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1. INTRODUCTION
The marketing mix is the foundation of marketing. It stands for a combination of manageable marketing factors (components) used by the business to elicit the intended reaction from the target market.
The corporation can have a complicated, multidirectional, and dynamic impact on the demand for its products using these factors. There are several definitions for the marketing mix due to its diverse nature, but the most crucial one is that it refers to a collection of economic activities used by businesses to tailor their output to the current and future demands of customers and satisfy needs.
Every company requires a strong marketing strategy to succeed. Companies have developed a variety of marketing techniques throughout the years to aid in the marketability of their products. Segmentation, Targeting, and Positioning, or STP, is the most popular marketing tactic used by businesses.

STP is a crucial idea in modern marketing. Without this idea, marketing in the majority of businesses would be impersonal and stiff. There can only be generic goods available to everyone, regardless of personal tastes. In general, firms would not have been able to effectively convert marketing initiatives.
One of the most well-known and prosperous companies in the world is Apple. Perhaps even first among the manufacture and marketing of PCs and consumer items. They dominate the market with goods like the iPod, Mac, iPhone, Apple Watch, Apple TV, and others without having to compete on price.
Since 1976, the business has continued to grow, and there is almost any competition in the electronics sector. Due to its reputation for producing high-quality devices and innovative advertising strategies, Apple has an impressive reputation that has not diminished.
The corporation's goals are widespread in the industry. Customers buy their products from them. Although it is merited, we are aware that Apple users are many and would want their numbers to rise rather than fall. Making the process widely available to customers and producing more goods—many of which are developed so that experts may have access to unique electronics—is one of their key goals.




2.THE STP ANALYSES
Market division
Apple built its marketing strategy on segmentation, targeting, and positioning, just like other businesses. The STP approach is an effective marketing tactic because it allows companies to concentrate on dividing their customer base into several segments or groups and developing potent marketing strategies to appeal to each target market. Because no product or service can satisfy every customer's needs, STP is essential. 
              2A. SEGMENTATION 
Market segmentation is the first phase, and it entails breaking the market into many unique consumer groups based on their demands, traits, and behaviours (Kotlet et al., 2010). The basis for segmentation was separated into four groups by (Kotler et al.2010). It will be necessary to create a profile for the generated segments. Additionally, according to Dibb and Simkin (1991), effective segments must be recognisable, possible, marketable, and steady. 
The University of Southern California (2012) states that market segmentation takes place when the market is divided into more manageable groups, or market segments, to create strategies for product differentiation and leverage these divisions for the company's advantage. There are a few segmentation methods that may be applied, including:
o Demographic segmentation: This is the categorization of the market into segments based on characteristics such as age, gender, income, education, occupation, etc.
o Geographic segmentation: That would be the breakdown of the market by a city, state, region, or country.
o Psychographic segmentation: This is the categorization of the market into groups according to traits like lifestyle, socioeconomic class (upper, middle, lower, blue-collar, and white-collar), behaviour, views (liberal/conservative), values, or ethics.
Apple has taken advantage of the vertical integration of the iPod music player and the iTunes store to establish a billing relationship with 160 million users through faster discovery, purchase, and distribution. This demonstrates how Apple's market segmentation strategy is both simple and unique.
                2B. TARGETING
 Target marketing is a strategy that businesses are using to advertise their goods since it effectively finds potential markets (Kotlet, Brown, Burton, Deans & Armstrong, 2010). Utilizing micromarketing, different marketing strategies and performances might satisfy customers' demands and wants (Hapoienu, 1990). For businesses to convey the value of a product to clients, the three key target marketing procedures of segmenting, targeting, and positioning are crucial (Kotler et al., 2010). 


 The second step of the STP process is targeting. The marketer will choose a segment or group of segments to target after the market has been divided into its segments, and then resources and efforts will be directed towards the segment.
1. A specific product from a single source targeting a specific market niche.
2. One supplier serving all sectors with a single product.
3. One supplier, many brands, and distinct market groups targeted by each brand.
Since it puts a significant emphasis on its customers and offers them the option to select how and where to use its products, Apple Inc. has been utilising the second approach, which entails having one supplier that serves many market segments. This strategy primarily targets people
Given that we currently inhabit a mobile computing era, it is useful to consider the mobility of the various linked devices, specifically if they are wearable, pocketable, baggable, or portable. To provide customers a glimpse into the use scenarios and processes that they may be utilised to optimise, Apple offers a broad selection of devices, ranging from physical buttons, keyboards, and mouse to multi-touch and tilt.

iOS-based Apps and their associated "ecosystem surround" are simultaneously superimposed over iTunes and the iPod media player. With this approach, businesses may use tactics across product lines and product lifecycles, exactly like they would in a business school course.
Apple can therefore deploy hardware part differentiation at the level of displays, phones, cameras, and video capture with wisdom. The discussion that follows will centre on market positioning.
                    2C. POSITION
According to the (Switchman, 2009) post "Understanding Apple's Positioning" positioning is the third and last phase in the STP process. One of the most basic and effective strategies for marketers is positioning. Positioning a product inside a market comes after market segmentation and customer targeting.

The key to positioning is "perception," which varies from person to person. For instance, what you and others may deem to be quality, value for money, etc., may not be the same.
Customers perceive Apple as a premium brand that commands and justifies a premium price. The full range of Apple products, including the Macintosh, iPod, iPhone, software, and accessories, are subject to this pricing increase. To better serve its target market, Apple has positioned itself to target consumers that are less price sensitive. As a result, Apple has created a society and a set of practices that distinguish them apart from its rivals.

7 P’S
People's daily lives include marketing to an increasing extent. Even if not, everyone has a strong understanding of marketing, it isn't easy to pinpoint precisely how it affects people's daily lives. Companies must understand customer needs to create goods that are valuable to consumers. To do this, they must evaluate numerous factors, including customer expectations, design and quality requirements, marketing strategies, and the services that should be provided. This tool is a global marketing mix.
The marketing mix has been considered in a wider range because of this evolution, and the seven Ps are now widely used. Product, place, pricing, promotion, people, process, and physical proof make up a generous portion of the component. A solid understanding of this part creates the basis for managing a business. This article will assist in analysing how Apple affects customers and supplies value to the market using the 7Ps marketing mix.


PLACE
According to (Vialling and Company 2011), the place has to do with how the product is distributed, where it is found, and how it is delivered to clients. An online shop, physical locations, retail locations of an exclusive mobile service provider, and its online store all makeup Apple's hybrid distribution channel. Apple understood that by having students use their devices, they might have a greater impact on consumer brand choices during the formative years of a new generation of computer users. The creation of its now-iconic Apple retail locations, the fourth part of the marketing mix, was the most spectacular "jobs-led" endeavours.
In the last 10 years, Apple has built many new retail locations that it owns and runs globally. Additionally, it has distributed its products, including iPods, iPads, and iPhones, to nearly all modern electronics retailers. Additionally, their items are as simple for people to buy as anything right now thanks to superb e-commerce websites, like Amazon, Apple's webpage, and a variety of retail locations.


CONCLUSION
In conclusion, the STP process is crucial for businesses to supply the value of their products to the intended clients. To convey the value of a product, businesses must decide where to position it in the marketplace and translate consumer demands and wants into a marketing mix. Apple has a strong brand presence in the target segment and outstanding performance. However, because the environment is always susceptible to change, Apple will need to develop methods to adjust to the shifting environment to keep or enhance performance and brand image.
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