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Marketing means one of the great discoveries of this century, a science that has been developed and is used for the purpose of a more harmonious economic and social development of human society. Defining marketing, identifying its role in practice, is the starting point in positioning marketing within the family of economics. A first definition of marketing, to be considered, is the one made by the American Marketing Association (AMA) and first published in the American magazine "Marketing News" in March 1986: Marketing is the process of planning and executing design activities of the product pricing, promotion and distribution of ideas, goods and services, in order to achieve exchanges that meet individual and organizational objectives.
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(Marketing Mix)
Philip Kotler defined the marketing mix as "a set of tools that a company can use to achieve marketing goals among its target audience." The 4P model can be used to help you decide how to launch a new offer on the market, but also to test your current marketing strategy. But as well, companies can use the 7P model to set goals, perform SWOT analysis, and compete.
Apple Inc. is one of the world's best-selling businesses and one of the world's most visible brands. The launch by customers around the globe, and its financial success has been excellent, is generally awaited with increased anticipation. This achievement is attributable to two key factors: the innovative leadership provided by former CEO Steve Job and the competitive objective of emphasising the design and readiness to create new markets by risking new consumer products. Apple's mission is as follows: "Apple is focused on delivering its transformative hardware, software and Internet offerings to teachers, educators, creative practitioners and customers all over the world the best personal computing experience" (Apple, Inc., 2012). The mission of Apple, Inc. is: Apple is developing Macs as well as OS X, iLifestyle, iWork and technical applications for its most popular personal computers. Through iPods and iTunes, Apple leads the streaming music boom. With its ground breaking iPhone and App Store, Apple has reinvented cell phone and defines the future of mobile media and computers with iPad (Apple, Inc., 2012). 
In its last annual report, Apple, Inc. described its strategy and objectives as: The Company is dedicated with its creative hardware, applications, devices and facilities to provide its clients with the best user experience. The iBook and App Store provide a Mac or Windows device, iPhone, iPad and iPod touch that allows users to explore and update their apps and books. Apple aims to broaden its digital music discovery and distribution network via the iTunes Store. Apple Inc. has been able to produce more offerings than its rivals. By producing superior products, the firm has gained a precious business niche. Apple Inc. has developed some of the best practises in architecture in the industry, implementing best practises for continuous production. Apple's product levels are some of the highest and the company's design departments reputably poured their energies behind them.
Apple focuses mostly on middle- and high-class incomes. Apple is becoming attractive to people of all ages across a wide range of entry level gadgets and tools. Apple will also target media and branding practitioners. Although prices for Apple are usually higher, because of the reputation of amazing technical advances, Apple will draw customers of all ages and demographics.
The success of Apple Inc. lies in the willingness of businesses to tackle vulnerabilities and risks and leverage marketplace opportunities. A technology sector SWOT review provides technical guidance into optimising corporate success through its strengths and opportunities. This feature of the SWOT analysis process describes the strengths which Apple can achieve in its technological market climate to solve vulnerabilities and make good decisions and to overcome threats. These attributes are internal variables that are unique to the circumstances and technical skills of the business company. 
Strengths: Apple has become one of the world's most precious and most powerful brands. The group will introduce lucrative new goods, including new mobile equipment lines, thanks to its good market awareness, in the light of this SWOT research. Moreover, the selling combination of Apple or 4P includes an extraordinary sales policy for high profits. 
Weaknesses: As a result of its exclusivity agreement, Apple Inc. has a small distribution network. Exclusivity policy restricts retail penetration, such that consumer electronics in all markets are not readily accessible. Apart from high-end markets, Apple's premium pricing approach is weakly dependent on revenue. High rates trap intermediate and high revenue buyers and discourage them from conveniently acquiring Apple's goods from lower income levels.
Opportunities: The distributions network of Apple Inc. can be expanded. The limitation of the limited marketing of the goods of the business is the reason for this opportunity. A widened distribution network may support Apple's global business scope for more customers via aggressive promotions, the company will grow its sales value.
Threats: Hard rivalry is partially due to companies' aggressiveness in the technology sector. Apple competes with companies such as Samsung, which also take advantage of accelerated innovation. Moreover, Apple faces the danger that brands such as iPhone will be imitated. Increasing labour costs of contract producers may also damage the profit margins of Apple, or increase the prices of contract manufacturers.
In this SWOT study, internal and outside considerations show that Apple Inc. has big strengths to successfully overcome corporate vulnerabilities. The corporation is able to take advantage of these capabilities to expand its delivery system for consumer products, for example. In the global consumer electronics, computer hardware and applications, and digital entertainment delivery services, Apple faces risks of aggressive competitiveness and imitation. Apple faces challenges. Focus on the strategic problems outlined in this report, it is recommended that vigorous and accelerated development proceed in the development of products of the business.
An study of Five Forces by Apple shows what the corporation is doing for leadership in the market. The Five Forces System of Michael E. Porter is a strategic strategy method to evaluate the five market forces. Under the leadership of Steve Jobs Apple was able to become a leading player in the market. Apple has to concentrate on competition and the consumers' negotiating ability. The corporation strives to consolidate its competitive advantage. A recommendation that is appropriate is to accelerate innovation research and growth.
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[bookmark: _GoBack]1. Rivaly of Competitors (strong): Companies such as Samsung and LG deal with Apple fiercely. Aggressiveness of this kind, as can be seen in accelerated innovation, aggressive publicity and imitation, is imposing a powerful influence on the industry. In general, goods available on the market for particular applications are identical. Low cost for switching means the transition from Apple to other companies is quick for consumers.
2. Bargaining power of customers (strong): Customers can easily adjust labels to guarantee customer loyalty in challenging companies like Apple. Each transaction by consumer is small compared with the overall sales of the firm, making individual customers weaker.
3. Bargaining power of suppliers (weak): An external cause that just has a weak to mild impact against the business is a high number of vendors. Moderate to high total supplies of inputs weaken the requirements of individual vendors on firms like Apple. The emergence of a limited number of large firms including Apple and Samsung represents this external factor.
4.Threat of New Entrants (moderate): The creation of a company to compete with companies like Apple Inc. takes a lot of money. Developing a good brand to compete with big brands such as Apple is incredibly expensive. Through creativity and promotion, Apple must retain its strategic edge.
5.Threat of substitutes (weak): Any Apple replacements are available on the market. Replacements perform low because their features are minimal. Apple products are preferred by many consumers based on simplicity and advanced features. This situation makes replacement a feeble force for the enterprise.
But all these forces applied in organisation has and some advantages and disadvantages:
1.Rivaly of Competitors 
(+) High prestige of the company, continue to being the leading industry, extension to market share. (-) Potential loss and drop in sales, pressure increase.
2. Bargaining power of customers
(+) Appropriate and productive movement, create greater benefits in terms of customer loyalty.
(-) There were not a lot of revenue and profit, a big loss if the economy fails.
3.Bargaining power of suppliers
(+) Massive goods come out, reduce costs of production and boost revenue. (-) Fighting the other rivals.
4. Threat new entrants 
(+) Business demand increases, unique company and products. (-) Hard to keep viewed for the long term, many financial resources.
5. Threat of substitutes
(+) Do high output reflect, reflect competition for non-prices, intense rivals insulated. (-) Output costs increase, possible market share degradation.
In conclusion, I can relate that according to the SWOT review of Apple, Apple has a competitive edge over its risks and vulnerabilities, largely due to the credibility of the brand and the fidelity between customers. But, the organisation, through proactive strategic practises and the elimination of external risks in the future, would be helpful to overcome the vulnerabilities mentioned above. But as well, Apple strategists will gather a comprehensive overview of the influence of the company's profitability in the Electronic Equipment market by analysis of all five strategic strengths.
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