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[bookmark: _Toc38675754]TASK 1A
[bookmark: _Toc38675755]An essay on marketing process, creating values for customer and stakeholder analysis in respective to Apple Inc.
Every organisations has different functional units which specialises in specific operational aspect. Marketing is also vital organ of any organisation that deals with product design and developing necessary strategies to sell those products to the customers. According to Gibbs et al. (2008), it’s a well-known fact that of an organisation cannot make any sales, then its performance means nothing despite the effort made on design, research and development. And marketers are expert to make effective strategies that helps them to produce the highest profit for the company. So, this essay will explore the marketing activities regarding Apple Inc. In doing so, this essay will analyse the marketing process and various stages of marketing. This will also include role of marketing environment, marketing research and marketing mix of the organisation. Also, different aspects creating values and the roles of marketing in this regard are also discussed. The organisation also have various stakeholders who influence the marketing activities of the organisations. Using Mendelow’s matrix, these stakeholders are identified, and their influence are also discussed. 

[bookmark: _Toc38675756]Marketing process of Apple and the role of marketing mix
Basically, the marketing is very static for any organisations. According to Javalgi et al. (2006) the marketers conduct marketing situation analysis and marketing research to assess the current business environment. Based on that marketers determine their current objectives. These objectives work as the guideline to develop the next stage of marketing process. After determining the objectives, marketers develop marketing strategies and tactics. For strategies purpose, the marketers develop market segments and for tactics purpose marketers develop marketing mix. However, Munoz and Huser (2008) pointed out that marketers actually implement their marketing strategies through the marketing mix. Finally, marketers imply various marketing evaluation and control techniques to maintain the integrity of the marketing plan. In this section the roles of marketing and various aspects of marketing will be discussed regarding Apple’s marketing activities.  
The role of marketing environment
 In order to analyse the business environment, marketing consider the macro and microenvironment factors that directly and indirectly impact the environment. According to Sujansky and Ferri (2009), considering the situation of Apple they constantly check their surrounding business environment here, the macro factors are basically the political, economic and social issue of the market. As USA is a very large market of the company, the government’s decision in that country affect the company too. As a result, any political decision that can directly affect apple eventually also affect the global market. However, Dawson (2014) mentioned that the country-wise social issue is also necessary to mention because they can impact the customer’s perception. However, Apple actually accept their customer as a global customer. Throughout the world they basically target high earning people and those who values the high-quality life and social values. So, it can be said that the best impressions of how Apple will look like in future massively comes from analysis the current market situation.

Market research 
Conducting market research is major issue for markets to develop future strategies. According to Kotler et al. (2017), marketers consider that the best solution to a new problem or best solution to future opportunity. In this way, marketers bringing new technologies. Apple is very big organisation and they conduct some state-of-the-art research programs that help them to develop the best technologies for their products. The company also spends billions on research and development. These are actually the values they deliver throughout their final opinions. But McDaniel and Gates (2013) found that it is important to note that Apple actually conduct some of their situation analysis with their research and development programs. Especially the technological development in the industry, current market trends, customer preferences and next level of social life are majorly covered through their market research activities. So, it can be said that the marketing research is major part of the marketing role that improves organisational performance. 


Role of marketing mix
Marketing mix the tactics that are implied by marketing managers to complete an essential task. Marketing mix is combination of product price place and promotion where different tactics are developed based on the objectives. According to Leleux and Kaaij (20190 as a part of marketing process, marketers develop various objectives that determined the path the management want to take. As a result, the marketing mix elements get a priority in marketing activities. Apples research team and its marketing teams actually develop the product mix together. Marketers provide design of the next product they want to satisfy the customer needs and the research department actually assess that idea with feasibility analysis. According to Gibbs et al. (2008), developing the price strategy is one of the core tactics of marketing activities. Apple follows a premium pricing strategy that is matched with their promotional strategies. The effort they make through the promotional activities are actually paid by the sales of their smartphones. As a result, the price should at an acceptable level which can create a higher sales rate.  

[bookmark: _Toc38675757]The role of marketing in creating value for customers
Many people often argue that marketing is not necessary because it incurs money and doesn’t really add any values to organisational performance (Aaker, 2008). From their argument it is often pointed out that marketing doesn’t need to done and only performing sales activities should be considered as marketing activities. This is a very radical argument against marketing because it does create values in business and for the customers. Considering the examples of Apple, this section will explore the values created for customers though marketing activities.
Marketing inform and educate customer about new products and service. This creates value in two ways. Firstly, through being informed it help customer to find their necessary products and service that may help them with certain aspect of their lives. According to Möller (2006) some people describe marketing as means of gaining attention only. But marketers do provide the message so that a customer can get a product or service that they even don’t realise may help them. Another area is that marketing creates a competition of social life among customers that increase consumption (Ballantyne and Varey, 2006). This ultimately upgrade the lifestyle of customer and
increase their social values. So, it can be observed that marketers educate customers and increases their social values. 
One of the special aspects of marketing is that a good promotion campaign can create new demand. Andrews and Shimp (2017) found that marketers not only focus on the basic fact about the product but they also provide the various use of that product. As a result, customers might become interested seeing the various benefit of the products that marketers are preaching. As a result, marketers not only provide the basic benefit of the product do create demand though promotional activities. 
Another aspect of values is creating relationship between the organisation and the customer. According to Buttle and Maklan (2019), considering the case of apple, the company do take necessary actions to communicate with the customers. This relationship development is expensive but it also helps the marketers to have loyal customer base. This can be viewed a mutual beneficial value of marketing because marketers create a loyal customer base and in return the customer receives the best benefit from the company. As word of mouth marketing is essential form of marketer’s point of view, it basically helps both parties to have dynamic life.

[bookmark: _Toc38658770][bookmark: _Toc38675758]Stakeholder Engagement and Impact on the Marketing Activities of Apple:
Stakeholders are those who are directly or indirectly involved with the organisation and have an impact on the organisation. According to Afridi (2018), to Apple, all of their stakeholders are important in the same way but in the term of power and interest, the stakeholders can be classified in four ways. All these four terms are known as Mendelow's matrix. 
Mendelow's matrix has two sides as power and interest and this two-part includes four sections as keep satisfied, key players, minimal effort, keep informed. Phillips and Moutinho (2018) explained that keep satisfying part has high power and low interest of Apple and in that section customers, government, banks are included. Key players are one of the main ones in Apple and they have high power and interest in the organisation and they are CEO, investors, inventors, main suppliers and distributors. Top management and employees are in the section keep informed who have low power but high interest in Apple. And lastly in the minimal effort section which has both the power and interest in the lower level other organisation who are indirectly involved with Apple.

Customers of Apple: Apple is managing its business for its customers as they are accepting the products of Apple. According to Elsaid et al. (2017), customers have high power on Apple as according to their choice and interest Apple invent new products and products chain. Customers have lowered the interest over the company as they only use the products introduced by Apple and don’t try to involve in the management of the company. People have the power to provide their feedback and expectation as according to their feedback and expectation Apple try to change themselves and invent new terms for changes.
Inventors of Apple: Inventors are like blood to Apple as according to their invention it can offer products towards the customers and even according to the feedback of the customers, they change the products. The investors and the management offer resources towards the investors so that they can change and manage to invent new products or can invent something new that was not in the organisation before. They have high power in both of the power and interest in Apple.
Suppliers and Distributors of Apple: The supplier and the distributors of Apple are one of the most powerful stakeholders of Apple. They have high power and interest in the organisation as if the organisation have good products they can become profitable most. And if they have any issues then the organisation will be affected most so they have high power in Apple. 
Management and Employees of Apple: Top management and employees of Apple have low power but high interest in Apple. According to Kuzmin and Khilukha (2016), in the contest of the investors, they have low power as they have to work according to the CEO and the investors of Apple. The top management has more power than the employees but has to work according to the order of the CEO. Without employees, no one will continue Apple to maintain the business in the m
CEO and Investors of Apple: CEO is the person who maintains the company and now Tim Cook is the CEO of Apple. With consulting the investors Tim Cook take any decision regarding the organisation. The CEO and the investors of the organisation have both the power and the interest
in the high rate. Their action can affect the organisation and the next level of the action and so their power and interest both factions have a high rate in the organisation.
[bookmark: _Toc38675759]TASK 1B
[bookmark: _Toc38675760][bookmark: _Toc38658771]Reflection 

The assignment is about the fundamentals of marketing of the company Apple that has a large market over the world. Through the assignments, I have understood a lot about the organisations marketing assessment. The impact of the environment of external and internal on an organisation with the strategies that can influence the marketing terms all I have learned from the assignments.
In the tasks, we have worked as a group and analysed many things regarding Apple and found a lot of interesting information. For being a group, we have discussed a lot of time and tried to distribute the terms and works on the marketing of Apple. Through the assignments, I have learned how to work in a group and how work can be distributed among the group members through the discussion. Even we become able to have a very good relationship among us through the teamwork for the assignment.
In the part of the marketing mix, I worked on the price of Apple as according to our group discussion I had assigned to that part. While working with that I found that Apple has the system of premium pricing system in the organisation. The organisation offer the customers with premium quality of products and so customers usually have no complaint about the price of the company. Even Apple has targeted those customers who have the opportunity to buy the products with that price. The young people have the highest level of choice to buy the products of Apple as Apple always appears with the latest functions to their products. Computers, iPhone, software everything has the format that has not been available yet in the market.
The communication tools that Apple maintains for their marketing purpose are social media like Facebook, Instagram, Email, YouTube etc. And sometimes the personal showing off the products of the customers in the social media also help Apple to have a promotion of its products. Apple-like to offer the customers with after buying service of the products of Apple and so it maintains the communication with the customers through the phone, email and sometimes in the social media. So, these tactful technologies are very helpful for the organisation.

For our assignment, we have communicated with each other through the social media like Instagram and WhatsApp. And I used Facebook as my preferred blog post that is related to the assignment. So that people can offer their opinion in there and I can have a better suggestion of my works. The assignment we did in a group also used the drive function so that every one of our group can see what we are doing and how we are working on our separate topics that have been distributed through the discussion.  So, the tools of technologies have been used very well for performing the assignment of mine. On the other hand, through the assignments, I came to know how Apple is using and utilising the technologies for marketing and managing the organisation in the large market of the technologies.
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