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[bookmark: _Toc68602535]Introduction and Background
This report discusses the effect of globalisation on Apple's marketing strategy. In this report, the various marketing directions are discussed; leading Apple's to maintain its position in the international market considering the cultural factors and its competitors. The report presents different international marketing theories in the light of rich literature. Apple is a multinational technology company founded in California in 1976 by Steve Jobs. Apple sells a range of different consumer electronic products which covers different electronic industries, including computer hardware, software, cloud computing, digital distribution, artificial intelligence, financial technology, retail, media, semiconductors, and fabless silicon design. Apple significant research in modern technology made it one of the world's most valuable companies in the world. Apple became famous after the release of its first domestic use desktop computer named Apple 1. The successful model captured the domestic computer consumer market in the USA. In 1984 after the release of an upgraded model of Apple 1 computer named Macintosh made significant growth in the market. Macintosh was the first personal computer that showed a graphical visual interface, unlike the Apple 1, a circuit board that only produced mathematical results. The company spent 1.5 million dollar advertisement on radio and T.V. advertisements. (Apple Computers, Library of Congress, 2019)
In 1989, apple produced its first Portable Macintosh, which was the first battery-powered personal computer; however, later in the year, the competitor market produced similar models that were lower in price and provided more enhance specification. For the market response, Apple produced three Portable Macintosh variants to target different price range consumers regarding affordability. Apple faced variation and many ups and downs in the business. Between 1991-1997 a business decline due to the increased sales of the company's cheaper products but a halt in the expensive products targeted for the work station environments. (Linzmayer, 1999). Until 2007, the company returned to its significant profitability when Microsoft released Macintosh compatible Microsoft Office. Apple segmented and targeted the market of mobile users through the manufacturing of mobile devices branded as iPhone. In 2011, Apple faced an irreplaceable loss after the death of Steve Jobs. The company moved on under Tim Cook's leadership. Apple today employs around 147,000 people worldwide with revenue of 274.515 billion dollars as of the end of 2020. Some of the most famous and bestselling Apple products are iPhone, Macbook (Laptop), Mac (Desktop P.C.), mobile accessories such as Airpods (headphones).
[bookmark: _Toc68602536]Globalisation of Apple
Apple significant success through time since 1976 involved key business decision that has strengthened the company through time. According to Croteau (pp. 326, 2011), "globalisation involves several ongoing interrelated processes, including the internationalisation of finance and trade." In the recent growth of the American economy, which has been lead significantly by the I.T. sector and manufacturers, Apple has played a significant part in its own increase in profit in the region. Until 2013, Apple increased the retailer outlet in 13 different countries with around 417 stores and further online stores operating in 38 different countries, which caused a great part of the sales in the year of around 16 billion dollars. Apple took the opportunity to globalise the business since being the pioneer in the technology sector. Apple multinational sector has to lead the technological change with the innovative design of a new technology framework that was different from the traditional Microsoft architecture. In 2013, Apple's revenue grew 14.7%, with about the value of 98.1 billion dollars. Apple, together with other major American I.T. companies, made the USA the top technology market. American market also exceptionally captured foreign country work through advanced strategies. Apple remained dominant in the USA in terms of the market share compared to the other Apple's covered region in the world by 2013. Apple Inc. covered around 23% of European shares and 35% in the USA. By 2013 Apple had also participated in the Chinese market with around 15% of the total Apple's impact, which also included Japan and some other Asian countries. (Johnson et al., 2012)
Apple has availed the most trending opportunity of adapting the mobile phone production market with a significant impact through efficient segmentation, targeting, and positioning. Apple launched its first smartphone in 2007 with the iPhone's branding, which offered Apple's own architecture operating system, which was more stable than its competitor's brands; however, the brand was criticised for having fewer options provided than its competitor. The mobile phone market was already trending in 2007-2010 with only a few major manufacturers, including Nokia, Samsung and BlackBerry. The phone company launched the online platform to purchase the mobile application, which provided certain stability and could be bought online from anywhere around the world with an internet connection. The business development was also focused on the software application platform, such as movies, music, T.V. shows, books, and magazines from Apple's online platform known as iTunes. 
The platform was first designed for the American business user market. It targeted the one solution consumers who required different entertainment, productivity, and business solution apps. However, iTunes did not limit Apple's original apps. They allowed third parties to develop mobile phone applications that can run smoothly on the iPhone. The online architecture and cloud nature of the technological innovation brought ease for the globalisation of the product. The smartphones were also part of the technology innovation that was already had set up the infrastructure in different countries through radio towers after the decline in the land connection through copper lines (Froud et al., 2012).
[bookmark: _Toc68602537]Globalisation Effect of Apple
Although Apple has profited over multi-billion dollars in summation of the overall company's profit, the company focuses not only on the profit margin but also on increased brand loyalty and corporate respect by creating an inclusive business solution for the people around the world, especially related in the international business. Apple is famous for the increased security in mobile phone applications. Apple's desktop P.C. Increased security and liability have influenced many business consumers around the world. During the globalisation of Apple, the company took care of the product's sustainable and quality design, which has led Apple to learn from the different dimensions of the Health and Safety and Environmental concerns in Europe and in Asia. The focus was not only on the production but also on the creativity of the solutions around the world, which gave an edge for the technology producer to be more effective in the business's passion. Luckily, the company did not found a more competitive I.T. manufacturing worldwide if compared to the USA's competition. Apple produced new employment opportunities inside the USA as well as in many other parts of the world. However, China has been observed as another major producer of modern products, including manufacturing steel and plastic products at cheap rates. China has been emerging its industrial market rapidly in the sector due to the cheap electricity and labour. China has been forecasted to overcome all of its economic downfalls through the powerful growth of the economy. China has also been predicted to increase its GDP more than the USA in the coming ten years. As one of the critical and successful strategies former, Apple connected with China for its assembling of mobile products such as the iPhone and MacBook. (Vascellaro and Fletcher, 2012) 
One of the major effects of globalisation on Apple is the increased business capacity by outsourcing its manufacturing of the processor chips from Taiwan. The company took the benefit of the cheaper labour and production cost from outsourcing the manufacturing in China. Until 2006, Apple was aware of the increased profit margin through outsourcing its manufacturing of the iPod (battery operated mobile music player) from China which later turned out to be a more profitable deal than to get manufacturing from inside the USA. In 2006, Apple employed more people than the total number of 13,920 employees in the USA, with a major significant part in China of about 12,270 and 4,750 in the Philippines. Apple shareholders and other relevant stakeholders greatly benefit from the globalisation of Apple. American employees earned 750 million dollars while the employees outside earned about 320 million dollars in 2006. There has been a significant instability between the USA and China ties and how the American company Apple had studied the difference in the business market and always considered China upon ideological analysis regarding the theoretical roots (Clarke and Boersma, 2017).
[bookmark: _Toc68602538]SWOT Analysis 
To understand the business overall, including various characteristics, SWOT analysis has provided some of the key strengths, weaknesses, opportunities, and threats for Apple.
[bookmark: _Toc68602539]Strengths
Apple has the unique capability to manufacture and produce the whole product seamlessly, which is built into the framework of the company's ecosystem. Apple premium products engage the business customers for the high security of the computer devices. Apple provides a whole solution regarding computer hardware and software. Apple hardware includes its benchmark latest up to date, highly complicated, and sophistically designed processors, which are equivalent to Intel and AMD processor to some extents. Apple has a range of variants for any product, such as for desktop P.C., which range from 1000 pounds to up to 5000 pounds as per the required needs for the hardware specification. Some of the high-end film making and high-security business workstations heavily rely on Apple's product. As part of Apple economical consumers, Apple caters for the need for a range of laptop users with different qualities and specification of Macbook (Khan et al., 2015). Apart from the hardware, Apple specialises in its software products. One major key advantage is that it is not possible to hack into Apple products' software. Apple has also supported sports by introducing smartwatches (wearable smartwatches) that are chargeable and provides the latest modern technology such as heartbeat rate sensors and GPS, which can track footsteps, motion, and daily activity, telling the time. Apple has one of the most powerful and extensive customer bases in the electronic market. The customer has enjoyed the innovative software interface provided with the Mac operating system and the mobile iPhone, which is updated continuously. 
[bookmark: _Toc68602540]Weaknesses
The company faces weaknesses in diversity in employment, and it was often regarded with the discriminative hiring procedure. Apple has also been often criticised for higher prices for its product. Since Apple does not comprise the quality of its product, the consumer has to pay a higher price. On the other hand, the competitor market produces significantly cheaper products than Apple and has a large customer base. Such examples are for its mobile phone competitor brands, including Samsung, Huawei, and Motorola etc. Since the mobile product has its own extinct customer base, but still faces a significant amount of competition from Samsung and Huawei for their fancy design and cheaper prices. One of the major issues with the software and hardware is the compatibility issue, such as iPhone cannot send data to another android operating device from Bluetooth. The incompatibility between the software creates an annoyance among new customers which are often lost and settle back with the competitor brands (Khan et al., 2015)
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Apple finds key opportunity in modern wearable technology, such as the Apple Watch, which is a lot more than a traditional wearable watch. Apple watch is a battery-powered wearable smartphone with various features, including digital time such as motion sensor, heartbeat sensor, global positioning system GPS and connectivity with other physical smartphones (iPhone only). Apple has the key advantage in wearable since the competitors' brands do not observe growth in the sales for their wearable technology. Apple has the potential to extend its software products and offer computer-aided design product such as Adobe. Since the commercial designing and film making sector relies heavily on Apple hardware, Apple could launch its own specialised designing and film making software which would be more compatible with its own hardware. Apple has planned to design an Apple car that will be hybrid and automatic, competing with Tesla by the year 2024.  Last but not least is the great opportunity in cloud-based computing. Cloud-based computing is a growing sector that remotely offers significant data processing on clients demand located anywhere in the world provided with an internet connection (Johnson et al., 2012).
[bookmark: _Toc68602542]Threats
Apple finds threats due to the economic slowdown from the outbreak of the coronavirus's global pandemic (Covid-19). Majorly all the business worldwide has experienced the slowdown in the growth of the sales except few businesses like medical and food delivery. Another major threat for the company is Huawei and Samsung's competitor market, which are continuously working to make their product more reliable and cheaper with more consumer options and flexibility. Apple finds it challenging development for the Apple software if compared with the android (Google Mobile Software/Firmware) flexibility. The company faces threats over the rise in labour costs worldwide after the pandemic, which significantly reduces the profit margin. For the China worker, such an example is where the law and legislation raise the monthly wages every year. Lastly, the MacBook series (portable personal computer) faces significant competition in the market from its competitor brands such as Dell, HP, and Lenovo, which provides similar specification products at comparatively cheaper prices. (Gvili, 2020)

[bookmark: _Toc68602543]STP Marketing
Apple marketing strategies can be understood through different marketing theories. The breakdown of Apple into the global market can be evaluated through understanding segmentation, position, and targeting of Apple into the different regions or accumulated into the global community.
[bookmark: _Toc68602544]Segmentation
Segmentation involves characterising different population groups based on various factors such as demographic segmentation, geographic segmentation, behavioural and psychographic segmentation. Apple business intelligence, which was first focused on the American market, segmented the regions on demographic aspects that involved individuals' different salary ranges. In Indiana where life is not that faced and earning was solely upon income from farms and wineries.  Apple does not differentiate between the genders but the age group in California. The population is more dense and high-earning employees than the West Virginia due to the software system's difficulty. Apple segment the global community on the lifestyle and social class under psychographic segmentation (Push, 2016)
[bookmark: _Toc68602545]Targeting
The targeting is done carefully after consideration of the maximum profit and sustains market segment. Apple has different product ranging from mobile phones to high-end workstation computer. However, the initial strategy for Apple is to first focus on the individuals' psychographic views, among which the target group is for those who seek the quality and durability in the product, which can eliminate technological disturbance due to the bugs and errors. Apple software system is famous for the stability and allows smooth operation yet limited options. The company claims that the barriers are for security and safety purpose from the software virus.
On the other hand, targeting is also done for the personality-based behavioural segment. Apple provides different simple colour options for its product targeted at the age group between 18-30 who are curious for the personality characteristic to choose their lifestyle and favoured colour of iPhone, Macbook, Mac, and wearable watches. Upon geographic segmentation, Apple has considered targeting mainly densely populated Chinese populations capable of purchasing the product since the higher-earning class exists mostly in China. (Romppanen, 2021)
[bookmark: _Toc68602546]Positioning
For Apple, the position is important to maintain in the global market to keep up the corporate respect and the different views of the people around the world. The brand position itself among the top class in the quality and durability recognised brand and possess key marketing strategies to maintain diversity and elegance from its ultimate and unique advertising around the world that is most generally the same for the whole world and not specialised for any country. Apple believes maintaining the position in customer views is to provide the ultimate quality, guarantee of the product, and parts service through franchise available in most locations in urban cities around the world. Apple has aspired artist, business professionals and students, especially in high earning countries. (Romppanen, 2021).
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Marketing mix or 4P (product, price, place, promotion) analysis shows how the company maintain in the global market as an effect of the globalisation of the information technology (I.T.) sector. Different sectors can be understood through the following discussion.
[bookmark: _Toc68602548]Product
Apple is considered as a one stop shop solution regarding I.T. products, solutions and services. Apple provides consumer electronics which include mobile phones (iPhone), handheld tablets (iPad), laptop (Macbook), desktop computers (Mac), headphones and related mobile phone accessories (Airpods, wireless charging docks, mobile covers etc.), Television, music and media content. Apple also provides cloud storage technology that is remotely accessible through an internet connection in any personal computer worldwide. Apple competes with different brands regarding the different products available in the market but remains competitive for most Apple products through high quality, durability and safety. 
[bookmark: _Toc68602549]Place
Apple sells their product through thousands of different Apple stores located in different location worldwide but majorly located in the town centre of the urban cities. Apple distribution strategies include Apple Store locations, telecommunication companies, authorised sellers, and online through company websites. One of Apple's major advantages through globalisation is the increased sale of online content, which is readily available anywhere in the world through internet access. Online content could be region-specific according to the content privacy issues and legal issues in different world regions. However, the company also allows the selling of the product through large retailers such as Walmart, Tesco, Asda, and others worldwide, including online retailers such as Amazon.com. The geographical location where Apple serves directly includes North and South America, Europe, India, China, Middle East, Japan, Australia and a few more in Asia Pacific countries. 
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Concerning globalisation, the company had to maintain the product prices regulated by the dollar equivalency in different currencies. Apple provides variants of similar products. Usually, three variants are launched every year for the latest iPhones, which could cater to different affordability. The iPhone variants provide different data storage options ranging from 64 G.B., 128 GB and 512 GB (GigaByte of information). Higher-end models are usually priced above 1000 dollars or above 1200 pounds. The medium-range models are between 800-1000 dollars, and the cheapest ones are in the range of 500-800 dollars.
Similarly, the pricing varies for the Macbook and Mac computers. Furthermore, different specifications in which the most expensive high-end workstation computer were priced around 5000 dollars in 2020. Apple also sells cloud storage on a monthly paid premium which is as cheap as 5 dollars per month or 30 G.B. of cloud storage which is accessible remotely to any location in the world provided with an internet connection.
[bookmark: _Toc68602551]Promotion
Some key promotion strategies of Apple in the globalised world include advertising (paper and digital), Sale promotion (discount and offers), personal selling (customised business to business solutions) and Public relation (corporate respect and public opinion). Apple offers replacement of old phone with a new and latest model in exchange for good offers. The phones which are replaced also come under Apple genuine warranty. Third-party sale promotion of major iPhones, Macbook, and related product allow customers to experience cheaper product combined with a deal of mobile cellular connection or any other monthly subscription product such as internet or T.V. (Calazans, 2018).
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In this essay, the effect of globalisation on Apple Inc. marketing strategy has been discussed in detail through rich literature review and authentic references. The discussion also included an analysis of Apple Company through different marketing models to fully understand its strategies in terms of globalisation and market-leading business. This essay discusses the globalisation of Apple and the effect of globalisation on Apple's business. The business is analysed with SWOT analysis, which has highlighted Apple's strengths, weaknesses, business opportunities, and threats. STP marketing model has highlighted the segmentation, targeting and positioning of Apple business worldwide from leading example and accomplishments. 
Lastly, in the essay, Apple's business has been observed for the Marketing Mix strategy that the business planning possesses, including the place, product, price, and promotion. From the above discussion, it can be addressed that the company have seen numerous success in the consumer electronic market region and further plans to succeed from its competitors through its continuous innovative research and development which kept aspiring its customer base. On the other hand, globalisation has optimised sales growth and opened many opportunities for the business and the people around the world through employment and successful Apple products and solutions.
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