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Executive Summary
The main context of this report is to describe the necessity of effective marketing management and for developing this report, the US-based company, Apple has been chosen. A detailed overview of the organisation was provided in the first part of this report. In the next part of the report, the PESTLE analysis of Apple has been evaluated including the external environment of the US’s market. As an analysis of the external environment, Porter's five forces analysis has also been explained in the context of Apple. The SWOT analysis of Apple was explained within this report to evaluate the internal business structure including the strengths, opportunities, weaknesses and threats of Apple. Extended STP analysis and extended marketing mix of the company are also included in the next part of the report including the Ansoff matrix and product life cycle model. Some recommendations have been also provided in terms of avoiding the threats and improving the strategies of marketing of Apple.
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[bookmark: _Toc143863990]Introduction
Marketing management is one of the significant business terms and without efficient marketing management, the organisation will be unable to promote its business products or services accurately. Proper advertisements, accurate promotional strategies and digital marketing, all are included in the marketing management (Kotabe and Helsen, 2022). For developing this report, the company, Apple will be chosen and a detailed overview of the organisation will be provided in the first part of this report. The PESTLE and SWOT analysis will be provided along with Porter’s Five Forces Model to evaluate the external and internal business structure of Apple and its marketing strategies and some recommendations will be provided at the end of this report that will be beneficial for the company's growth. 
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Figure 1: Marketing Management
(‌Source: Marketing Management, 2022)
[bookmark: _Toc143863991]Question A

[bookmark: _heading=h.wu4nfsfwplkp]
[bookmark: _Toc143863992]Overview of Organisation
Apple Inc. is an international American company that produces technological gadgets for tech-savvy customers (Apple, 2023). The headquarters of the company is in California, Cupertino. It is one of the largest technological companies and earned the highest revenue, which was US$394.3 billion revenue in 2022. Based on the market capitalization, Apple already became the world's biggest company in March 2023. 
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Figure 2: Apple Store
(Source: AHEAD, 2021)
[bookmark: _Toc143863993]PESTLE Analysis
Political: Being an American technology industry, Apple has a strong global presence across several countries. Recently the inequality of income has become a major political issue in the United States. The company is accumulating a huge amount of cash. The various social and political issues continuously disrupt the manufacturing system of Apple in China (Zhou, 2020). Besides that, the American government is enforcing the fact of low import of Chinese products to boost the manufacturing of America. All of these factors have been influencing the manufacturing system of Amazon. 
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Figure 3: Manufacturing of Apple Products in China
(Source: Richter, 2020)
Economic: In the US, labour costs have increased in recent years, therefore, it affected the company to hire people to manage individual functions. According to the Employment Cost Index, the labour cost rose to 4.0% on a year-on-year basis. It is the greatest rise in labour costs since 2001 (Xing, 2019). Besides that, it has been identified that a strong U.S. dollar could enhance the exchange rates. This is making the company, Apple, perform its business more expensive in Europe and China. The company is focusing on this issue to avoid upcoming negative business results in future. 
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Figure 4: Increase in Labour Cost in the US
(Source: Statista, 2023)
Social: In the post-pandemic era, people of the US, as well as global countries, became very concerned regarding their health and well-being. Therefore, it created some ethical concerns in terms of manufacturing Apple's products in the US and also marketing the products among socially-conscious people. 
Technological: In the United States, the integration of technology has been increasing every day, therefore, it becomes a great opportunity for technology-based organisations like Apple to extend the services to more people in the US. Therefore, the technological factors of the US help the company to run its business in this particular market. 
Legal: In the recent era of digital technology, adhering to regulations which are regarding privacy and security is highly important and the government of the US also puts pressure on organisations like Apple. Therefore, it becomes very difficult for the company to run its business activities as its products of Apple largely deal with the private information of the users. 
Environmental: Apple is highly concerned in terms of manufacturing more energy-efficient items and services to enhance business sustainability (Naim, 2021). In this regard, the company manufactures processors, batteries and much more equipment which emits minimal heat. Therefore, it becomes beneficial for the company to run its business as it maintains all the regulations.
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Figure 5: Augmented Reality in Apple
(Source: Lovejoy, 2021)
[bookmark: _heading=h.abxynnfh5jol][bookmark: _Toc143863994]Porter’s Five Forces Model 
Bargaining power of suppliers: Suppliers always want to work with big companies and this weakens the individual positions of suppliers in imposing needs on Apple. Therefore, the supplier’s bargaining power is low for the company.  
Bargaining power of customers: In recent days, customers can easily access data and information regarding the variety of features, and customer reviews of a product, therefore, they can easily switch to their preferred companies. Therefore, it can be said that the customer's bargaining power is high for the company. 
Competitive rivalry: There is high competition in the technology industry and Samsung, Amazon, and Google are the main competitors of Apple (Cusumano, Yoffie and Gawer, 2020). All of these companies are highly successful technological companies and Apple faces major competition with them.
[image: ]
Figure 6: Competitors of Apple
(Source: Neagoie, 2019)
Threats of new entrants: There is a moderate range of threats for Apple in the case of new entrants because the company already has a strong brand image and reputation all over the world. It is very difficult for the new businesses to beat the company. 
Threats of new substitutes: Substitute threat is particularly low for the company as it is highly difficult for other companies to make the same products as Apple including its special features and capabilities. 
[bookmark: _Toc143863995]SWOT Analysis 
In this part of the report, the internal business structure of Apple will be described by using the SWOT analysis. 
Strengths: The brand value of the company is $408 billion and the products of the company are highly innovative and advanced. It is the main strength of the company and it is also the most reliable technological brand. The company uses high-quality advanced technology and using these top technologies, the company produces innovative tech gadgets for customers (Wu and Song, 2023). GenZ customers are already attracted by Apple’s innovative products and the Apple brand is also the first choice for the tech-savvy generations. 
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Figure 7: Brand Value of Apple
(Source: Statista, 2022)‌
Weaknesses: The main weakness of the company is the high product prices, which are not affordable for middle-class customers. Apple’s products are not compatible with the general software, therefore, the customers that are buying Apple’s products, have to adopt the new Apple software to handle their gadgets (Chen, Liu and Gong, 2021). The company has unfair practices within their business and that provides competitive advantages to its other rival companies. Apple is also accursed for unfair tracking; therefore, the iPhone users' personal information is easily tracked by the company through their iPhone applications, which creates security issues. 
Opportunities: The constant consumer growth is the key potential opportunity for Apple and high-quality research is another business opportunity for the company. The strong distribution network is also very profitable for the company's growth, using this strong network the company can easily expand their business in future. 
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Figure 8: Constant price rise of iPhones
(Source: Niall McCarthy, 2020)
Threats: The high competition is the main future threat for the company and the pandemic outbreak has had a deep impact on the company (Yasmin et al., 2023). The company is extremely dependent on the Chinese market for supply chain and manufacturing, and China was the most affected country due to covid 19. In that situation, Apple faced a huge issue during this present situation and in future, the company might face a big threat because of this overdependence on the Chinese market.  
[bookmark: _heading=h.gy4ltb8z5j9b][bookmark: _Toc143863996]Extended STP Analysis
STP marketing is considered an acronym and the three steps are segmentation, positioning and targeting. In a nutshell, STP marketing is a three-step model that helps in examining the services and segmenting the market. Apple’s market segmentation is demographic and it includes improving its popular products by targeting the customer’s lifestyle, age and occupation (Zamzami and Ariyawardana, 2019). Apple has entered the global market with a broader approach so geographic elements are a must-considered part in case of it. Also, the customer reach is growing as Apple has online stores besides its physical stores by targeting tech-savvy people, mainly those who are willing to spend a lump sum amount in exchange for Apple's high-quality products. In addition, Apple’s positioning approach is settled with its competitive mentality and by implementing an emotional branding style. 


[bookmark: _Toc143863997]Extended Marketing Mix 
Basically, organisations follow the 4 Ps of the marketing mix, which is price, place, promotion and product. Additionally, for apple, there are extended marketing mixes available. The extended marketing mix adds three more pillars to Apple’s marketing strategy which are people, process and physical evidence. Apple has a wide customer base from every corner of the globe and the management pays the best attention to investing time and money in its dedicated customers (Razak et al., 2020). The employees are also instructed to help customers with their best technical knowledge. Also, the customer service of Apple takes all responsibilities to answer all product-related questions they may have. The organisation has adopted simple strategies for selling its products. It has simplified the purchasing process from both its offline and online stores. It helps in engaging the consumers to stick with the brand and preventing them from going to the competitors. The stores are designed to welcome the customers and the display shows all the products widely. 

[bookmark: _Toc143863998]Question B
[bookmark: _Toc143863999]Ansoff Matrix 
Market penetration: Market penetration considers the process of selling existing services and products into existing markets. Apple follows this strategy very effectively by making its iPhones available in the business market for buying on several platforms such as Apple stores and other telecommunication organisations (Amin and Munsi, 2020). Apple focuses on expanding its retail business to strengthen the strategy of market penetration. 
Market development: This strategy includes the process of selling existing services and products to new regions and markets. Being a global organisation, Apple is focused on developing its presence all over the world. The company mainly focuses on building a large footprint in several emerging business markets. 
Product development: Apple is effectively focused on developing new products as well as selling them to all the existing markets and in this way, the company maintains its product development strategy (Adıgüzel, 2020). Apple has a strong workforce in its R&D and design sectors. Therefore, it constantly helps the company to innovate more new products as well as services such as iPad, iPod, iPhone, Apple Watch and many more. 
Diversification: Diversification mainly considers the process of selling new items to new markets and Apple has proved that it is highly focused on manufacturing several products. Moreover, the company also made a strong diversified portfolio in recent years. 
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Figure 9: Ansoff Matrix
(Source: Ansoff Matrix, 2023)
[bookmark: _Toc143864000]Product Life Cycle Model
The product life cycle has four stages mainly such as maturity, introduction, decline and growth. In the introduction stage of Apple, the price is usually kept high in order to maintain the exclusivity of both the product and ownership (Loiseau et al., 2020). iPhone users do not prefer owning an iPhone by everybody so the price is determined highly to attract a particular segment of the audience. During advertisements, the marketing and sales are also high. After the introduction stage, a growth stage comes that helps in growing the development of the products. Then the maturity stage appears where the overall sales are conserved at a certain level. At this level, other competitors also enter the market. Lastly, in the decline stage, the customers do not keep much interest in Apple’s products so the company lowers the prices and removes after-sales support. 
[image: Model of project team development x project life cycle Development of the project team continues in the planning stage. In this stage, the increase of the project team performance is expected towards the point of Performing. Plan creation by a project team is the creation of a detailed procedure to achieve set goals while complying with the defined quality criteria of the final product of the project. The project team, headed by a project manager, determines the sub-criteria of the quality of the product produced during the project and creates subprocesses of project implementation to meet the agreed implementation strategies. The project manager in this phase also focuses on the planning of project management (plan of project management, communication plan, reporting etc.)  ]
Figure 9: Project Life Cycle Model
(Source: Nekvapilová et al., 2016)
[bookmark: _Toc143864001]Recommendations 
· Implementing an affordable pricing strategy: Due to the high price of the products of Apple, most people cannot purchase their products. In this regard, the company needs to apply a cost-effective strategy so that all types of people can afford its products. It will also lead the company to increase customer engagement and satisfaction (Alzoubi et al., 2022). It will help the company to achieve a competitive advantage in the competitive environment.  
· Improving the settings of privacy and security: There is a high concern among users in terms of maintaining privacy and security in Apple products. In this regard, it is required for the company to modify and strengthen the settings of its products so that the personal information of the users cannot be leaked or hacked by others. Therefore, it will help the company to hold its brand image and reputation. 
[bookmark: _Toc143864002]Conclusion 
It can be concluded that effective marketing management is responsible for accelerating the business growth and from this report, an individual can understand the marketing strategies of Apple. The attractive marketing strategies of Apple also help the company to earn this huge worldwide revenue. The SWOT analysis and PESTLE analysis of Apple have been described in detail within this report along with Porter’s five forces Model and the overview of the company is also explained in the first part of this report. The marketing strategies of Apple are also identified with the help of Ansoff Matrix and product life cycle model and discussed and a few recommendations are also provided in this report, that will help the company to earn more profit within their business.
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