Marketing



bEATA DUDAK 2010697








Table of Contents

1.0 Introduction:	2
2.0 A brief overview of Apple’s business:	2
3.0 An overview of environmental resources of Apple:	3
4.0 Analysis of Apple’s Macro Environment using PESTLE factors:	5
5.0 Advantages and Disadvantages of PESTEL TECHNIQUE	12
6.0 Analysis of the strength and competitive positions of Apple Inc using Porter’s Five Forces model:	13
7.0 Situational analysis of APPLE Inc using SWOT technique	21
8.0 Segmentation, Targeting and Positioning – A study of STP Strategies of Apple Inc	29
9.0 Marketing Mix for Competitive Advantage	35
9.1 Apple Marketing Mix Strategies for Competitive Advantage	36
CONCLUSION	42
RECOMMENDATIONS	43
REFERENCES:	45

[bookmark: _GoBack]

[bookmark: _Toc61028554]1.0 Introduction:
[bookmark: _Hlk60510722]Marketing operates in the world of rapid growth, quick changes, and extensive competition, in other words in a complex and changing environments (Kotler, 2018). Apart from the company’s marketplace and consumer’s wants and needs other environmental participants (intermediaries, competitors, suppliers, buyers, public, and others) may work with or against the organisation.  Key macro and micro environmental forces shape marketing opportunities, pose threats and affect a company’s capability to engage customers and build customer’s relationships” (Kotler, 2018).  A company must understand the environment where marketing operates first to develop effective marketing strategies. Yang et al.’s (2018) view are that the international business market is becoming more challenging and highly volatile on a regular basis, hence the application of intensive marketing and operational strategies are considered to be important. The purpose of this report is to carry out a situational analysis of the external and internal environment in which marketing operates using a variety of models in reference to Apple Inc.  Similarly, the objective concentrates on critically evaluating the usefulness of PESTLE, PORTER’S 5 forces, and SWOT models to identify the influencing drivers in market development or decline, business positioning, and operational direction. Furthermore, the report examines the marketing mix strategies of Apple that are being used to respond to the changes in the external environment. For this purpose, after a brief introductory part and a short highlight of Apple’s business, the report uses the various tools and techniques to understand the external environment of Apple and further highlights the way Apple moves to apply the various strategies, and finally summarises the findings at the end. 
[bookmark: _Toc61028555]2.0 A brief overview of Apple’s business:
Founded by Steve Jobs, Apple Inc., headquartered at California, the US, is considered to be one of the frontrunners among the technology industries in the globe. As per the annual report, the organisation generated a revenue of US$274.515 billion in 2019 with a net income of US$57.411 billion, both increased by 3.2% and 2.1% respectively in comparison to the previous year (The Verge, 2020). The organisation has around 500 retail stores in different locations across the globe. The most popular products of Apple are iPhone, iPad, iPod, and others while among the services one can name iOS, iCloud, iTunes, Apple Music, and other popular elements. 
Apple Inc Vision Statement: The company Vice President Lisa Jackson (Environment and Social Initiative) stated: “We aim to create not just the best products in the world, but the best products for the world.”  It aligns with Apple’s corporate mission pointed out in Annual Report for 2018: “The Company is committed to bringing the best user experience to its customers through its innovative hardware, software and services” (Annual report, 2018). 
[bookmark: _Toc61028556]3.0 An overview of environmental resources of Apple:
Kamasak, 2017 identified two different types of resources available for the corporation’s deployment: tangible and intangible. The tangible resources are identified as financial, physical, technological, and organisational resources while intangible resources include human, innovation, and reputational resources. The following section looks at the resources available to Apple:
Tangible resources:
Financial resources:
As already mentioned, Apple has been successful in generating significant revenue along with high profit year after year, the financial resource of the organisation has been literally intensive to its growth (Team, 2020). The organisation has been successful in maintaining consistency in the revenue generation process that keeps it ahead of the potential competitors of the market by investing significantly in R&D, technological advancement, and other fondling actions.
Physical resources:
Apple in 2017 has launched its Apple Park corporate office in 2017 in California. Apart from it, the organisation has around 510 retail stores across 25 nations (Team, 2020). Apple's supplier’s list of 2019 shows that the company is tied up with 200 suppliers globally and is in agreement with over 800 production facilities. The Majority of the offices and production facility units of Apple are located in the urban areas. 



Technological resources:
Apple has been one of the forerunners among the technological companies in the world holding the largest number of patents. In 2018, Apple applied for a total of 1,310 patents which however has reduced to 853 in 2019 (Figure 1), but still the organisation topped the list of the individual organisation filing for the patents.
[image: ]
Figure 1: Total patents filed by Apple between 1999 and 2019 (Source: Nytimes.com, 2020)
Organisational resources:
Apple has long been installed ERP system and maintains omnichannel system in order to control and integrate all its important organisational operations. Apart from it, the use of sophisticated technologies like Big Data, Blockchain, and others have been helping Apple to integrate its enormous tasks (Gallardo et al. 2016).
Intangible resources:
Human resource:
The annual report also states that the organisation has been home to137,000 direct employees and more than 75,000 indirect employees in 25 nations. Apple has accepted multiculturalism and stood against the gender gap (Annual report, 2018). 
Innovation:
As stated earlier, Apple has been among one of the pioneers in the technology industry, innovation has been one of the most important elements that helped this brand to grow. From Macintosh to iPhone, from Apple Music to iCloud, Apple has left the innovative impression in every sector. In 2020, Apple invested a record amount of US$18.75 billion in R&D, up from that of US$2.5 billion that it invested in 2019 (Yevgenyevna and Igorevich, 2019). So, it is very clear about the importance of innovation and creativity for Apple.
Reputational:
Apple has been successful in developing its brand reputation as a sophisticated, luxurious, and technically superior organisation. The regular innovation of the organisation in different sectors seems to have helped it to remain competitively ahead of its potential competitors in the market and enable it to “appetize” its customers (Hong et al. 2018). The reputation of the organisation multiplied every year and attained a significant level that helps the company to separate its identity from others.
[bookmark: _Toc61028557]4.0 Analysis of Apple’s Macro Environment using PESTLE factors:
	
Figure 2. Company’s macro 
environment in marketing
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(Source: https://getmerit.wordpress.com
/2015/10/18/the-marketing-environment-companys-macro-environment/)

	
[bookmark: _Hlk60562172]The macroenvironment consists of 6 major forces that create opportunities and risks to the company - “demographic, economic, natural, technological, political, cultural” (Kotler, 2018).  PESTLE technique is a strategic tool that is used to identify and evaluate the impact of external forces that a company is subject to.  It is a good way to capture all potential risks and issues (Rastogi, 2016).  PESTLE analysis is an analytical framework for business planning; that is stands for:
P= POLITICAL
E=ECONOMIC 
S= SOCIAL 
T=TECHNOLOGICAL 
L= LEGAL 
E=ENVIRONMENTAL analysis (Rastogi, 2016)




PESTLE Analysis – External Environment
Political Analysis
[bookmark: _Hlk60681010][bookmark: _Hlk60524979][bookmark: _Hlk60559663][bookmark: _Hlk60564434]Apple Inc, like many large companies in the world, is exposed to political affairs, especially as the corporation has a significant number of suppliers in Asia (CNET, 2012).  The big part of Apple’s sales according to the Annual report, 2018 attributed to the outside of the US (Apple 10-k).  Hence any political instabilities in the foreign regions leave Apple open to risks (Khan et al, 2015).  Moreover, the recent issues at Apple’s larger supplier, Foxconn, over the long working hours, stress-related suicides, injuries to workers during an explosion in one of the Apple’s supplier facility put the company in a serious situation of rising “nationalism and anti-US sentiment among the workers” (Torres et al 2012).  A Close relation of Apple with China is putting Apple’s business operations under query from other nations and has increased the chance of boycotting Apple products by the countries like Hong Kong (Yevgenyevna and Igorevich, 2019).    Since the political environment is in a direct relationship with the economics, “Apple Inc with a revenue of 29.32 Billion US Dollars has been in the centre of the many political influences” (Statista, 2020) domestically too.  The US government had banned imports of some of the parts of the iPhone, Apple managed to restore the import in 2014 (Khan et al, 2015).  The US toughened employment and environmental laws made it harder for businesses to strive in the highly competitive environment (Apple 10-k).  Considering the facts above, we can state that Apple is strongly influenced by foreign and domestic government regulations, taxes, employment policies, and political instability.  Many government decisions destabilized Apple’s distribution channels, sales, and the latest China-US trade dispute led to trade barriers.  Therefore, the present political factors of Apple’s external environment can be evaluated as unfavourable force that creates more threats than opportunities (Khan et al, 2015).
 Economic Analysis 
The economic environment is a major force in deciding what kinds of products can exist in the marketplace.  Different levels of income have separated consumers into classes (Upper-, Middle-, Working-) that are affected by changes in the economy (Getmerit, 2015).  The spread of the COVID-19 pandemic since 2019 caused a global lockdown and worsening of the economic conditions around the world, which impacted greatly the sales of luxury tech gadgets, and customer’s spending patterns throughout all consumer classes (David, 2020).  The Government–imposed coronavirus rules, travel restrictions, closures of Apple’s production lines in China and worldwide stores, public fear over catching virus delayed launch and orders of new products affecting the sales and company’s growth further (Clover, 2020).  According to Business Wire market research “Apple's revenue is forecasted to fall by 3.8% in 2020 in what would have been a good year for the retailer with significant new iPhone releases planned for September” (Business Wire, 2020).  Bloomberg’s opinion is that “the path back to prosperity depends on tech companies rapidly scaling up, generating revenue and creating jobs” using effective pricing of intangible assets (innovation processes).  The recovery process will also be tightly linked to the production of the coronavirus vaccine that will allow financial interactions to go back to normal (Pandithharatne, 2020).  Apple teams-up with Google to develop a contact tracing app, “a tool that it hopes will be used by a number of governments around the world to help slow the spread of the virus” (Business Wire, 2020).    
Figure 3. Revenue of Apple by geographical region from the first quarter of 2012 to the 4th quarter of 2020(in billion U.S. dollars)
[image: ]
Goldman Sachs’ analyst downgraded the ability of Apple to recover: “We are now modelling a deeper reduction in unit demand through mid-2020 and then a shallower recovery into early 2021,” said Rod Hall.  He also modelled “a substantial slowdown in Apple services growth to 7% for 2021”, confirming that Apple is not immune to the effect of the COVID-19 pandemic (Bary, 2020). Considering the severity of the coronavirus crisis (which caused a recession in some nations and depression in others) and the lessons drawn from the past recession (Great Depression 1945, GDP fell by 27%; recession 1981-82) the current economic factors of Apple’s external environment are unfavourable force which will persist into 2021 exposing the company to recovery challenges, other than rivalry (Bary, 2020).
Social-Cultural Analysis
[bookmark: _Hlk60566123]The sociological factors consider all events that affect the marketplace and public socially. Therefore, the advantages and disadvantages to the public of the area where the company operates need to be well-thought-out. Thus “cultural expectations, norms, population dynamics, healthy consciousness, career altitudes, global warming, etc. and other factors that examine the social environment of the market must be evaluated” (Rastogi, 2016).  This report applies cultural trends, demographics, and population analytics to carry out a social analysis.  Apple is perceived as the most valuable and innovative brand in the world (David, 2020).  The development of technology and computer industry spiralling across the world and more people are interested in it.  The younger population (students), educational groups, businessmen, and professionals consider the brand part of their lives, which is a big opportunity for Apple (David, 2020).  Throughout its history, Apple has been creating improvements to its products to satisfy customers’ cultural expectations in the USA and Globally. To do so, Apple made strategical acquisitions such as Embark, Prime Sense, and Topsy; and formed strong alliances (e.g., Sony, Motorola, Phillips, and AT&T) (Khan et al, 2015), (Business Insider).  In China, Apple successfully attracted middle-class customers with luxury products.  According to Tim Cook, chief executive of Apple Inc., “the sales surged to a historic high for the September quarter 2020 in India” (Dutta, 2020) this is due to the new approach adopted by Apple “to bring down prices of newer iPhone models like iPhone XR and iPhone 11 by assembling them locally, and by opening on online store to offer affordable schemes to the local market” (Dutta, 2020).  This data provides clear evidence that countries with a good population income and the large population are potential market for Apple products.  However, we must acknowledge the power of local players such as Huawei and Xiaomi (China) who are digging into Apple’s market share “by offering customers tech-devices that are a lot cheaper than Apple’s items” (David, 2020).  This report comes to the conclusion that Apple’s devices are capturing interest internationally with the cool “trend” which is very much in-tune with cultural expectations and population dynamics across Europe, Asia, Americas, therefore social factors are favourable force in Apple’s macroenvironment.  
Technological Analysis
The business operations are affected (favourably or unfavourably) by technological factors – the approach to innovations in technology. Having an aggressive philosophy to innovation allowed “Apple to revolutionise the global technology industry and create an ‘app economy’” (David, 2020).   As a trendsetter in consumer electronics, “Apple offers a unique and advanced technology retaining 49% of its customers and converting 20% to iOS-users in the year 2012-13” (Forbes, 2013)
Figure 4. Retained Smartphone Customers by brand
[image: ]
The deal with the largest mobile carrier - China Mobile had transported 760M China Mobile subscribers into Apple circle, giving the company a colossal competitive advantage in the world’s largest growing marketplace (Forbes, 2013).  Technical sophistication allows Apple to charge their products at a premium price, but given the nature of the industry, the technology products have a short product life cycle, this “allows opponents have the abilities and technologies to duplicate Apple’s products and services” (David, 2020).   The latest evidence of the anti-Apple campaign came with news of a new alliance between Microsoft and Samsung, to align Windows computer-users with Samsung smartphones, similarly “Apple already makes possible between the iPhone and Mac” (Waters, 2020).   Although Apple is one of the leaders in the telecommunication industry, the competition is extremely high, the company has to consider all barriers to entry in certain markets to keep the leadership in the trade.  Even if Apple “has come up with a limited number of new products in recent years” (e.g., Apple Watch and Apple Music), the company still has an ability to innovate information technology and is one of the highest earners in the industry (Khan et al, 2015).  Technological factors are favourable forces behind Apple’s success. 
Legal Analysis
Legal factors have both external and internal sides to it.  The legal aspects to consider are “employment, quotas, taxation, resources, imports, and exports, etc” (Rastogi. 2016).  Certain laws affect the business environment in a foreign country while the domicile policies companies maintain for themselves (Rastogi. 2016).  “French watchdog” learnt that DGCCRF (Directorate-General for Competition, Consumer Affairs and Repression of Fraud) has ordered Apple a penalty of 25 million euros “for deliberately slowing down older iPhone models to push customers to buy its new devices” (BBC, 2020), the additional fine of 1.1 billion euros was ordered for anti-competitive behaviour (David, 2020).  Apple engaged in litigations in its normal course of business, largely due to aggressively enforcing its intellectual property interests (Moses et al., 2010).  Apple has been a plaintiff or defendant in civil actions in the US, “as well as a party in lawsuits that include antitrust claims, consumer actions, commercial unfair trade practice suits, defamation claims, and corporate espionage, among other matters” (Wikipedia, 2020).   As a member of BSA (Business Software Alliance), Apple is an active fighter against “copyright infringement of software”.  These examples demonstrate legal forces playing a big part in the corporation’s operations.  Various legal policies are enforced to protect the trademark’s copyrights nevertheless giving the fact that in Apple’s context it represents survival-battles rather than acquisitions, the opinion of this report is that the legal factors are unfavourable forces. 
Environmental Analysis
Although Apple has adopted green environmental practices (recycled material across key components of all devices, quality repairs, trade-in, etc.) to focus on ethical production of its products, is often challenged by its own workforce voicing against the disposal of non-functioning electronic devices.  Many ecologists reason that company is contributing to the pollution of the natural environment (David, 2020).  The smartphone assembly is associated with dangerous mining practices and the use of hazardous chemicals; this requires the support of a state-of-the-art recycling system which is an expense that could be passed on to the consumer.   The cost of disposal of devices outside landfills, predominantly those containing lithium batteries, could be colossal too (David, 2020).  The pressure is mounting from the UK government and environmental groups for global giants such as Amazon and Apple to be “responsible for helping to collect, recycle and repair their products to cut the 155,000 tonnes of electronic waste being thrown away each year in the UK”, MPs say (Laville, 2020).  Having said, we have to recognise Apple’s efforts “to conserve resources and protect the planet for the next generation” (Laville, 2020).  “Apple has announced that its products are going to be carbon neutral by 2030” (David, 2020).  The findings of this report are - Apple follows government legislations and restrictions, and as long as the company operates within the environmental standards then it can conduct its business without any issues (Apple, 2019).  Therefore, the environmental forces, although costly to adhere to, do not pose an immediate threat to the company, hence neither favourable nor unfavourable. 
Conclusion
PESTLE analysis of Apple concludes that political, economic, and legal forces are unfavourable; and social, technological forces are favourable.  Despite discussed challenges the corporation should be able to prosper because it has demonstrated a remarkable ability to adjust to a changing macroenvironment. Apple’s R&D competencies give it an advantage that should drive its revenue growth for years to come.
[bookmark: _Toc61028558]5.0 Advantages and Disadvantages of PESTEL TECHNIQUE 
[bookmark: _Hlk60595886]The first known reference to the term PESTLE appeared in “Scanning the Business Environment” by F. J. Aguilar (1967).  He discussed the ‘ETPS’ technique – “a mnemonic for the four sectors of his taxonomy of the environment: Economic, Technical, Political, and Social” (Rastogi, 2016).  With time, the other authors including Fahey, Narayanan, Morrison, Renfro, Boucher, Mecca, and Porter added other elements (Rastogi, 2016).  There are various forms of PESTLE to identify external risks, the organisation should choose the acronym most suitable to its objectives.  Four key reasons to use the PESTLE tool:
1) It helps business to identify opportunities and provides advanced warning of major threats. 
2) It shows the direction of the environment change, helping a business to work with change, rather than against it.
3) It helps one avoid starting projects that are likely to fail, for reasons beyond one’s control. 
4) “It helps develop an objective view of a new environment that business is looking to enter” (Rastogi, 2016). 
	Advantages
	 Disadvantages

	Simple, easy to use 
	Oversimplicity of the tool allows errors and misinterpreting of data

	Helps to understand the business environment
	Regular updates of the analysis needed for it to be effective

	Develops strategic thinking of the issues
	Most effective when used through many departments for various perspectives

	Decrease the effect of possible future business threats
	The tool is time-consuming and costly

	Helps to anticipate future issues and take steps to lessen their impact
	The verdict is derived on the assumption basis

	Allows business to identify new opportunities and undertake them successfully
	Due to constant environmental changes it is difficult to anticipate the developments and miss a side of a potential threats.

	CONCLUSION: The PESTLE Analysis should be used on a regular basis to maximise the results and not allow threats to go unnoticed.  The tool can be applied to a project, division, department, and so on.  Breaking up the process into smaller applications has extra chances to identify clearly the external risks.  The in-depth analysis is achieved when the tool is used in conjunction with SWOT and POTERS 5 forces models (Rastogi, 2016).  



[bookmark: _Toc61028559]6.0 Analysis of the strength and competitive positions of Apple Inc using Porter’s Five Forces model:
	Figure 5
[image: ]
(Source: http://fernfortuniversity.com/term-papers/porter5/analysis/549-apple-inc-.php)
	
Porter’s 5 Forces, analytical framework; was developed by Michael Porter in 1979 (Dudovskiy, 2017).  It represents five individual forces “that shape the overall extent of competition in the industry” (Porter, 1979). These forces are represented in Figure 5.  Michael Porter's Five Forces Model goes beyond of examination of financial metrics, it is a strategic management tool, that “analyses companies' positions and strengths within their industries” (Maverick, 2019). 


Apple Marketplace from a Five Forces Perspective
[bookmark: _Hlk60751954] In 2018, Apple achieved a market capitalisation greater than $1 trillion, becoming the first U.S. company to ever achieve this (CNN, 2020).  The central focus of Apple’s success is an innovation which has determined its growth (Pratap, 2017).  It is important to understand, that Apple strives in a highly competitive industry and must endlessly perform at its best to be able to stay ahead of its rivalry (Jurevicius, 2020).  Apple competes largely “on price, product and service feature, quality and reliability, design innovation, a strong third-party software, and accessories ecosystem” (Jurevicius, 2020).  The need to deal with the competitor’s factors came from the effect Apple experienced on its profitability and market share from the closest competitors like Samsung Electronics Co (Maverick, 2019).  The fierce competition within the electronics industry requires continuous innovation and taking advantage of the arising opportunities.  
Competitive Rivalry - Strong Force
“The level of competition among the major companies that compete directly with Apple in the technology sector is high” (Apple Inc, 2019).  Similarly, like Apple, companies such as Google, Inc., the Hewlett-Packard Company, Samsung Electronics Co., Ltd., and Amazon, Inc invest huge amounts of capital in R&D and marketing, consequently the competitive force within the technology industry is strong (Griffith, 2015).  The strong competitiveness based on the following factors: 
High aggressiveness of the competitors – Samsung and LG compete aggressively with Apple. The aggressiveness is visible in the rapid development of innovations, aggressive advertisement, and imitation of Apple products (Ferguson, 2019);
Low differentiation of products - The devices available in the marketplace are generally comparable in satisfying specific purposes.  Several “popular apps are available for Android and iOS devices (LastPass-password manager, Tile - tracker, etc.), and cloud storage systems from a variety of firms are available to iOS users” (Ferguson, 2019), “Amazon’s Kindle is a threat to Apple iPad, and Google and Samsung’s smartphones to Apple I-phone” (Pratap, 2017).  This environmental situation creates a condition where it easy for customers to switch providers and sellers.
Low switching cost for Apple means that its customers can easily switch to a competitive brand looking into “price, function, accessibility, network connectivity, and other concerns” (Ferguson, 2019).
The competition in the marketplace is a key threat to Apple that must be dealt with mainly through constant innovation, development of unique gadgets to increase and reinforce its position in the market.



Figure 6. Apple products market share analysis by (Khan et al, 2015), figures are taken from Apples Annual Report, Form 10-K (2013)
[image: ]
(Source: http://ijecm.co.uk/wp-content/uploads/2015/06/3660.pdf)
Potential entry of new competitors – Low-Moderate Force
The threat of a new competitor entering the technological market that could seriously affect Apple’s share in the marketplace is relatively low (Maverick, 2019).  This is due to the following external factors:
High capital involvement - High capitalisation is required for the businesses interested to compete against firms like Apple Inc (Ferguson, 2019).    A new company entering the market of personal computing or smartphones has to be able to invest an enormous amount of capital in R&D and manufacturing to produce its own range of product group before introducing its devices to market and commencing to generate profits (Maverick, 2019). 
The High cost of brand name establishment – “It is extremely costly to develop a strong brand to compete against Apple” Inc (Ferguson, 2019).   The technological sector already has several giants, such as Apple, Google, and Amazon that enjoy very strong brand equity, this holds an additional challenges for new entrants (Maverick, 2019).
The Capacity of potential new entrants - Large businesses like Google or Samsung with the large financial capacity have entered the marketplace with Nexus and Galaxy smartphones.  These examples show that there are large companies that have the potentials to directly compete against Apple Inc.  Possibly a Chinese firm (like Huawei) with financial backing from the government might sooner or later challenge Apple's place within the technological industry (Maverick, 2019). 
This evidence show that Apple must continue to develop competitive advantage through innovation and marketing to withstand new entrants’ “moderate competitive force” (Maverick, 2019).
Bargaining power of suppliers - Low Force
[bookmark: _Hlk60675741]“The influence of suppliers in imposing their demands on Apple and its competitors” is a comparatively week force (Maverick, 2019).   The external factors that diminish the power of suppliers based on:
Moderate to high number of suppliers and overall supply - The bargaining power of suppliers is weak because of the high number of potential suppliers for Apple and the sufficient amount of supply (Maverick, 2019).  Apple’s 2019 suppliers list “reports on 200 suppliers and shows over 800 production facilities” (Seth, 2020).  The switching cost for Apple between suppliers is relatively low and is not a significant issue for the company.  The size of the corporation firmly places Apple as the main customer in the supplier’s books, hence why “the suppliers are very reluctant to risk losing the main business” are willing to negotiate the relationship terms with Apple (Maverick, 2019).
High ratio of firm concentration to supplier concentration – the parts-supplier’s industry is highly competitive themselves, If providers do not maintain high-quality products at the right price, “Apple has the positioning to replace them with another competitor”  (Seth, 2020).  One of the largest Apple’s suppliers, Foxconn Technology - Taiwan based electronics manufacturer - represents the largest Apple “economic exposure”, the representative of only 4.44% of overall Apple’s suppliers or in the monetary values $7.1 billion (Wolff-Mann, 2019).







Figure 7.  Apple Suppliers Chain / 2019
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(Source: https://www.investopedia.com/articles/investing/090315/10-major-companies-tied-apple-supply-chain.asp#supplier-relationships)
The Five Forces analysis illustrates that the bargaining power of the parts-suppliers is low force and is “not a major consideration for either Apple or its major competitors” (Ferguson, 2019).

Bargaining Power of Buyers – Medium-Strong Force
The Bargaining power of customers in the electronics industry is generally immense (Dudovskiy, 2019):
The Element of Low switching cost – made it easy for consumers to swap brands, in so doing making them powerful in persuading giants like Apple to guarantee customer satisfaction and active engagement with the company (Ferguson, 2019). 
The Small size of individual buyers – as an individual purchaser buyer’s impact on a corporation’s revenue like Apple is insignificant, that makes an individual switch from the company to a competitor a weak-impact factor (Maverick, 2019).  On the other hand, the collective bargaining of the customers may affect Apple significantly in a situation of mass defection to the competitor (Maverick, 2019).
High buyer information – the vast pool of information available to buyers to compare the products in the marketplace, allowed customers to build a driving force in barging with the providers.  This force becomes even more prominent when customers are empowered by advertisements to switch from one provider to his competitor, (Ferguson, 2019).
The buyers’ purchase decisions in relation to preferences and perceptions of Apple products are strong environmental force, but some of the external factors reduce the power of Apple customers (Dudovskiy, 2019): 
[bookmark: _Hlk60673382]High level of customer loyalty – Apple has achieved massive success as a company that develops a new unique product.  Bespoke designs, innovative features, and capabilities of the gadgets allowed Apple to build significant brand equity and loyal customer base.  Morgan Stanley, the investment bank, carried out a study that revealed the fact of “92% of the iPhone users were “somewhat or extremely likely” to upgrade within 12 months intend to buy Apple” (Campbel, 2017).  This level of customer loyalty is the reason behind Apple products being charged at a premium price (Dudovskiy, 2019).
Apple’s “ecosystem” – Apple products complement each other very well.  iPhone and Mac interact without even being close to each other.  For Example, iPhone- and Mac-users, can receive phone calls to the computer even when iPhone is at a significant distance; alternately Mac can be used to send and receive phone text messages. Apple “ecosystem” inspires clienteles to be loyal to the brand, which weakens their bargaining power to a substantial degree (Dudovskiy, 2019).
 Absence of dependence on a few customers – Apple customers is plentiful in numbers.  The consumers are represented by single individuals, groups, and companies.  Annual Report, 2018 states that none of Apple customers accounted for 10% of net sales in 2018, 2017, and 2016 (Annual, 2018).  Therefore, Apple has no dependency on an individual buyer, as a result of that, the ability of customers to bargain with the company does not affect Apple in any way (Dudovskiy, 2019). 
[bookmark: _Hlk60679844]Porter’s Model revealed that consumers are the strongest external force; the bargaining power of buyers is one of the most significant strategic variables, that Apple has to secure (Ferguson, 2019). This can be achieved with strategies to support brand equity and customer loyalty.
 The Threat of Buyers Opting for Substitute Products – Weak-Medium Force
[bookmark: _Hlk60685319][bookmark: _Hlk60691459]In the context of Porter's Five Forces Model, the substitute products are not direct competitors but merely substitutes for them (Maverick, 2019).  Apple’s technologically innovative environment is dominated by Hi-tech computing products, electronics, and online services the threat of substitution from a traditional technology is very weak.   Although there are substitute products readily available in the marketplace that people can use, these substitutes are limited in features and performance  (Ferguson, 2019).   Example: iPhone v Digital Camera – customers have shown very little tendency to substitute the smartphone to a camera, as would not want to go through the hassle of buying and maintaining the camera, customers find smartphone more convenient to use for taking pictures with advanced functions, not available on a digital camera  (Ferguson, 2019).   “The camera market is continuing to shrink, and now we've got the iPhone 11 Pro” (Mansurov, 2020).  Having said that, the industry of consumer electronics evolving rapidly due to technological innovations and advances, the COVID-19 vaccine was engineered just under the year (BBC, 2020), so the world of phenomenon does create disruption especially in the tech world, therefore “it is hard to say when a substitute may emerge and out-dates the existing product and technology (Nair & Leng, 2012).  
The findings of the report suggest that the threat of buyers opting for substitute products is comparatively low for Apple due to Apple’s products overtaking the substitutes with the functional capabilities and design.  Many consumers are buying the Apple brand, rather than the product itself, decreasing the threat of substitute even further.  At the same time, Apple’s competing companies like Google, Samsung, Microsoft are producing new technology with the relatively lower price; or packed with more features at a similar price, this might create problems for Apple (Kindle v iPad) (Kowalczuk, 2020).
  Figure 8. Porter’s 5 Forces applied to APPLE
[image: ]
(Source: https://www.slideshare.net/thats4u83/apple-315791)
Conclusion: A PORTER’S Five Forces study of Apple's position in the technology sector revealed two strongest forces that can affect Apple’s leadership are industry competition and the bargaining power of customers.   “The bargaining power of suppliers, the threat of substitutes, and the threat of new entrants” are weaker forces of external factors  (Mansurov, 2020).  Analysis indicates that the corporation must address the strongest forces to strengthen the strategic position of Apple within the industry of electronic equipment.  The analysis supports Apple’s current position of continuous innovative strategies and tactics as a way to keep the leadership of competitive position in the technological sector and fulfill continuous growth and development.
[bookmark: _Toc61028560]7.0 Situational analysis of APPLE Inc using SWOT technique
The definition of a SWOT analysis by Tanya Sammut-Bonnici, 2015 in Strategic management is a tool that “evaluates the internal strengths and weaknesses, and the external opportunities and threats in an organisation's environment. The internal analysis identifies resources, capabilities, core competencies and competitive advantages, using a functional approach to review finance, management, infrastructure, procurement, production, distribution, marketing, reputational factors and innovation.   The external environment is analysed in terms of political, economic, sociocultural, technological, ecological, demographic, ethical, and regulatory implications” (Sammut-Bonnici, 2015). 
This report examines the strength and weaknesses of, opportunities, and threats for Apple Inc.  It delivers an understanding of the company’s strategic situation and evaluates the current business position.  SWOT analysis can be used to revalue the overall business strategies or concentrate on a specific segment of the organization (Haque, 2021).  Furthermore, this SWOT analysis presents evidence of how Apple “used its competitive advantages to become the dominant player in the tech industry (Jurevicius, 2020).
Strengths - internal positive qualities of the business, successful strategies and competitive advantages
This part of the SWOT framework recognises the strengths that permit Apple to overcome weaknesses, take advantage of opportunities, and withstand threats in its technology business environment (Smithson, 2020). These strengths are internal assets of the company: “the performance of the people, processes, and technology” (Saxena, 2020):  




	
Figure 9. Apple’s product ecosystem
[image: ]
	
1. ” Exceptional ability to design and develop exclusive hardware, software, applications and services”  (Jurevicius, 2020).




Apple was able to generate a competitive advantage that no other company can compete with, by integrating innovative and easy-to-use products and services into one ecosystem  (Jurevicius, 2020).  Apple’s ecosystem is included 
· Hardware:  electronics like- iPhone, Mac computers, iPad, AirPods, Apple TV, Apple Watch, and other items.
· Software: every category of Apple product is supported by home-designed systems - iOS, macOS, iPad-OS, watch-OS, and tv-OS.
· Application software: work or entertainment most popular applications- iLife, iWork, iMovie, Safari, Final Cut Pro, Apple Books
· Services: Well developed service - “App Store, Apple Music, Apple News+, Apple TV+, Apple Arcade, Apple Card, Apple Pay.
Except for Google and Samsung Electronics, a very few other businesses have serious capabilities to challenge Apple’s break-through advances: Samsung Electronics is lacking a comprehensive OS, apps and services to offer for its customers; where Google, although excelled in software designs and application, is lacking in hardware devices  (Jurevicius, 2020).  “Apple’s iPhone sales accounted for 44.26%of the company’s overall revenue in the Q3- 2020, the largest share of all Apple products” (Holst, 2021).


	
Figure 10.  The Smartphone industry Retention Rates
[image: ]
(Source: Source: BankMyCell)

	
2. “Loyal customer base in every main product market where the company operates”  (Jurevicius, 2020).

“Apple retains 74.6% of its customers, compared to Samsung’s - of 63.9% and LG’s 40.7% (BankMyCell, 2019).


Without any company’s loyalty program, Apple enjoys a loyal customer base, that buys the company’s devices despite there are better or cheaper options available.  According to the latest study by Brand Keys, Apple had the most loyal customer base in the smartphone, tablet, laptop markets (2014 - 2017) (Brand Keys, 2019).  Apple products are loved for their “innovation, design, ease-of-use, reliability and the status they convey “ (Jurevicius, 2020).
	Figure 11. Apple Brand Logo
[image: ]
(Source: SWOT analysis of Apple (5 Key Strengths in 2020)

	3. “Powerful brand powered by strong advertising and marketing capabilities”  (Jurevicius, 2020).
 According to Interbrand and Forbes – “the Apple brand is worth US$234.241 billion and US$205.5 billion, respectively”.


 The world’s most recognisable brand relies on advertising and marketing capabilities.  Over the years Apple launched the most memorable campaigns (‘Think Different’, ‘1984’) with the help of the advertising agencies (TBWA/Chiat/Day).  The recent focus is on “strengthening its own in-house advertising and marketing teams of internal talented people”  (Jurevicius, 2020) to create spectacular marketing campaigns and to build the most powerful brand in the world. 


Figure 12 Tim Cook, CEO Apple, Apple store
	[image: Tim Cook, CEO of Apple, visits an Apple store (Photo by Andrew Burton/Getty Images)]
(Source: Forbes magazine, 2015)

	4. Carefully Selected employees -
According to Forbes “Apple is looking for positive thinking people who don’t say “no”, people who can think outside the box, and people who can make impossible possible” (Gallo, 2015).


Apple’s employees follow Apple’s ideology and are passionate about the company.  Apple has got its own operating system that has been developing by its own skilful workforce.  Apple is in a constant search for diversity around the world of adroit developers.  According to Timm Cook: “Skilled workers, not lower salary, were the lure that brought Apple to China”. 
	Figure 13.  Apple R&D
[image: ]
(Source: CNBC)


	5. Financial Strength and strong R&D department
February 2015, have seen Apple reaching revenue of $74.6 billion, with $18 billion in profits for a single quarter. It is said to be the highest income in history.  Retained earnings are helping the company to recover from financial downtime (COVID-19 impact).   Also, this finance can be used to better research and development department.



According to Earnings Statement, 2019 “Apple spent $4.2 billion on research and development in the quarter ending in June, the highest quarterly amount it has ever spent on research and development” (CNBC, 2019).  Apple is investing in core technologies that may power devices that have not been built yet.  Apple’s CFO, L. Maestri said: “We want to improve the user experience and differentiate our products and services in the marketplace” (CNBC, 2019).
In the Strengths of Apple SWOT section, we can see that Apple has all the criteria to be the best company in the world.  The most significant are “the financial strengths, the brand value, the innovative characteristics, the experience, training the employees to make them efficient, and diversified portfolio of products” (Haque, 2020). 
Weaknesses - internal factors to the company, disadvantage to the Apple competitors 
	
[image: ]
(Source: https://www.edrawmax.com/article/swot-analysis-of-apple.html)
	
1. Higher Price than Other Smartphones in the sector, high-class targeted clientele, and limited distribution network – 
Apple uses a premium pricing strategy (Haque, 2020) and its own website and Apple Stores to sell their products.  The main disadvantage of this that it limits market reach (Saxena, 2020).


Apple prices their products are always higher than other recognised brands in the market such as Samsung, HTC, etc. (Haque, 2020).  iPhones remain beyond the general people’s grasp. “There is a massive market for middle-class people, but Apple ignores this sector to protect its brand image” (Haque, 2020). The policy of exclusivity limits the distribution network, even though Apple has strong control over the distribution of products.  As a matter of fact, the premium price strategy has a disadvantage “of sales dependence on high-end market segments” (Smithson, 2020).
2. Lack of Compatibility with other products, 
The Narrow product line, (Accessories Incompatibility) 
Apple's devices are infamous for being consistent with Apple's accessories only (Saxena, 2020). “Lack of ports, unique charger cables, and missing jack ports – are part of innovative designs, but also increase the cost of add-ons” (Saxena, 2020).  Apple’s iOS-based devices are incompatible with other systems, this a key reason Apple cannot target an audience that wants to have these elements (Smithson, 2020).  This report also finds Apple’s phone range very narrow, as “for the last decade, the company has been developing the same looking iPhones with updated features” (Haque, 2020). 
3.Patent Infringements
As we discussed in Assessment 1, Apple is subject to multiple copyrights disputes and is often charged with the violation of the patent’s laws, which is damaging to brand reputation.
The internal factors in this aspect of the SWOT analysis suggest Apple Inc.’s pricing and distribution strategies, as well as targeted clientele exclusivity, impose limitations or weaknesses in the business (Smithson, 2020).
Opportunities – external factors that can influence the company strategies, and become company strength 
1. Expansion of the distribution network 
to reach wider consumer electronics
 market (Smithson, 2020)
 Apple is the main distribute of its products through the website.  The third-party distribution channels in overseas countries would increase the distribution network and allow bigger sales and increase their profit (Haque, 2020). 
2.Widespread and aggressive marketing for
 higher sales volumes based on rising
 demand of electronics (Haque, 2020) 
An Increase in technological dependency, especially on smartphones presents growing interest in portable devices. “As a result, the demand for a smartphone may increase more at an increasing rate” (Haque, 2020).  “Company has the opportunity to increase its sales volumes through aggressive marketing” (Smithson, 2020).  Moreover, according to Telegraph Magazine: “The sales of smartphones fell by 3% year-on-year from 345 million units in the first three months of 2015 to 334.6 million handsets” (Williams, 2016), this indicates that a “shift to computers and laptops sales may take place” (Haque, 2020). 
3. “Development of new product lines in consumer
 electronics and online services” (Smithson, 2020)
The company can make its product lines broader and offer accessories and gadgets to complement the existing ones. Businesses can develop and introduce new products for middle-class people, to snatch the markets in developing countries (Haque, 2020).  With further innovation and huge investment in R&D, the company can diversify to a new range of product, as it has already achieved with the Apple Watch (Haque, 2020)
This part of the SWOT analysis of Apple implies that the business has the most important opportunities for further growth despite aggressive competition (Smithson, 2020).
Threats – external factors that reduce financial performance electronic-focused business 
1.” New Competitors and aggressive competition involving
 large multinationals like Samsung, Amazon, and Microsoft”
 (Smithson, 2020)
Aggressive competition is limiting Apple’s profits, suggesting the need for robust basics to maintain “competitive advantages in computer software and hardware, and online services” (Smithson, 2020).  The Statista Report on the market share of mobile operating systems globally (2012-2020) shows that “Android maintained its position as the leading mobile operating system worldwide in October 2020, controlling the mobile OS market with a 72.92% share. Google Android and Apple iOS jointly possess almost 99% of the global market share” (Statista, 2020). 


2. “Coronavirus Outbreak and Global Tensions” (Saxena, 2020)
“The outbreak of the coronavirus damaged up to 20% of Apple's annual revenues until April 2020”. “The expected revenue of $63bn - $67bn, materialise only into $57bn, which is a 15-20% drop from the predicted revenue” (Eadicicco, 2020).  The trade war between the US/China saw an “increase of tariff on imports from China and can lead to higher pricing for the products” (Saxena, 2020).  A combination of the pandemic effect and a high labour cost in China is a damaging blow to Apple.
3. Imitation involving firms that compete based on low prices (Smithson,2020)
Historically, imitation of recognised brands presented a great threat to the companies.  Very often Apple’s iPhone is subject to multiple counterfeits in the countries like China (Beck, 2016).  Also, local, and global corporations could imitate the design and features of Apple’s products for replica substitute products (Haque, 2020).
SWOT Analysis of Apple Inc – Conclusion and Recommendations
This SWOT analysis highlighted the internal and external factors that are major strengths to successfully address organisational weaknesses.  Apple also can use these factors to take advantage of opportunities:  the example could be - “the expansion of its consumer electronics distribution network”.  Additionally, the company’s solid brand image and innovative processes can be used “to successfully develop and launch new technology product range”.  Nevertheless, Apple is subject to threats of “aggressive competition and imitation”, which are common in the competitive market of global consumer electronics (Smithson,2020)
Based on discussed strategic problems in the SWOT analysis, a recommendation of continuous and aggressive innovations in the sector of product development can be suggested to Apple Inc.  Technological advances can significantly reduce the chances of imitation of the brand’s products from smaller companies.  The rising cost of labour market can be dealt with with the further enhancement of production processes automation. The distribution partnerships with third parties can improve the company’s overall sales of consumer electronics (Smithson,2020).
[bookmark: _Toc61028561]8.0 Segmentation, Targeting and Positioning – A study of STP Strategies of Apple Inc 
	Figure 13. Apple’s STP strategies
[image: ]
(Source:https://prezi.com/bv8gix-aygq6/segmentation-targeting-and-positioning-process-of-apple-in/?frame =ac63e874cf59e3c7 c80e4cad86d4c357872c621e)
	Free Encyclopaedia explains, in marketing
“STP (segmenting, targeting, and positioning) is a is a broad framework that summarises and simplifies the process of market segmentation” (Mountinho, 2000).  “Market segmentation is a process, in which groups of buyers within a market are divided and profiled according to a range of variables, which determine the market characteristics and tendencies” (Bowen, 1998).  “The processes of segmentation, targeting and positioning are parts of a chronological order for market segmentation” (Wikipedia, 2020)



Apple’s chronological order of market Segmentation (STP processes)
Market Segmentation is a process of dividing a broader population (existing or potential clientele) into groups according to certain characteristics – segments (sub-group of consumers) (Dudovskiy, 2019).  The common set of qualities shared by Apple targeted population - segment is “appreciating design, quality and performance of technology products and services over their prices”  (Dudovskiy, 2019).
[image: ](Source: https://www.slideshare.net/SubhradeepBhattachar2/a-study-on-stp-strategy-of-apple-inc)
Apple used a mono-segment type of positioning, placed itself as a “premium brand offering products and services with advanced functions and capabilities for additional costs”, “appealing to the needs and wants of a single customer segment” (Dudovskiy, 2019).  Consequently, Apple’s target clientele segment was “well-off parties who are willing to pay extra for technology inventions and services with advanced design, functions, and capabilities”  (Dudovskiy, 2019).  In recent years Tim Cook (Present CEO of Apple), shifted the company’s positioning to a multi-segment positioning, where the company is targeting multiple customer segments with different products/ services packages.  Consequently, “no longer do the barista and the corporate executive use the same iPhone — today, there are high-end models, consumer models, and a long line of old products the company keeps around to fill every niche and price point” (Marx, 2019)
Table 1. Illustration of Apple’s segmentation, targeting and positioning
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(Source: https://research-methodology.net/apple-segmentation-targeting-and-positioning/#_ftn1)

Targeting as defined in The Free Encyclopaedia “is the process of identifying the most attractive segments from the segmentation stage, usually the ones most profitable for the business” (Bowen,1998).   Apple’s marketing strategy has three Target Groups:
i. Music orientated individuals who are targeted by the iPod and iTunes 
ii. Professional and Teenagers who are targeted by iPhone, Tablets, MacBook, and other gadgets that can be used irrespectively of maturity
iii. Users of other Apple services and products – Apple TV, iWatch, iBooks, iPay, etc. (Bhattacharjee, 2018)
Figure 14. Apple Target Groups
[image: ]
(Source: https://www.slideshare.net/SubhradeepBhattachar2/a-study-on-stp-strategy-of-apple-inc) 
Apple’s Targeted markets:
	Teenagers 

	iPod users, active with social life, listening to music with friends, make good use of social media accounts, hand-device gaming lovers.

	Students (Colleges, Universities)
	iPads, iPhones, MacBook users for notes taking.   Devices are useful to organise notes, light enough to be carried around.

	Corporate people
	Multiple Apple devices in use, important to the user is the business functionality of the software. Devices are used extensively for business communication - uploading and sending documents, etc.

	Adults
	Predominantly iPhone users, for daily routines: phone calls, directions, camera, map, internet connections for browsing 

	
	


Source:  (Bhattacharjee, 2018)
Apple is known to use a targeting method of “one supplier with one product targeting all segments”, where Apple “targets individuals as per target focus and let them decide “how and where they will use the product” (Assay,2010)
Figure 15.
[image: ]
(Source:https://www.slideshare.net/SubhradeepBhattachar2/a-study-on-stp-strategy-of-apple-inc)

Positioning according to the Free Encyclopaedia “is the final, business-orientated stage, where the business must assess its competitive advantage and position itself in the consumer's minds to be the more attractive option in these categories, then business’ competitors” (Bowen, 1998).   Therefore, Brand positioning is “the conceptual place you want to own in the target consumer's mind” - the benefits that target customers can associate with the brand when they think about it (EquiBrandconsulting, 2019).  The allocation of positioning into 3 types help business position brand into its competitive advantage (Klever, 2009)
Figure 16. Apple Positioning Statement
[image: ]
(Source: https://pt.slideshare.net/deepanshua/stpsegmentation-targeting-positioning-of-apple)

“Functional Positioning is focused on the aspects of the products or services that can fulfil consumers' needs or desires” (Klever, 2009).  Apple products are position as a product with unique design, innovative features, and bespoke applications that can only exist in Apple world.  
“Symbolic Positioning is based on the characteristics of the brand that fulfil customers' self-esteem” (Klever, 2009).  Apple positions itself as a lifestyle exclusive product for wealthy people, innovators, with good jobs.  The premium price in the mind of the consumer is associated with premium quality, which is never compromised.
Experiential positioning is based on the characteristics of the brands that stimulate the sensory or emotional connection with the customers (Klever, 2009). “Apple uses simplicity, a clean design, and most importantly, a desire to become part of a lifestyle movement to belong to the newest technology” (Instapage, 2020).  Apple is appealing to the highest-level human need of being respected, creative and belong to a group  (Instapage, 2020).  
Today Apple is positioned in White Hot Zone with all electronic consumers’ attention glued to the company. The introduction to the world of the new products: iMac, iPod,-OS and Intel processors, MacAirBook, iPhone, iPad enable Apple to gain this position (Kottolli, 2011).  To understand Apple’s position in a “white-hot centre” of the market this report is looking at fundamentals of marketing - marketing mix strategies 

[bookmark: _Toc61028562]9.0 Marketing Mix for Competitive Advantage
“The term marketing mix became popular when Neil H. Borden published his article on “The Concept of Marketing Mix” in 1964” (Singh, 2012).  Definition of Marketing Mix: “The marketing mix refers to the set of actions, or tactics, that a company uses to promote its brand or product in the market” (The Economic Times, 2021). The Marketing Mix consists of four decisions that need to be considered before the product can be launched.  The decisions are planned approaches on instruments and strategies to be used to meet “the needs of the customers, to influence buyers’ response and to challenge the competitors” (Singh, 2012).  The grouped marketing mix variables are Product, Price and Place & Promotions (for product marketing mix of tangible goods, service marketing mix uses 7 variables).  All four variables help the company to formulate strategic decisions necessary for competitive advantage.  All four elements are interrelated and supported by strategies resulting in “ties that bind the customer little closer to the firm” (Singh, 2012).




Table 2. Elements of Marketing Mix decision
[image: ]
(Source: Marketing Mix of 4P‟S for Competitive Advantage)

[bookmark: _Toc61028563]9.1 Apple Marketing Mix Strategies for Competitive Advantage
Figure 17. Apple Business Model
	[image: ]

	Since Apple is a product company (54% of Apple’s revenue in 2019 was represented by the iPhone) this report describes 4P’s Marketing Mix Strategies of Apple Inc.


(Source: https://fourweekmba.com/apple-mission-statement-vision-statement/)






9.1.1 Product Marketing Strategies
“Apple Inc. offers high-end, high-quality, electronic consumer goods to the public. Their products are backed by a strong brand that also acts as a status symbol” (Bruno, 2020).  Apple Product line consist of the following groups of devices – Mac, iPad, iPhone, Apple Watch, Apple TV, and iPod; every group has a subdivision of Apple products that vary in specifications and price range.
Figure 18.  Apple Product Mix
[image: ]
(Source: https://www.madmarketingpro.com/apple-marketing-program-report)

Table 3. Apple Product Mix specifications
[image: ]
(Source: Mad Marketing, Apple Marketing Report, 2020)



Products Life Cycles (PLC):
iPhone - The iPhone was launched in the 3rd-Q of 2007 with sales of 270,000 units.  At the current point, iPhone has entered the maturity-saturation stage of the product life cycle, but Apple’s iPhone has no intentions to end the product cycle.  iPhone is a top seller in Apple’s product mix, with the revenue reported independently from other products, that were calculated as a group.   Moreover, Apple carries on altering the offerings for the iPhone. Apple has been effective “by implementing the modify offer strategy” and creating multiple updates of the device (about 16 updates and counting). This strategy is preventing the iPhone from reaching the decline stage of the product life cycle (Bruno,2020)
iPad – The iPad was introduced to the market in the 3rd-Q of 2010 (3 years after the iPhone launch).  The sale of 3.27M units of devices in the first quarter of the release continues to grow with the occasional miss on projected sales figures.  In 2017, the latest introduction of iPad took place, iPad Pro-light, convenient, favourite with Apps users.  With the updates offers fewer than an iPhone, iPad to be believed is in “the maturity-saturation stage of the product lifecycle along with the iPhone” (Bruno, 2020).  There is a strong signal (drop in sales) that Apple must modify the offer for its consumers to reach the stage of 2010 again.
iPod – The iPod was launched in 2001 with a sale of 125,000 units.  Thereafter, with the huge investments in R&D the new updates were introduced regularly, accordingly, the sales of iPod grew every year.  The latest hardware update and the modified offer were in 2013 and 2017 respectfully.  Today, The Apple iPod Touch is the only iPod available from the brand, additionally, Apple is no longer reports iPod sales figures individually, instead, iPod sales are bundled with Music services. Although the iPod is not in the decline stage of the product lifecycle yet, the demand for the product is slowly dying out. This report view is that Apple “has made the strategic decision to harvest this offer to increase cash flow and minimise financial and sales allowances to the product” (Bruno, 2020).   
Apple Watch: The Apple Watch has been released in 2015 and this is a relatively new product still in the growth stage.  So far Apple Watch has been updated 3-4 times, a recent new collaboration with Nike has introduced the Apple Watch Series 3 Nike +.  Apple is actively looking for alternative ways to generate sales of the Apple Watch and possibly, to reintroduce the watch as an individual revenue generator (Bruno, 2020).   
Apple TV: The Apple TV was first launched in the market in 2006, and the next updated version - 4k Apple TV emerged in 2017.  Before the second offer of the TV was introduced, there has not been many ads on the Apple TV available.  The main source to communicate the marketing message was mostly through public relations and news outlets.  It seemed that Apple TV entered the decline stage of the product life cycle.  But with the release of 4k Apple TV (cinema experience) the product believed to be was given a new live jumping back into the introduction stage of the product life cycle (Bruno, 2020). 
Macs: The latest MacBook was released in 2017, the device presented impressive features and has been a showcase of Apple’s R&D advances.  In addition to the new offer in 2017, Apple’ MacBook has been releasing new updates every year since 2014.  The latest iMac has been released in 2017, with yearly updates since 2014.  This shows that the product life cycle of Macs is estimated to be about a year long.  iMac products are in the maturity stage and are due for the next offer to be re-entered the market in the introduction stage (Bruno, 2020).
Product Branding Strategy
Apple employs the Multi Branding strategy, or more precisely, the Sub-branding product strategy exceptionally well. All Apple products have a unique sub-brand that gives better insight into the offer. Furthermore, the Apple logo visible on every Apple product sold, allows the consumer to associate the product with the brand.  For example, Apple iPhone is a brand of its’ own rights and it has sub-branded labels such as the iPhone X and the iPhone 8 Plus. This permits customers to distinguish various Apple products under the same brand and/or product line (Bruno, 2020).
The Line Extension Strategy
As most of the Apple products are at the maturity stage (the most profitable time of PLC), it is crucial to extend this period as long as possible and delay a decline stage in sales. Hence why Apple continuously explores line extension strategies in most of the products of the brand.  This strategy is implemented by updating various specifications and slightly modified features of the mostly same product.  The iPhone8 comes with 64 GB and 128 GB storage, which are different in price.  The products were released to satisfy the various needs of the consumers.  The line extension also can be seen in iPod releases with more features, more colours, larger memory, faster processors, a smaller size – anything to keep on getting a short-term sales to boost  (Blatchford, 2012).
Figure 19.  “Apple product sales (iPhone, iPad & iPod) 2009-2017.”  
[image: ]
(Source: Statista, 2021)
9.1.2 Price Marketing Strategies
 Price skimming 
“Skimming involves setting high prices when a product is introduced and then gradually lowering the price as more competitors enter the market” (Bruno, 2020).  The strategy can be illustrated on the example of iPhone X.  The firstly introduced device was priced at $999 for 64 GB storage.  At this price, only innovators and early adaptors were willing to pay the premium price to receive the latest Apple equipment.  Once this segment of clientele has been satisfied, Apple has made the decision to lower the price to make iPhone X accessible to other segments of the market.  As the market price for iPhone X continues to drop the device enters the maturity stage.  The application of this strategy allowed Apple to “reach more customers with the same product over a given set of a time (typically a year to 1.5 years for all iPhone updates) (Bruno, 2020)
Premium pricing
“Is used by the business of high-quality products and market them to high-income individuals” (U.S. Chamber of Commerce, 2019).  Apple uses a premium pricing strategy for iPhones, and they have a “good”, “better”, “best” range.  In Company’s view, the iPhone is a product superior to his competitors and recognize that customers are willing to pay a premium price for the Apple iPhone.  Having said that, Apple understands that price sensitivity does take place and therefore offer a range of iPhone generations, where generation is a range of models.  These strategy elements are sound, the customers who demonstrate a willingness to pay the higher end of a premium price for the cut-edge design and platform enjoy the best end model, where the customers that are unwilling to pay can still enjoy features and functions of the iPhone in their price range models (Strategic Pricing Solutions, 2019).   
9.1.3 Place or Distribution Marketing Strategies
Direct Distribution Channels:
i) Apple store locations – are subsidiaries of Apple Inc that operate physical stores that sell Apple devices and related products from other manufacturers.  Currently, Apple has 500 locations in 18 countries.  Apple’s strategy is to aggressively grow store locations in China, India, Taiwan, Singapore (Bruno, 2020).
ii)  “Company-owned website and online distribution for desktop and mobile” – Apple.com website offers an abundance of information for software questions and for purchases of Apple tangible products.  Digital content for desktops and mobiles (apps, music, movies, and others) is available through online stores, such as the App Store and the iTunes Store.  The strategy of online distribution allows Apple to boost international market connection (Greenspan, 2019).
Indirect Distribution Channels:
iii) Authorised resellers – The sellers that operate their stores in strategically placed locations (Shopping Centres), some mega stores (such as Walmart and BestBuy) and accounts on Amazone.com (Greenspan, 2019).
iv) Agreements with Telecommunication firms (such as Verizon, AT&T, Sprint) that are offering iPhones with the integrated service packages to subscribers in local target markets (Greenspan, 2019).

9.1.4 Promotion- Marketing Strategies
Apple promotion activities are carried out to communicate & persuade the target market to buy the company’s products, with the emphasis being made on the premium brand image and premium quality of products.
i) Digital Marketing – Digital advertising on the company’s website and technological news networks.  Celerity endorsements.   In addition to online advertising, the company also uses Billboards.
ii) Personal selling with the expertise of Apple’s employees committed to providing the most up to date product-related information for the customers to commit to the purchase.
iii) Sales promotions - Practised in stores or authorised settings. At some locations, customers can purchase older models at a discounted price if a more expensive item is acquired. 
iv) Public Relations – Apple uses PR extensively - Apple Events, Press releases, Interviews with the magazines, educational initiatives (Connect ED).  PR strategies are carefully planned to maximize positive publicity of the brand image, business, and products.
[bookmark: _Toc61028564]CONCLUSION
In competitive markets, managers should acknowledge the presence of interactions within marketing activities and macro- and micro- business environment. This report suggests that key external and internal environmental forces influence the marketing strategies and decisions that the company is undertaking for competitive advantage.  Apple Inc has managed to influence the market through its innovations and superior products indicating that the company should take this opportunity to maximize the sale of its products. The company must explore the methods to overcome its weaknesses and increases its strengths. It is suggested for the company to remain competitive; it must follow the vision of Steve Jobs of being innovative and developing superior products. The continuous appraisal of current changes will help Apple Inc overcome the challenges of new competitors with better products.  
[bookmark: _Toc61028565]RECOMMENDATIONS
Figure 20. Ansoff Matrix (1957)
	[image: ]
	This report examines the application of Ansoff Matrix in Apple Inc to develop four alternative growth strategies. 



(Source: https://howandwhat.net/ansoff-matrix-apple-apple-ansoff-matrix/)
Market Penetration Strategies
Referred to “selling existing products/services into existing markets” (BPP Learning Media, 2010).  Apple Inc uses a market penetration strategy widely to increase its market share and sales.  Example: Apple optimises the sale of iPhone through existing platforms of Apple stores, Apple.com, Authorised dealers, and telecommunication partners (3, O2, Vodafone, EE, BT).  The sales are support by a promotional mix: digital marketing, PR releases: multiple events & exhibitions, personal sales in stores to further market penetration.  Additionally, the company also drops its prices and offers reductions on products sometime after its launch, software updates, and accessories to retain existing customers (BII, 2016).
Market Development Strategies
Referred to “selling existing products/services to new markets or regions” (Rahman, 2019).  As a global brand, Apple has been persistently expanding its presence into new geographic markets by launching its merchandising stores to allow customers to gain access to products directly from the firm.  Since the first international store in Ireland in 1980, Apple Inc is now trending in 24 nations (Apple, 2019).  To accommodate the needs of the local consumers in each new market Apple identifies new distribution channels.  Having firmly established its presence in Western Markets, China, India, Apple set its move to developing countries like Indonesia (Business Insider, 2019).  Market development is an ideal strategy to enhance sales in the situation when the domestic market becomes stagnated (Rahman, 2019).  
Product development Strategies
Referred to the “Development of new products and selling them to the existing markets”  (Rahman, 2019).  Following the vision of Steve Jobs, Apple never stopped innovating and designing the new models for its “smartphones, tablets, computers, and other electronic devices and launching them into existing markets” (Rahman, 2019).   Similarly, Apple uses its R&D advances to launch a variety of models of the same product to attract customers needing different technological features.  This strategy allowed Apple to satisfy the wants and needs of new and existing customers with one product.   An example would development of the multiple models of iPhone8 to reach out to a variety of clientele (Kankasi, 2019). 
Diversification Strategy
Refers to selling new products to new markets.  The strategy carries risk of unfamiliarity.  Apple is not new to the Diversification Strategies since it started its journey as a computer developer and moved on to designing the most successful product in the world (iPhone).  Additionally, the application of the Diversification evident in Apple’s introduction of innovative products such as Apple Watch, Apple Pay, Apple Card.  Diversification presents less of a risk for Apple, because of the financial strength of the corporation.  The good cash position allows the firm to invest in Research and Development programmes, as well as advertisements and promotions to introduce new products into new markets (Yarrow, 2019).
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