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1- Introduction:
This report is a critical analyses of Apples’ Inc. macro and micro environment. This analyses drawn using PESTEL, Porters Five Forces Model and Apples’ SWOT analyses. This tools give this report the ability to make a good judgement and to analyse who Apples’ competitors are, what are Apples’ strength, weaknesses, opportunities and threats. It analyses Apples Inc. market segmentation, its target group and its position in the tech market. This report also analyses Apples’ marketing mix strategy, pricing, promotion and its Branding strategy. It concludes with some recommendations that if applied they could help Apple Inc. increase its sales with a review using Ansoff Matrix.
a) Apples Inc. Mission Statement:
According to Tim Cook (Apples Inc. CEO, 2009). “Apple is focused on designing innovative products, leading the digital revolution, and defining the future of mobile media and computing devices.” In 2019 Tim Cook reaffirms this mission by declaring that “Apple does not settle for anything less than excellence in every group within the company, Apple have the self-honesty to admit when they are wrong and the courage to change.” (Apple.com).
b) Vision Statement:
"We believe that we are on the face of the earth to make great products and that's not changing. We are constantly focusing on innovating. We believe in the simple not the complex. We believe that we need to own and control the primary technologies behind the products that we make, and to participate only in markets where we can make a significant contribution. We say no to thousands of projects, so that we can really focus on the few that are truly important and meaningful to us. We believe in deep collaboration and cross-pollination of our groups, which allow us to innovate in a way that others cannot. And we do not settle for anything less than excellence in every group in the company, and we have the self-honesty to admit when we're wrong and the courage to change." (Steve Jobs, 1998).


2- The Macro Environment of Apple Inc.
Macro environmental factors are external uncontrollable drives that influences business decisions.  PESTLE is the most commonly used tool for this purpose. It stands for political, economic, social, technological, legal and environmental factors. 
PESTEL DIAGRAM
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Apple Inc. operates in a dynamic and constantly changing macro environment that is influenced by a range of factors. One key factor is the political environment, which can have significant implications for the company's operations and performance. For example, changes in government policies and regulations can impact the company's ability to operate in certain countries or to market its products.
Another important factor is the economic environment, which can affect Apple's sales and revenue. Exchange rates, inflation, and consumer spending are just a few of the economic factors that can influence the company's performance.
Social factors are also crucial, as they can impact consumer preferences and trends. Apple must stay attuned to changing social attitudes and behaviours to remain relevant and competitive in the marketplace.
Technological factors, such as advancements in automation and artificial intelligence, can create both opportunities and threats for Apple. The company must stay at the forefront of technological innovation to remain competitive in the rapidly evolving tech industry.
Environmental factors, including sustainability and climate change, are also becoming increasingly important for consumers and governments. Apple has made efforts to address these issues and improve its environmental impact, but it must continue to do so to maintain its reputation as a socially responsible company.
Finally, legal factors, such as intellectual property laws and data privacy regulations, can impact Apple's operations and reputation. The company must comply with these laws and regulations while also maintaining its commitment to user privacy and security.
Overall, the macro environment of Apple Inc. is complex and constantly evolving, and the company must navigate these factors to remain successful and competitive in the tech industry.

2.1- Apple Internal Environment:
The internal environment of Apple Inc. includes the company's organizational structure, culture, and resources such as employees and technology. According to Lashinsky, A. (2012). “The company has a hierarchical structure with clear lines of authority and a focus on innovation and design.” Apple's internal environment is influenced by its culture, characterized by a commitment to excellence, creativity, and customer satisfaction. The company's resources include a highly skilled and diverse workforce, advanced technology, and a strong brand reputation. Overall, Apple's internal environment is the key driver of the company's success and allows it to continue to innovate and dominate the tech industry.

2.2- Apple’s External Environment:
Apple operates in a dynamic external environment that includes various factors such as economic, technological, legal, political, and social factors. The economic factors affecting Apple are global economic conditions and the fluctuations in currency exchange rates in foreign countries. Lashinsky (2012), argues that rapid technological advancements and competition from new and existing competitors can also affect Apple. Legal factors such as intellectual property laws and regulations, privacy and data protection laws, and taxation laws are all key factors that Apple is paying attention to in its operation outside the United States of America. Government regulations, political instability, and geopolitical tensions are all factors that can also affect Apples operations externally. Social factors such as consumers changing preferences and demographics are all key factors.
According to Charles W. L. Hill et al, (2017) “Apple's external environment is constantly evolving, and the company must adapt to these changes to remain competitive.” The company's ability to innovate and anticipate future trends in the external environment has been a key factor in its success.

3- Pestle Analyses of Apple Inc.:
Political factors:
Apple Inc.  Is an American company operating in over 100 different countries in the world. Therefore Governmental regulations, political instability, and geopolitical tensions can impact Apple's operations and sales in different regions where Apple Inc. operates. Apples’ financial success is key to the company. The goal of every company in a foreign market is to increase profitability. Likewise Apple Inc. Apples goal in the foreign market is to satisfy the needs of its customers and increase its profitability. The current war in Ukraine between Russia and Ukraine has greatly affected Apples operations in Russia. The current economic sanction taken by America, European union and other countries have taken toll on Apples Inc. operations especially in Russia. The war has affected the purchasing power of Apples’ customers in Ukraine as the county is seriously destabilised by the war. Secondly the global inflation has driven the cost of living to a record high worldwide. Secondly current inflation experienced by nations as a result of many governments increasing interest rates to aid their economy recover from the lost caused by the covid-19 pandemic. This inflation has as well affect the purchasing power of Apples’ customers globally.                                                                                          .



Economic factors:
Economic factors such as the current inflation rate has affect Apple Inc operations globally. As a result of the inflation, production cost of raw material and labour of Apple devices have gone high, affecting the profit margin and the pricing strategies, leading to higher prices of Apples’ products. Other economic factors like a drop in exchange rates is affecting foreign investment and affecting Apples revenue from international sales. As foreign currencies depreciate because of the global financial inflation, Apples customers in these affected countries suffering from inflation lose their purchasing power because of the increase in price of the product. According to CNBC, (2021). “Apple has warns its customers of supply chain shortages and price increases due to inflation.” According to this article that featured in the CNBC new magazine of the 10th of October 2021, Apple had already predicted a price increase and a shortage in production as result of the covid-19 pandemic.

Sociocultural factors:
The demography, beliefs and culture of an environment has a great influence of an organisation and its products. Apples’ products are unique and iconic. They have universal recognition and are desirable worldwide. They are a unique piece of High Tech, held in high esteem globally. Apples product are designed to meet and deliver the same performance and standard globally. E.g., the IPhone is designed with a High Tech to satisfy all customers need irrespective of his culture, belief or heritage. It is a piece of social art as well.

Technological factors:
Apple Inc. is known for its leadership among the high - tech companies for its cutting-edge products and services. Apple Inc. has a strong technological advantage, which comes from its focus on innovation and development of new and advanced technologies. Both Apple's hard and software products have a unique integration, which allows its devices to work together seamlessly, offering a consistent user experience’s Apple also have a strong ecosystem of products and services, such as iCloud, Apple Music, and the Apple App Store. These systems are securely integrated with the hardware devices. These applications allows Apple customers easy access to use these services across all Apple devices, thus creating a seamless user experience to all its customers. Apple capital investment goes to it R&D team that give gives them a competitive advantage over its competitors like Samsung and others.
Legal factors:
For a Tech leading company like Apple Inc. complying with international law is of high priority. According to Apple, (n.d.).  “Apple is committed to comply with all applicable trade regulations in all countries were Apple do Business.”. While Hill, Jones, and Schilling (2017), argues that managing the legal environment is essential for global strategy. These principles are adopted by Apple Inc.
They include Apples’ right to protect their intellectual property in a foreign market, complying with local law when acquiring property, labour and employment contracts law within the country of operation, environmental regulation, tax laws, anti-corruption law, lobbying, local data privacy law, and all other legal requirements that fosters the smooth running of its activities abroad.

Environmental factors:
According to Apple Inc. Environmental Progress Report, (2021). “The company has adopted an environmental policy to reduce carbon footprint, conserve its resources and use sustainable materials.” Apple have set a goal to achieve a net-zero carbon emission across its supply chain and product by 2030. Apple has a commitment use 100% renewable energy and part of this commitment has been achieved already. According to Apple all its offices, data centre and retail stores are already using renewable energy. Apple has introduce a take back program for its products. This allows Apple customers to bring back old and unwanted devices for recycling. Apple declared in 2020 its plans to become carbon neutral by 2030. This includes all Apples’ supply chain and its product lifecycle.

3.1- The Advantages of Pestle Analyses:
a) Pestle analyses provides a comprehensive overview of the external factors that could impact a company's business operations. It can also can help the company in strategic planning and influence decision-making.
b) Pestle analyses helps a company to identify potential its threats and sees its opportunities in the external environment, which can help the company in risk management and in developing new business strategies.
c) Pestle analyses can assist a company in anticipating changes in the market and to adapt a new business operations according to the market situation.
d) Pestle analyses can help companies keep track of changing market and business regulations and policies that could impact the company's business operations.
3.2- The disadvantages of using PESTLE analysis for Apple are:
a) Pestle analyses are time-consuming because it involves gathering of data and analysing a large number of external factors that could impact the company's business operations.
b) Pestle analyses sometimes can overlook some factors that may not be included in the business framework, and are significant have an impact on the company's business operations.
c) Pestle analyses are limited to the external environment only. They do not take the company’s internal strength and weaknesses into account.
d) Pestle analyses provides a view of the company’s external environment, but does not provide a long-term forecast of how these factors might change over a long period of time.
3.3- Conclusion of Pestle.
Pestle analyses is very important and useful for businesses because it enables them to evaluate the external environment of the company. The political, economic, social, technological, legal and environmental atmosphere or factors have great impact in a company’s performance and operation. Analysing these factors will help the company to identify its threats, see its opportunities and minimise the damages that may occur during business operations.
3.4- Summary Table of Favourable and Unfavourable Factors.
	Factors
	Favourable
	Unfavourable

	Political
	X
	

	Economic
	
	X

	Social
	X
	

	Technological
	X
	

	Legal
	X
	

	Environmental
	
	X




4- Porters Five Forces of Apple Inc.
[image: undefined]
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a) Threat of new entrants:
According to M. A., Ireland, R. D., & Hoskisson, R. E. (2017). “The Tech industry has high barriers to entry, and Apple's brand recognition and intellectual property rights give it an advantage in the market.” For Apple Inc. the threat for new entrants is low. This is because of the high barrier of entry in the Tech Industry. Secondly, Apple has establish a strong and loyal customer base and the Apple brand is strong. Thirdly, the cost of research and development in the tech industry is very high. This makes it difficult for new entrants to invest in research and development, manufacturing, marketing and promotion for any new entrants. However Ireland and Hoskisson argue that Apple faces competition from existing players such as Samsung and Google, and other potential new entrants such as Amazon and Facebook.
b) Bargaining power of suppliers:
The bargaining power of Apples’ supplier is high. This due to Apples’ brand reputation and size. Apple has a very dominant market position. Ireland and Hoskisson argues that Apple uses this dominance on its key suppliers like Intel TMSC that supply critical components such as processors and memory chips to negotiate favourable terms and prices for its supplies. Apple also has a strict supplier’s requirement code of conduct. Hill et al. (2017), argues that, “The bargaining power of a supplier is high when the supplier have a strong position in the market, offers a unique or highly differentiated product, and is not dependent on a single buyer.” This is the reason why apple supply chain is relatively small. Apples’ other suppliers such as Foxconn have a significant bargaining power because of its importance in their operation with Apple.
c) Bargaining power of buyers:
The customer bargaining power in Apple is low. This due to Apples strong brand image, high quality products and Apple customers’ loyalty. Apples’ customers are always willing to pay a high price for the product they buy. Apple provide its customers with a unique integrated ecosystem which makes it difficult for its customers to switch to other brands like Samsung. Hills et al argues that the increasing availability of similar products from competitors could give buyers more bargaining power.

d) Threat of substitutes:
The threat of substitutes is high. This is because of the availability of alternative products in the market. There is Apples’ main competitor like Samsung, and other emerging competitors such as Google, Microsoft, and Amazon offering new product with similar features at relatively cheaper prices. There are several other competitors offering cheaper devices like smart watches with similar features like that of the Apple smart watch. Amazon Prime is currently offer online music at a cheaper price and Netflix is offering streaming films at a much cheaper price than the Apple TV and film streaming services. This is why Hill et al argues that with the evolving and new innovative products in the High Tech industry, Apples’ market shares may fall in the near future.

e) Rivalry among existing competitors:
Apple faces strong competition from established players such as Samsung, Huawei, Google and Amazon. This competition is bringing a lot of technological changes in the high tech industry. There is price competition as Apples’ competitors are offering products and services with equally sophisticated applications at a much cheaper price. For this reason Apple needs to focus more on innovating higher quality products with differentiation to stay on top of its rivals. The Apple brand recognition is still key to its competitive advantage.

5- Apple Inc. SWOT Analyses:
[image: SWOT analysis]
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Strength:
Apple have a very strong brand image and reputation among the High Tech companies. Apple products are of higher quality and are of advanced innovation.  Apple offer its customers with divers’ products and services.  Ranging from its popular iPhone, Tablets, MacBook, Smart watches and services like Apple pay, iTunes, Apple Film, s ETC. With the Apple integrated ecosystem, Apple customers have a much secured security all across their products and services. Customers having more than one product can remain connected to all other products through Apples’ integrated ecosystem. Apple have a strong financial position in the market. Its market shares are still high.
Weaknesses:
Apples’ products are relatively expensive for low income earners. Only those with good salaries can afford its product. On the other hand Apple has limited suppliers of its raw materials. In case of eventuality leading to bankruptcy of any of its supplier, Apple supply chain may be disrupted for a long time. There is also a limitation in option in all Apple products. Customers can only depend on support from Apple Inc. directly. This is a problem because sometimes customers have to wait longer to receive needed services. Apple also have very limited shares in some of its product market segment.
Opportunities:
Apple has expansion opportunities in emerging markets like China where there is a growing number of millionaires desiring quality high tech products with security like the iPhone, MacBook ETC. Countries like Saudi Arabia, UAE, and Qatar are all emerging markets for Apple products. Apple can expand its market to this regions. Apple has the technology, finance, and know-how to develop more product and services. Apple is a brand that is trusted for its security. Developing and selling new products will not be much of a problem. Apple have the capabilities of acquiring new partnership. Apple brand are trusted around the world. Creating new partnership with other companies would easier. Apple have the tendencies to grow in a wearable global high tech market where cyber security is a problem. Due its stronger security system, there is a potential to grow.
Threats:
Apples biggest threat remains the intense competition from its rival offering similar products and services at a much cheaper price. There is rapid technological advancement among high tech companies. This is threat to Apple. The current global inflation is also another threat. The current market is volatile, there is economic instability and market prices are fluctuating. This market situation affects the pocket of Apple customers. And if this continue for too long, the will be a drop in sales across Apple stores globally and Apples market shares will fall.

5.1- Advantages of SWOT Analyses:
a)  SWOT analyses provides companies a systematic approach to analyse their internal and external environment. It enables them identify what those factors that could be favourable and unfavourable for them to achieve their objectives and goals.
b)  It also enable companies to see their strength and weaknesses and apply measures or take decisions that will enable them improve in the areas where they are failing to gain the competitive edge that they may require.
c)  SWOT allows companies to identify the opportunities that essential for their growth and expansion. Companies can also see the threats that can affect their business and hinder its growth.
d)  SWOT can help companies to draw strategies that will help them eliminate lost and increase profitability in a longer term.


5.2- Disadvantages of SWOT:	
a)  SWOT can be subjective because it is the views and perspectives of a single person. The analyses could be different in another person’s view.
b)  Complex issues can be over simplified. Important factors that may vital for business may be overlooked.
c)  Priority may not be given to important factors that may need urgent attention.
d)  SWOT analyses does not provide answers on how to solve the identified problems.

6- Segmentation, Targeting and positioning:
· Segmentation:
a) Demographic Segmentation:
Apple’s Demographic market segmentation, targets customers from all professions, gender, education, income as well as age. Apples’ iPhone targets customers are between the ages of 16 to 60 years of age. According to Daniel Ruby, (2023). “There are more than 1.5 billion people actively using iPhone as of his study conducted early 2023.” Ruby states that there are over 2.24 billion iPhone sold already this year. While the MacBook mostly targets students, high tech professionals, financial analyst as well as tech designers, pop singers and composers as it provides them with soft wares that makes their work much easier. According to Alrawashdeh, (2019). “Apple's demographic segmentation targets consumers based on age, gender, income, and education level.” Alrawashdeh argues that this strategy has been successful in creating a stronger brand identity and loyalty for Apple Inc. Other Apple products and services are made available to Apple customers of all ages, gender, education and income.
b) Geographic Segmentation:
Apples’ geographic market segmentation is based on the dividing of the market into regions according to their geographic locations. For instance, Asia-Pacific, North America, South America, Europe, and the Middle –East. Apple customizes its products according to the needs and preferences of the customers in their geographic location. Alrawashdeh argues that Apple offers its products in different languages and thus uses different advertising campaigns as well as pricing strategies according to their regions.
6.1- Targeting: 
a) Differentiated:
There is no clear information on how Apple is marketing its products in the different regions where Apple stores are. But based on the differentiation theory, Apple can offer different product using marketing campaigns that appeals to the different segments of the market. For instance, Apple has the iPhone SE. This product could be good for customers with low income who are conscious on their spending. While the iPhone pro could target professionals and high tech specialist who may be willing to pay a premium price for the latest technology and soft wares that they may need for their professions. Apple can differentiate its products according to the geographic regions by offering local features and services that appeal to the culture and languages of the region. Apple can also use differentiated targeting through customized promotion and advertising to reach the targeted customer or market.

b) Concentrated:
Concentrated targeting is focusing on a specific segment of the market. The goal is to meet a particular or defined segment in the market. This could be called a Niche market. Apple can use concentrated targeting to reach high end professional with the iPhone 14 Pro or the latest Mac computer with specialised soft wares that meet the requirements of their profession. According to Kotler and Keller, (2016). “Concentrated targeting can be effective in capturing a sizable share of a particular segment and developing a strong brand image and customer loyalty.” They also argue that this principle risk the reduction of the customers’ base.
6.2 – Positioning:
Positioning is the process of creating an image or perception of a product or brand in the minds of the target audience in relation to the competition. It involves identifying and communicating the unique attributes and benefits of the product or brand that differentiate it from other brands in the market. (Kotler, P., & Keller, K. L. (2016). The goal of positioning is to establish a distinctive place in the minds of the target audience that resonates with their needs and desires, leading to increased brand awareness, loyalty, and sales. Apple's position in the market is generally perceived as a premium brand that offers high-quality, innovative products with a strong emphasis on design and user experience. The Apple's products are priced higher than those of its competitors, and they are also known for their superior quality and performance, which has helped in establishing Apple as a leader in several markets, including smartphones, tablets, and personal computers. Apple has developed a strong brand image that is associated with innovation, reliability, and style, which has helped to reinforce Apple’s position in the market.
a) – Benefit: Apple's strong market position has several benefits. First, it enables Apple to charge a premium price for its products, since its customers perceive Apples products to be of high quality and desirability. Secondly, Apple’s market position gives the company a competitive advantage, as it has a strong brand reputation and loyal customer base. Thirdly, it allows Apple to maintain control over its distribution channels and marketing messages, which helps ensure a consistent brand image and customer experience. Fourthly, Apple's position in the market gives Apple the resources and influence to invest in research and development and drive innovation in the industry.
b) – Competitive: Apple faces competition in positioning from other tech companies such as Samsung, Google, and Microsoft, offering similar premium products and services in the market. These companies also focuses on innovation, customer experience, and brand reputation to differentiate themselves and establish their own unique positions in the market. But because of Apple's strong brand equity and loyal customer base Apple continues to maintain an advantage in positioning compared to its competitors. While Apple has positioned itself as a premium brand with a focus on design, innovation, and simplicity, targeting consumers who are willing to pay premium prices for higher-quality products. Its competitors Samsung and Google have positioned themselves offering a wider range of products at a more affordable price, targeting those consumers who are budget-conscious prioritize features like customization and flexibility rather than design.

7- Apples marketing Mix. (explanation and diagram)
a) Apple products:
nnnnn
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b)  Product Variety:
Apple offers a variety of innovative and high quality products, such as smartphones, tablets, laptops, desktop computers, smartwatches, streaming devices, headphones, home automation devices, and accessories, all designed with a focus on sleek design, user experience, and integration with the company's software and services. (See picture above).



7.1- Apples’ Pricing Strategy:
According to Nagle, T. T., & Holden, R. K. (2018). “Pricing strategy is a plan or method used by companies to determine the optimal price of their products or services in order to achieve specific business objectives, such as maximizing profits or gaining market share.”
a) Price Skimming:
Price skimming is a pricing strategy used by companies to set a higher prices for their products or services when it is first introduced into the market and then gradually lowers the prices over time as the products becomes more widely adopted. (Kotler, P., & Keller, K. L. (2016). Apple uses price skimming as a pricing strategy for its new product launches. This means that Apple always sets high prices for its new products when they are first released, Apple set the price based on the excitement and willingness of early adopters to pay a premium for the latest technology. Over time, as the market becomes saturated with the product, Apple gradually reduces the price to make it more accessible to a wider range of customers. Price Skimming has been successful for Apple. It has allows Apple to generate higher profits from its early adopter customers while Apple still attract a broader audience as the product matures.

b) Differential Pricing:
Nagle, T. T., Hogan, J. E., & Zale, J. (2016). Defines Differential pricing as; “The practice of charging different prices to different customers for the same product or services.” This pricing strategy is mostly used by businesses to maximise their profit and to attract a different segment of their customer base. Apple applies differential pricing strategy by offering different prices for their products based on various factors such as the type of product, it features, and the target market. Apple offers different prices for different versions of their iPhone models, Customers pay higher prices for models with more storage capacity with a newer features. Apple also offer educational discounts for students and teachers, Apple also offer special pricing for businesses and government organizations. And, Apple has a trade-in program where customers can trade in their old devices for a discount on a new purchase. These various pricing strategies allow Apple to appeal to a broader range of customers and capture more value from each customer segment.

7.2- Channels of Distribution:
According to Apple Inc., (2022). Apple distributes its products as follows:
a) Apple Retail Stores:  Apple has its own retail stores around the world, where Apple customers can buy Apple products and get support and service. Customers can acquire their products direct from the stores.
b) Online Store: Apple distribute it products through its online stores thus offering customers the convenience of shopping from anywhere and at any time. Customers can order Apple products online and have them delivered to their doorstep.
c) Authorized Resellers: Apple also distributes its products through Apple’s authorized resellers who sell Apple products. The authorised resellers can sell the product either through their website, or retail stores. These resellers are trained by Apple and offer the same level of support and service as Apple's own retail stores.
d) Carrier Partners: Apple also partners with carriers, such as Vodafone, O2, Sky and EE to sell iPhones and other Apple products in their retail stores.
7.3- Promotion Strategy:
According to Kotler, P., & Armstrong, G. (2010). “Promotion strategy is a plan for promoting a product or service to target customers in order to increase awareness, interest, and sales. It involves the use of various promotional tools, such as advertising, sales promotions, personal selling, public relations, and direct marketing, to communicate with and persuade customers.
Apple's promotional strategy is a combination of advertising, personal selling, sales promotion, and public relations.  According to Gupta, S. (2021). Apple mainly rely on advertising to promote its products and services. Its advertising includes television commercials, billboards, and online ads. Gupta also argues that Apple invests in personal selling through its in-store retail experience, where knowledgeable sales staff assist customers with their purchasing decisions. Apple uses sales promotions, such as discounts and trade-in programs, to incentivize customers to purchase its products. Apple also leverages public relations efforts to build its brand and reputation, using activities like its participation in events, product launching, and its charitable initiatives.
a) – Advertising: Apple conducts advertising through a variety of mediums including television, print, online and outdoor advertising. According to an article by Carmine Gallo from Forbes Magazine, (2019). She argues that “Apples advertising is known for its sleek and minimalist design, featuring simple product shots with minimal text or narration.” Apple has also been known to launch highly anticipated and buzz-worthy advertising campaigns for new product releases. Morris L., (2020) from Business Insider argues that Apple's "Shot on iPhone" showcases user-generated content to promote the quality of the iPhone camera. He further argues that, Apple's advertising strategies over the years, including its use of celebrity endorsements, emotional storytelling, and product-focused campaigns.
b) - Direct Marketing: Direct marketing is an advertising strategy that reaches consumers directly, without using any intermediary like the retail store or middleman. This strategy allows companies to target specific groups of customers with personalised messages, using a variety of media channels such as email, direct mail, telemarketing, social media, and targeted advertising. According to Bendle, N. T. et al, (2016). “Apple uses direct marketing through email marketing campaigns, targeted online advertising, and personalized messaging through its Apple Store app. They also utilize direct mail marketing to promote new product launches or special offers to select customers.”
c) - Digital Marketing: Digital marketing is the practice of promoting products or services using digital channels such as the internet, social media, search engines, email, mobile devices, and other digital platforms. (Kumar, V., & Mirchandani, R. (2012). Kumar and Mirchandani argues that digital marketing is aimed at reaching and engaging with a targeted audience, build brand awareness, generate leads, and ultimately drive sales and other desired actions. According to an article from Marketing 9, (2021). “Apple uses digital marketing through various channels such as social media, search engine advertising, email marketing, and mobile advertising to promote its products and services to a global audience.”

7.4- Branding Strategy:
According to Keller, K. L. (2013). “Branding strategy is the process of creating and promoting a brand in a way that it establishes a unique image and identity in the minds of consumers, with the goal of creating a competitive advantage and fostering brand loyalty.” While Aaker, D. A. (1992). Defines Branding strategy as "A plan or process of creating a unique and distinctive identity for a product or service that is intended to set it apart from the competition and create a lasting impression in the minds of customers."
a) - Line Filling: Line filling is a pricing strategy where a company adds more products to an existing product line to address the different needs and preferences of the  customer. It is aimed at capturing additional market share and increasing revenue by offering more options to customers. (Kotler, P., & Keller, K. L., 2016). Apple uses line filling by offering a wider range of products within their existing product lines. For instance Apple offers different storage capacities, colours, and sizes of their products. The iPhone line includes different models, each with a different storage capacities and price. Same with the MacBook line, it includes different models with different screen sizes, processing power, and storage options. By offering a variety of options within their product lines, Apple is able to meet up with the different needs and preferences of its customer, thus capturing a larger market share.
b)  - Brand Extension: Brand extension refers to the process of leveraging an established brand name to introduce a new product or product category. It is a marketing strategy that is aimed to capitalising on the existing brand equity and recognition of a successful brand to launch new products that share similar characteristics with the original brand. (Keller, K. L., 2016). Apple uses brand extension by expanding its product line beyond computers into other consumer electronics, such as smartphones like the iPhone, iPad, and music players like iPod, smartwatches, and wireless AirPods. Apple has also extended its brand into services, such as digital content distribution (iTunes and Apple Music), payment services like Apple Pay, and online storages like iCloud. This allows Apple to leverage its brand recognition and customer loyalty to enter new markets and increase its revenue streams.



8- Ansoff Matrix:
The Ansoff Matrix is a strategic planning tool that helps businesses determine their product and market growth strategy. It is used in analysing the potential risks and rewards of different growth opportunities, including market penetration, market development, product development, and diversification. It was introduced by Professor Igor Ansoff in 1957.
Apple has used the Ansoff Matrix to guide its product and market expansion strategies. For example, the company has used market penetration by increasing sales of existing products through marketing efforts and expanding distribution channels. Apple has also used product development by introducing new features and functionalities to its existing products, such as the addition of facial recognition technology to the iPhone. Additionally, Apple has used diversification by expanding into new markets, such as the launch of Apple Music and the Apple Watch.

a) - Market Penetration: Apple uses several strategies for market penetration through the Ansoff Matrix. One of the ways it does this is by regularly releasing updates and new versions of its existing products like the iPhone and MacBook, it helps Apple to maintain its position in the market and to appeal to customers who are loyal to the brand. Apple also offers trade-in programs and financing options to make its products more affordable to a wider range of customers, which helps Apple to increase its sales and market share.
b) - Product Development: Apple uses the Ansoff Matrix to guide its product development strategy by creating new products and improving existing ones. For instance Apple regularly releases new versions of its products, such as the iPhone and MacBook, with updated features and designs that keeps Apple ahead of competitors and aids Apple to meet the changing consumer needs. Apple has also expand into new product categories, such as wearables like the Apple Watch and smart home technology like the HomePod, to diversify its product portfolio and appeal to a broader customer range.


9- Recommendations:

a) Apple should continuing to focus on its innovation and in widen in new product development to stay ahead of competitors.
b) Apple should continue in expanding the company's market reach through international expansion and targeting new customer segments. For instance Africa and other remote regions in the world. Though people uses Apple products in Africa, there is the absence of Apple stores and service or customer support.
c) Apple should continue in improving and diversifying the company's supply chain to reduce risks and increase efficiency in meeting the need of its customer base which is always longing for more.
d) Appel should keep enhancing its customer experience through personalized marketing and exceptional customer service.
e) Apple should be more explicit on its being socially and environmentally responsible to improve its brand reputation to appeal to its socially conscious consumers.

10- Conclusion:
Apple is a global technology company that has been successful in implementing a variety of marketing strategies to maintain its position as a leader in the market. By using a combination of product differentiation, pricing strategies, promotion tactics, and distribution channels, Apple has successfully captured a significant share of the market. Apple's approach to marketing, emphasises Apple’s quality, innovation, and design, has helped Apple to create a strong brand image that resonates with customers. Moreover, Apple's strategic use of the Ansoff Matrix has enabled the company to identify and pursue new opportunities for growth, such as expanding into new markets and in developing new products. Apple's success in marketing can be attributed to its ability to adapt to the changing market conditions, in anticipate customer needs, and in delivering high-quality products that meet the needs of its rising customer base.
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