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[bookmark: _Toc48142598]Introduction
For proper positioning of the brand name as well as maintaining a loyal band of customers, the appropriate knowledge of marketing is essential. Thorough understanding of the various stages and processes of marketing and applying them in the strategic plan of the organization helps in achieving goals and targets. In this report, the multiple methods of marketing of Apple company are discussed in details, including the stages using the marketing mix. 
[bookmark: _Toc48142599]Discussion
Understanding the stages as well as processes of Marketing
Definition of Marketing 
For a better understanding of marketing management, it is essential to understand marketing. In simple terms, marketing is a process that includes all the activities that an organization takes part in to promote the selling of its product or service. It contains methods like advertising, selling, packaging and delivering the products from its manufacturing unit to the customers (Münderlein et al., 2019). It aims at increasing the number of loyal customers and at the same time, targets potential customers for a product or service that the organization is providing. For the proper organization of the promotion and marketing of the products at Apple, it is essential to stress on marketing management and understand it. Marketing management is a branch of marketing that deals with the proper planning, controlling and further controlling as well as implementing programmes and strategies that are solely designed to satisfy the demands of the customers as well as the organization, to make a suitable profit. 
Stages and Processes
For a better understanding of marketing, it can be divided into two parts, the first one comprising of activities that aim at creating value for the target customers while the second part captures value from the customers in return. 
In the first stage of the marketing process, it is essential to understand the customer and identify his needs. Before proceeding to the other stages, Apple must understand the marketplace completely (Basil, 2019). Proper researching the demands, customer’s needs and data is crucial for this. 

The next stage of the marketing process involves the designing of a marketing strategy that is driven by the customers. It involves segmentation or differentiation of the customers and later on targeting the segments. For this, Apple must understand the target customers it wants to serve. It will help in the proper segmentation of the customers as well as help it focus on a handful of clients rather than diverging its focus on all sectors. To serve better, it must focus on the process in which the target customers can be served best keeping in mind the target profits and goals. 
In the next stage, the marketing manager must focus on the construction of the marketing programme that will help in delivering superior products to the clients and thus manage the demand-supply chain (Oblak, 2017). It has to focus on the pricing of the products that will make them easily available for the customers yet have a value proposition. To convince the clients or target audience to avail the proposed pricing, it is essential to draft a strategic programme. 
The next stage aims at creating value for customers by creating a profitable customer relationship between the organization and the target customers. It will help to create a relationship beyond professionalism and at the same time, will keep the loyal customers attached to the brand. The company must try to make offers and advertisements that would make the customers feel delighted as well as lead to profit for the organization. 
The second part of the marketing management comes when all the above-stated stages are accomplished by the organization. This focuses mainly on capturing values from the customers in return of the hard works it did to promote the product or service (Ponomarenko, 2016). In other words, it means Apple will be able to create profit at this point, and the loyal customers will be linked to the organization and will make further purchases from the organization. 
Marketing Micro and Macro Environment
As the name suggests, a marketing environment includes the internal as well as external factors that affect the organization’s ability to properly establish it’s market or relation with its target clients or customers. It also includes the forces that act as barriers against the organization from achieving its goals and the positive pushes that help the management team to achieve the targets and goals. 

While the internal marketing environment consists of the owners of the organization, the workers associated with it, the resources, machines and every other thing included inside the organization, the external market environment consists of two components, micro and macro environment. 
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Figure 1: Micro and Macro environment
(Source: Visser, 2019)

The micro external environment consists of the factors that are specifically related to the business of the organization like in the production of the products, manufacture, distribution, marketing, packaging and the offering (Visser, 2019). The macro external environment consists of the larger factors of society and is broad in terms. It consists of the demographic, physical, technological, political or legal, economic and social or cultural environment in which the organization grows. It also includes competing companies and customers. 
Importance of the Marketing Environment
As Apple is a big enterprise, it needs to create a balance between its internal as well as external marketing environment. The impacts of the marketing environment are as crucial for planning, important to understand the customers better, to tap with the trending market demands, foresee the threats and the opportunities and give knowledge about the competing organizations. It also gives an understanding of the environment in which the organization is thriving (Usuagwu, 2016). The current market fiasco, dynamism, as well as the future predictions, is important to set goals and targets for the organization if the plans are to be made successful. 
Main Elements of Macro Environment
PESTLE Analysis
The main elements of the macro environment of marketing are as follows:
1. Political forces- Laws ad government policies have a unfavourable yet strong effect on the purchase and sale of products as legislations strictly affects business (Cheowsuwan, 2017). Especially if Apple is trying to establish in a foreign market, it is essential to abide by the policies and agencies, if not the expansion might be a failure.
2. Economic forces- The economic forces comprise of the factors that are related to the purchasing power of the consumer and their spending patterns. As Apple’s products come at an expensive price, it can be considered as an unfavourable force.
3. Social or cultural forces- The basic values of the society and their behavioural patterns often have an impact on the selling of the products or services. Tuning according to the socio-culture norm and using it as a favourable force can be beneficial. 
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Figure 2: PESTLE Analysis
(Source: Cheowsuwan, 2017)

4. Technological forces- Technological forces can influence the macro environment to a large extent. If the people associated with the organization are not adapted to these, it can be hazardous. Thus, it can be a favourable force if the entire organisation educates the people associated about it. 
5. Legal forces- Numerous legal policies and laws act for the proper growth of the organization and its marketing. If not followed accordingly, it can be a unfavourable force working against it. 
6. Environmental forces- The natural forces that serve as the raw materials or makes up the ecological environment must be given importance by every marketer. This force can act for the organisation and promote business. 

Porter’s 5 Forces Model

The 5 Forces Model from Porter is very efficient in understanding how the market affects the business. It can also be used to understand the profit or loss that the company can face if it enters a market. It also helps in analysing business and competition. The five forces affecting are the number and the power of the rivals of the organization, the new entrants in the market, the suppliers, the substitute products and the customers. 
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Figure 3: Porter’s Five Forces Model
(Source: Nurhayati, 2017)

SWOT Analysis
The strengths and weaknesses of Apple can be described in details using a SWOT analysis table. It focuses on the opportunities that are open for the organization along with the threats that it can face in the near future. Assessing these characters are essential before working on marketing. 


	Strengths
	Weaknesses

	1. Popular brand name.
2. Copyright protection of the name and intellectual properties: Apple must keep a close look at the frauds and other small ventures who try to illegally use the company’s IP. 
3. Financial stability.
4. Good relation with suppliers.
5. Vast scale and experience: Apple can use the vast experience that it has and use it as strength in understanding market risks and opportunities. 
	1. Failing to innovate: Many users have complained that there are no innovations in the products that they buy and this can hamper sale. 
2. Strengths can often be reversed and become weaknesses. 


	Opportunities
	Threats

	1. Investment in research and developing the products.
2. Weak rivals.
3. Unsatisfied needs of customers.
4. New rules. 
	1. Evolving customer needs from the products.
2. Strong competitors.
3. New regulations: Sometimes the introduction of new rules can pose threat to business, like increasing the pay, etc.



[image: ]
Figure 4: SWOT Analysis of Apple
(Source: Nurhayati, 2017)
SWOT Analysis is an easy way of analysing the various aspects of an organisation. It lets us know the strength, weaknesses, threats and opportunities and at the same time gives a clear picture of the near future. While these are the advantages, the disadvantage of SWOT analysis is that it is applicable only in a certain stage. Lacking a proper hierarchy often leads to certain problems that would be difficult to address.  

Role of Segmentation, Targeting and Positioning in Marketing
To understand the role of market segmentation, it is important to understand what is it. It is the process which divides the large market of customers into different segments of identifiable customers (Nurhayati, 2017). The division is done based on certain criteria or characters that make them in need of the product or service the organization; in this case, Apple is providing. These criteria include shared interests, demands and needs according to which the marketing strategies can be made. This is mostly done to narrow down the customers as most companies don’t have sufficient resources to target or take their product to a mass market. Thus, a specific genre of customers is targeted and then marketed by the company.  Based on various criteria, market segmentation is done. The first type is Geographic segmentation which involves segmentation based on the land, rural or urban location (Ivanov, 2016). The second one is demographic which is based on the age, gender or the income of a population, psychographic which involves segmentation based on lifestyle and personality and behavioural which includes the intensity in which the product is used, technology adaptation, etc.


Market Targeting
For proper evaluation of the market, potential, as well as commercial attractiveness of all the segments, must be stressed on. 
· The market must have a large enough size that would make it justified as targeting the market will certainly result in thinning out of the market and make it smaller. 
· The various segments must have measurable differences in between them.
· The profits made at the end must be more than the marketing expenses.
· The marketing messages must be easily understood by the segments.
· The various segments must need various other benefits. 
For proper targeting to the customers, Apple targets the demographics. It uses differentiated targeting and focuses on the teens of the population. As Apple is a premium brand, teens connect with it easily and this opens up prospects of businesses for other products like iPods, Mac, etc.  
Positioning of Products
In the last step of the STP process, product positioning is used to place the product along with its key benefits that will target a specific group or segment of customers (Dzwigol, 2020). With thorough research, if the right product is positioned in the right segment, favourable responses will be attracted by the product.
The marketing segmentation and targeting, positioning is a successful strategy and has numerous roles to play in the field of marketing:
Greater focus to user
After the segment to be targeted is identified by the company, it helps them to focus on the campaigns and specific products and services they want to target them with. When the right segment is targeted with the correct product, it will help in gaining market and expansion. 
Better Serving and celebrity endorsements
Focusing on a fixed segment of customers with the right product helps organizations to serve better and provide various types of products to meet their needs and demands. Using celebrities to endorse the products can be effective. 
Market Competition
To get a higher ROI, targeting a specific segment is necessary, which will result in increased competitiveness (Potdar, 2020). Thorough knowledge about the specific segment will help in taking the products to them. 
Expansion of Market pro-environment 
Market expansion is possible with the segmentation done based on the geographical criteria. It will help in increased popularity and at the same time, result in the expansion of the market. 

Product
Family branding or commonly known as umbrella branding is a common practice of marketing that uses a single brand name to sell multiple products. Currently Apple deals in iPhones, iPad, iPod, Apple Watch and Mac books. 
Range Branding
When multiple products share a common value and promise, they can be sold under a single banner. It helps in bringing the products together.
Individual product branding
This type of branding is quite different from that of the previous ones. In this type of branding, each product is given a specific name and newly created. 
Marketing Mix
Marketing mix is a model that revolves around the set of tools that is used by the organisation to achieve its marketing goals as well as objectives. It is often referred to as the multiple actions or tactics that are used by an organization to promote the brand or product or the service it is providing in the market. (Erdil, 2019). A marketing mix has the perfect mixture of Price, Place, Promotion and Product. The proper blend of the 4P’s is absolutely necessary for proper marketing. However, today other Ps like Positioning, People and Packaging is also used. 
4P’s                                                                                                
Price: The value of the product or service being provided is the price. It solely depends upon the production cost, target segment, demand and multiple other factors (Okolo, 2017). Pricing strategies change according to the market. Currently Apple does business using a price skimming strategy. 
Product: The actual item being sold is the product here. It can be a good or service. The quality must be good, failing to do so would not be benefitted by a good mix. 

Place: The place where the product is sold is essential for marketing as it must be very easy for consumers to buy from that place. Apple uses both direct as well as indirect channels like online platforms and e-commerce stores to sell. 
Promotion: Proper advertising and development of a product are essential for the mix to work (Macnamara, 2018). Prizes, direct marketing as well as consumer schemes, can be used as promoting tools. 
7P’s
In the later years, marketers wanted to update the list and added 3 new Ps to the list that contributed extensively into marketing.
People: Including the right people in the organization is an absolute necessity as they help in extending as well as conducting the business.
Process: The process in which the organization works, from its production to delivery, including other middle stages, are included in the process and significantly control the sales.
Physical Evidence: Physical evidence must be the outcome of the company for what the client is paying. 
Product Branding Strategies
For innovating branding of the products, various types of strategies can be taken up by Apple. Line filling, line extension, line stretching and brand extension are some of them.  
Role of Marketing Mix
As all the elements of the marketing mix depend as well as influences on each other, they help in the growth of the successful business as well as their proper handling can definitely help in the recovery of activities (Basil, 2019). With a deep understanding of the market, research and consultation, marketing mix can be used in the proper launch of a new product or re-introduce an older one. 
[bookmark: _Toc48142600]Conclusion
For a better understanding of the market, the reader must keep in mind the various strategies and the schemes. Marketing is a crucial aspect to promote business and reach our product to the target audience. Apple can consider the strategies from the Ansoff Matrix and try to implement in business. While penetrating a new business, it can try selling the existing products rather than venturing on new products. It can also introduce products that are absolutely new in a market, whichever works better. 
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