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   David Boddy assumes that marketing is a process of value exchange between customers and organizations. Organizations use many advertising and sales techniques like distributing brochures or offering promotional prices that aim to meet the needs of customers in a way that brings value on both sides. This depends on several things such as product design, pricing, communication with customers and evaluating their response. (Boddy D.,2011:257)
   Chartered Institute of Marketing assumes that marketing is the management process whose responsibility is to identify, anticipate and satisfy customer requirements profitably. (Housden M.,2008:15)        
   Figure 1 presents some steps within the marketing process for creating and capturing customer value. The first four steps refer to create value for customers and build customer relationships and the last step refers to capture value from customers reciprocally. (Kotler P., Armstrong G.,2017:29)
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                                                                       Fig.1
(Kotler P., Armstrong G.,2017:30)

   The main stages in the marketing process are the mission statement of the company, situational analysis, objectives, strategy, implementation, and control. According to Kotler and Armstrong, a mission statement is a statement of the organization’s purpose. Mission statements help management to organize the hierarchy of priorities that an organization must face in daily and long-term operations. Some companies define their missions in product or technology terms, but mission statements should be market-oriented and defined in terms of satisfying basic customer needs. For example, Apple’s mission statement is: “To challenge the status quo. To think differently”. (Kotler P., Armstrong G.,2016:65)
   The second stage of the strategic marketing process is the situation analysis, that is performed both internally and externally to identify all opportunities and threats of the external environment and strengths and weaknesses of organizations. The situation analysis consists of many methods of analysis such as SWOT and Porters five forces. SWOT analysis is a strategic planning method used to analyse the strengths, weaknesses, opportunities and threats of a company and identify the internal and external factors that are favourable and unfavourable for achieving its objectives. (Bishop T.,2012:39-41)
   Marketing objectives are a company’s goals used to promote its products or services to customers and must be achieved at a certain time. Marketing goals are the marketing strategy used to achieve overall organizational goals. A company's marketing goals for a product can increase product awareness among targeted consumers, provide information about product features, and reduce consumer resistance to purchasing the product. (McKinney P., Scalia S., 2014)	
   According to Kotler and Armstrong, the marketing strategy is “the marketing logic by which the company hopes to create his customer value and achieve its profitable relationships”. (Kotler P., Armstrong G.,2017:74)
   The implementation and control ensure that the company’s strategic objectives are achieved. The implementation is the process of putting plans into actions to accomplish strategic marketing objectives. Implementation addresses the who, where, when, and how of marketing activities. Marketing control is the process used by companies to monitor and evaluate the marketing activities in achieving their objectives and strategies. (Kotler P. et al, 2005:72-73)
[image: ]	The organization I chose for my project is Apple which is an American multinational technology company based in Cupertino, US. It has been created in 1976 by Steve Jobs and Steven Wozniak. This company deals with the design, development and sale of electronics, computer software and online services to consumers. The first product ever launched by this company was called ‘Apple I’ and took place in the same year that the company was created. Since then, Apple has been very successful and has proven the effectiveness of its products on the market, so that it has grown exponentially in terms of products and services. (Wikipedia,2020)
	Fig.2
                                                                                                                                                                              (Wikipedia, 2020)
   The analysis of Porters Five Forces model aims to examine five key forces of competition and enables more effective strategic decision making. The rivalry between competing sellers is high. Apple has a wide range of products on the market, including hardware and software, which leads to a difficult situation for the company to compete globally, this being visible by the decrease in sales, especially of smartphones. An advantage is that Apple products are easy to use and have a pleasant design, and the distribution channel (Amazon and direct stores) is strong and helps the company to strategically position its products. (Noor-Alam M., 2015:959-960)                                                    
   The potential entry of new competitors is low. Apple is a dominant IT in the world that focuses on the niche market and thus makes it difficult for new entrants to enter the market. Other reasons that support this point of view are copyright, patents, and high switching costs. The competitive pressure from substitute products is high-moderate. Almost every Apple product has a substitute (iPhone-Samsung), except for the Apple OS which has no near substitute. The Apple own app store, iTunes and iCloud are also a positive area. The bargaining power of suppliers is low-moderate, because of their unique capability to manufacture product for Apple. The company has many suppliers and because it buys in large quantity, giving them higher buying power. The bargaining power of customers is low. Apple maintains its current customers due to its image of being an innovator, a continuator of quality and a great investor in research and development. (Noor-Alam M., 2015:959-960)
   

Apple's SWOT analysis shows how one of the most successful companies in the world has used its competitive advantages to become a dominant player in the technology industry. The analysis of the strengths shows that Apple is endorsed by a big brand, the company being recognized for its aggressive nature as a founder towards creativity and innovation. Apple has seen an increase in sales due to its product diversification, and for the existence of its innovative culture, investments in research and development have also increased. Other strengths are that they position their stores in crowded places to consolidate the company and that they have products that are easy to use and understand. (Noor-Alam M., 2015:957-961)                                                                                                                     
   One of the Apple’s weaknesses is its dependence on the iPhone and iPod because their contribution to overall sales is dominant. Hardware products are only accepted with iOS, which makes it difficult to use, and competitors' products (Android) do not face this problem. Another weakness is that its luxury products have a high price. Apple’s products are priced for middle and high-income consumers. iPhones have been doing well since they were invented. A contract signed with China a few years ago has increased market opportunities. Opportunity for Apple is if management has retained talented human resource which, in exchange, connects the company to creativity and innovation. The smart wearable technology and talented personnel are other Apple’s opportunities. (Noor-Alam M., 2015:957-961)                                    
   The competitive nature of the business sector in which Apple Inc. operates brings many threats to the company. One of the reasons for the competition between rivals is that Apple's competitors do not have their software to be cost-effective. Most of the company's suppliers are from Asian countries, and any economic or political problem can cause a shortage of supplies or an increase in production costs. Apple would constantly lose market share if they were not able to innovate continuously or rather reduce the price. (Noor-Alam M., 2015:957-961)
   Market segmentation refers to divide a market into smaller segments of buyers with different needs, characteristics or behaviours which may require separate marketing strategies or mixes. There are different ways to divide the market such as geographic segmentation, demographic segmentation, gender segmentation, etc. Market targeting refers to the evaluation of each market segment and the choice of one or more profitable market segments to be introduced. (Kotler P., Armstrong G.,2016:222).                                                                                                                           
   For Apple, the market segmentation and target are clearly defined as age group (22-55), gender (both), income (Apple targets medium to high-income individuals), lifestyle (the lifestyle they target is modern, young, open to change etc.). (Heart of Codes, 2018)                                                                 
   The positioning of a brand is a marketing effort and can only be done through promotion and advertising. A company’s brand identity, its elements, its product, and its communication, they all play an important role in positioning a product. Apple is positioned as a luxury brand that carries a huge emotional connection and loyalty among its customers. The factors which attributed to the positioning of Apple in the market are brand identity, product design and quality and advertisements (” The less the Better”). (Heart of Codes, 2018)
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The marketing mix is ​​a combination of factors used to influence product demand. There were four p's of marketing, but recently three more were added: product, place, promotion, price, people, process, and physical evidence. (Kotler P., Armstrong G., 2016:78)	
	   Fig.3- 4P’s of the Marketing Mix	       
[image: ]	   (Kotler P., Armstrong G.,2016:78)


   Apple offers a wide range of products that are efficient, intuitive, easy to use and at the same time with a fashionable design. For example, some of their products are iPhone, MacBook, Apple Watch, Apple TV, iCloud. (Calazans L., 2018)
     Fig.4- Apple products
[image: ]      (Calazans L.,2018)

   Apple uses the premium pricing strategy and the geographical pricing strategy which means setting different prices for products in different parts of the world. They use the geographic pricing strategy because of the differences in exchange rates between local currencies and the US dollar. (Calazans L., 2018)                                                                                    
                                                                                                                                               Fig.5- iPhone prices. (euro)	                             
[image: ]	           (Calazans L., 2018)

   Apple stores have a fashionable architecture and interior design due to the simple materials used: glass, wood, light colours, and many lights. In addition to physical stores, they also use online commerce, and in places where there are no Apple stores, the products can be found in authorized resellers such as iTown. (Calazans L., 2018)
Fig.6- Apple store in London.
	(Calazans L., 2018)
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   Apple is constantly improving its technology and diversifying its advertising campaigns. In Figure 7, Apple promotes a new advertising campaign highlighting the effects of portrait lighting on iPhone X. The ad is present on online channels, social media, magazines, TV commercials and billboards. (Calazans L., 2018)
	Fig.7- Selfie on iPhone X campaign.
    	       (Calazans L., 2018)

   Apple's marketing analysis concludes that the company have planned their marketing strategies in such a way that they managed to become a successful company known worldwide for its unique and good quality products. In this way, Apple has become a company appreciated by many people, with a high level of customer satisfaction. Due to its intensive marketing strategies, they managed to make big profits through huge sales of its products. By differentiation, Apple is very successful in the market, competing with larger companies such as Microsoft, Samsung, and others. 
   My recommendation for Apple is to minimize their prices and focus more on emerging markets such as China and India, which have already been occupied by competitors. Communication and valuing similarities between management and the investors of the company is lacking, so it needs to be improved communication with its investors. I am sure that in the future they will bring new products to the market that will once again capture the attention of customers and make them satisfied.
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