparison to their competition like Samsung (Deepak et al., 2019).

Stakeholders 
Stakeholder’s term can be defined as the party that has interested in an organisation and can either affect or be affected by the company (Dzwigol, 2020). Stakeholders are classified into two part as primarily stakeholder and secondary stakeholders. Business operations and performance can be affected by the stakeholders. Stakeholders mainly are the invested customer suppliers’ employees’ communities trade association and government. Stakeholders can participate or get entry from internal and external to the organisation. Stakeholder of a company is involved from internal and external from the company (EVTEEVA et al., 2019). The corporation can be defined as the legal entity which is created or start by the shareholders, individuals and stakeholders, motive of the start corporate is earn operating profits.
Internal Stakeholders or primary stakeholders refers to who is direct engage with a company and interested in a company like employment, ownership, or investment etc. (Dzwigol, 2020). Secondary stakeholders mean external stakeholders can be defined as those who do not directly work or engage with the company. For example, the general public, communities, activities groups, business media etc.
Stakeholder theory depends on the view of capitalism that is stress interconnect relationship between the company and its suppliers, employee, customers, communities’ investors, other stakeholders of an organisation. This theory talked about the fact that the company should increase the value of stakeholders and giving importance to them not just only shareholders (EVTEEVA et al., 2019). 
Stakeholder’s theory was given by Edward Freeman in 1984. This theory describes the organisational management and business ethics that assist the moral and value in managing an organisation. In the context of business ethics, stakeholders include as a key consideration. The main object of this theory is to protect the wealth of stakeholders as well as their fundamental rights in the business and also talked about the importance of stakeholders in an organisation.
Stakeholders engagement is the process used by the company to communicate engage and get to know their stakeholders. Stakeholder engagement is known as the process that is used by the companies to engage relevant stakeholders. Companies used stakeholder engagement to gain agreed results of a particular purpose. It is also considered as the basic accountability mechanism since it constrains a company to converge stakeholder in responding, identifying and understanding to handle issues and concerns, and also to answer the stakeholders for actions and performances. Stakeholder’s engagement provides a social license to operate to expand and update product of the company. This process helps to improve relationships within companies and their stakeholders. It helps to build a positive image of the company and improve the reputation of the organisation through stakeholder’s engagements. Stakeholder’s engagement neglects the cost with a boycott. The company can identify analyzing the marketing trends through stakeholder’s engagements (EVTEEVA et al., 2019).
Behind the success of Apple Inc is their satisfy stakeholders and corporate social responsibilities (CSR). In Apple Inc, stakeholders greatly affect the business in different ways like customer’s perception and sales revenues. Apple Inc considering the high value of its brand because of effectively account’s their stakeholder's strategies and polices. Stakeholders of Apple Inc are concern about the product quality and function, employment practices, financial performance and business sustainability (Hill et al., 2020). Apple stakeholders group includes customers, Apple’s employees, investors and employee of suppliers and distributions. 
Apple Inc gives priority to its customers and considered as the top stakeholders. Customers impact Apple Inc in different ways because it is most important for the company. Customer’s stakeholder's group includes the individual and organisational buyers of its products. Apple charges a high price of its product but gives the best quality of product and aesthetic product (Hill et al., 2020). The company also involved in the environmental programs for responsible sourcing and recycling of product for a sustainable environment. Apple’s employees come on the second priority list of Apple Inc, the main interest of employee’s stakeholder to enhance their compensation and career development. Employee’s stakeholder’s art vital for the company’s perspective because they direct conclude human resource capability to develop and update profitable product of Apple Inc. 
Investors of Apple Inc are a classical stakeholder and verify the corporate social responsibility plan of a company. Apple Inc always gives maximum returns to their investors and addresses them through good financial performance. Apple’s suppliers and distribution are the indirect stakeholders of the company and also the ones which finds out the company’s corporate social responsibility. Apple’s suppliers have a code of conduct and company mainly depends on their suppliers and supplier chain. Apple satisfies its suppliers through corporate social responsibility efforts (Uktamov, 2020).                    



















Conclusion
The essay developed the meaning of marketing and marketing mix of Apple Inc. It gave the full meaning of a broad concept in the business. Moreover, it defined the marketing process, marketing environment and research of marketing. Another important point developed how Apple company used all these marketing components and made a strategy to provide the best product to their customers and helped to enhance their brand image in the market. Furthermore, the essay described the stakeholders, stakeholder’s theory and impact of stakeholders in the market. Also, it illustrated Apple Inc’s stakeholders and their impact on the marketing and how it affected the sale of the Apple products.       
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