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Introduction:
[bookmark: _Int_NMxd8d1k][bookmark: _Int_2jrQ0SvA][bookmark: _Int_a32xxOtX][bookmark: _Int_skFXMKBX][bookmark: _Int_YLexNoQm][bookmark: _Int_E8rxkuve][bookmark: _Int_ug1eknWR][bookmark: _Int_7KhLmxxx][bookmark: _Int_6gkjsGqt]In this report, we develop an understanding of what Marketing and Marketing Mix is, also what strategies the chosen company “Apple” uses in Japan to reach their customers. Apple Inc. Is a multinational technology company well known for its phone “iPhone”. The company was created in 1976 in America by two men named Steve Jobs and Steve Wozniak who were producing computers at that time. After a few years, the company succeeded and they started to create more innovative technologies by implementing their software called Macintosh in the new devices. Globally the company nowadays holds a 27.43% share of the mobile device market, and their net worth is $2.08 trillion. (Green, 2015) To understand better how Apple reach their customers, first we need to know what the Marketing Process is. Marketing is the action that companies make to draw the attention of people to their products or services. It happens through market research, analysis and strategies. It refers to all activities a company does to make sales of what they offer to the customers. Every product, every store, every media and every choice the consumer society makes is by the forces of marketing. There are five elements: product, place, price, people and promotion. The CIM definition of marketing refers to the customer requirements and AMA to delivering value to the customers. CIM is defined as the management process for anticipating, identifying and satisfying customers requirements profitably while AMA is the activity to deliver and exchange offers that have value for the customers at large. (Baines et al., 2017) The Business Environment has two factors internal and external, which affect the management of the company in different ways. Factors within the environment can be: clients and suppliers, competition and owners, improvement in technology, and market and social trends. (Worthington and Britton, 2009)


1. The use of Competitive Strategies such as Segmentation, Targeting, and Positioning (STP) to achieve a Competitive advantage in a Business Environment

[bookmark: _Int_8RugAjl5][bookmark: _Int_fvrXWVxQ]Competitive Strategy is a long-term action that companies make at the beginning of the business or when they launch a new product, so they can gain an advantage over the competitors. It is focused to achieve the best results, generating a great amount of profit and taking the highest position for the company in the market. The strategy is very important when there are competitors in the marketplace with similar products. (Porter, 1997) Companies main purpose is to create products that brings value to the customers and at the same time be profitable for the company, so picking the correct marketing strategy is vital for the success of the company. Segmentation, Targeting, and Positioning (STP) is a strategic way to approach the marketing world, a three-step model.
[bookmark: _Int_FwHPxgB1]Segmentation: is the first step of the model, which purpose is to create different customer segments based on whatever criteria the company chose. Some examples of audience segmentation include: Geographic Segmentation (audience based on country, state, province), Demographic Segmentation (audience based on gender, age, type of job, income), Behaviour Segmentation (audience based on what people buy, how often they buy, what is the reason behind their purchases), and Psychographic Segmentation (based on who are the protentional customers of the company)
[bookmark: _Int_VCN2FXcX][bookmark: _Int_fe1CoXxs]Targeting: the second step of the model, the goal here is to decide the best segment(s) to serve, which customer to choose? To answer this question, the company must consider the needs of each, and where will be more successful with more opportunities. The ideal segment is the one actively growing, high profitability, low CAC. The company should look at the size of the segment, which will tell if it is worth to focus on it. It should be large enough otherwise it will not be worth the effort of the company. The targeting step is focused to identify the best opportunities possible while using the customers data and insights during the segmentation process.


Positioning: the last step of the model, at this stage the target market is now clear, so the company must ensure that the customers can see the value they are being offered and what is the difference between the competitors. Creating a value proposition will show the customers how the products of the company are better than any of competitors products. 
 In other words, STP marketing model means the company segments the market, targeting selected customers segments with marketing campaigns that fit their preferences, and position themselves according to the wants and needs of the customers. (Romppanen, 2021)

1.1 How Apple uses STP model in China to reach their customers

[bookmark: _Int_ZXhftNah]Apple used the STP model in the best way possible, the company positions itself as a lifestyle, targeting the audience segments with aesthetic designs, who want to stand out from the crowd and be unique. Apple uses their own created software ecosystem which offers security to the users. This also makes people feel privileged to own an Apple product. The marketing strategy of Apple is not very different around the world, their commercial advertising videos presents their products with all the information that a potential customer will need when deciding to buy a product from Apple. The viewer can see how the new product can be used, and in every Apple commercial there is all kind of characters who are represented as users of the product. Most of them are young but of different race and gender. All of them seem knowledgeable, friendly and excited to have the new product. The characters seem to use the devices freely and confidently, and they look curious about innovative products and like new experiences, all of this represents the segment chosen by Apple.
To determine target market, Apple considers these four segments:
Teenagers: Usage of iPad, to watch movies and videos, socialise, video calls with friends, play games.
Students: Usage of MacBook (laptops) to record notes in class, also the device is so light which makes it easier to be carried in a backpack.
[bookmark: _Int_vSLiNonB][bookmark: _Int_HTKaiHGp]Business People: Usage of iPad, MacBook, iPhones are used by a lot of business people due to a lot of available apps on their “Apple Store” which are related to the businesses to those people, the simple operating system is also preferred because it is extremely easy to use, and it makes their daily life easier.
Adults: iPhone is the most useful product from Apple for adults because it has direction map, high quality camera and video calling.
Apple positioned itself in China because people there are interested in technology and innovative tech products, so they took the opportunity. Even though there is a lot of competition, Apple is well known for their unique devices and designs, and customers see the value they are offering and to current date, there are more than 43 stores in China and Apple’s net profit has an increase of 3.9% year-on-year. (Lu, 2022)








2. Role of Marketing Mix in the firm’s strategies
Marketing Mix includes multiple areas to focus as a part of marketing plan, conceptual framework that helps businesses determine a new product or brands offers. It can be used to develop long-term strategy and it is also helpful for short-term tactical programmes. The 4Ps are associated with the Marketing Mix, which are: Product, Price, Place and Promotion. The concept of the 4Ps was introduced by E. Jerome McCarthy (1965) and it is a classification for developing an effective marketing strategy.
First P: Product, an item which is designed in a way to satisfy the customer needs and wants.
Second P: Price, the sale price of a product that satisfy both company and customers. The price is considered by researching the market, cost of manufacturing, distribution and marketing – known as cost-based pricing.
Third P: Placement, the type of product that is sold should be easily accessible by the customers. It could be a physical store or an online shop.
Fourth P: Promotion, activities which include advertising the product, PR and sales promotions. It is used to send a message to the correct customers who are interested in similar or exact products. (Goi, 2009)

An “Extended Marketing mix” was created shortly after the 4Ps by Booms and Bitner in 1981, they added 3 new elements to the 4Ps. This created an opportunity to include services and not only physical products.
The extended 7Ps:
Fifth P: People, front line Sales staff with skills and knowledge to sell the products and to respond customers questions.
Sixth P: Process, to investigate or resolve customers problems during shopping and deliver the product in most efficient way.
[bookmark: _Int_wArHlUNF]Seventh P: Physical Evidence, such as website, social media profiles, branding and logo on the packaging of the products. All these elements offers the customers physical evidence they need to be certain that the business is reliable and legitimate. (Jain, 2013)

2.1 Apple Pricing Strategy (Marketing Mix – Price)
Apple has built the image of being a luxury and premium brand. Their products are higher-end, and the company follows high pricing policy to maintain the image of a premium brand. Not only this, but their products also include the latest technology and superior quality, this is the reason why Apple never put their products on sale because they offer high value for the Apple customers.

Conclusion: 
This report helped in highlighting more about Segmentation, Targeting and Positioning followed by how Apple used this marketing strategy to sell their products in China. It was noted what process companies follow to put their products on the market and was explained in detail the 4Ps/7Ps of Marketing mix.
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