
Marketing Fundamentals Assessment – a study case of Apple





1. Executive summary
Here the reports tend to find out the different processes of market segmentation inside Apple Inc and has mainly focused on the demographic factors. Moreover, the report also tends to find out the target market along with the positioning of the brand in the market as well as in the minds of the consumers. It has been observed that the company focuses on certain marketing strategies, such as the 4PS model, which mainly emphasizes the product, price, place and promotion. 
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[bookmark: _Toc92394077]2. Introduction
The purpose of this report is mainly to showcase the process of marketing strategies such as segmentation, targeting, and brand positioning of the concerned company called Apple. In addition to this, the marketing strategies have been highlighted in order to know the present needs of potential consumer as well as discuss the 4P model, focused on the price, product, place, and promotion as a whole (Tien, 2019). Marketing strategies help to make a standard position in the world economy by strengthening a product’s or brand position, by enabling enough evidence from the nearby surroundings to cater for the current needs of the present generation. 
[bookmark: _Toc92394078]3. Segmentation, as it appears in Apple Inc 
Segmentation is an important marketing strategy that is used in every company. Apple Inc also applies segmentation very significantly (Wang et al., 2020). Moreover, market segmentation refers to various portions of the market and their identification to therefore satisfy the needs of potential consumers (Wang et al., 2020). Market segmentation hereby allows an organization or a company to drive with the complete and unified solution which are there written in agreement with the consumer outreach. Moreover, Apple Inc uses market segmentation for operating in various other segments. The company studies the market, with the aim of targeting particular user experiences (Yin, Meng and Liu, 2019). After this, Apple Inc produces or manufactures products according to the needs of the consumers.  The demographic segmentation of the market in Apple Inc is very much successful, as it develops the products, based on the age, lifecycle and occupation of the consumers (Yin, Meng and Liu, 2019). Moreover, the products of the Apple Inc are split out into various areas and categorised on the age of members as well as the family size. As mobile phones with great graphic resolution are recommended by the youths, whereas the digital watches displaying the heart rate, pulse rate would be recommended to the older generation (Zhang, Zou and Pan, 2020). Demographic segmentation is widely used by Apple Inc for marketing purposes and strategies, and this has made the company earn a huge amount of profit. The devices of Apple are mainly categorised by the income levels of consumers. 
The products and devices of Apple Inc are also segmented by the various levels of age. The age level which Apple Inc had studied from the marketing point of view ranges from teenagers to adults that are from 14 years to 55 years of age; devices are used by them more prominently (Zhang, Zou and Pan, 2020). Various models of iPods are favored by different genders, according to the colors they are produced in too. The company targets the household of the middle-upper class who can spend around 28% of their extra earning that is around $30,000 a year or in the next proximity. (Zhang, Zou and Pan, 2020). Apart from these, through this market segmentation strategy, Apple Inc had valued itself over $2 trillion in 2021 and therefore it is regarded as the most valued technology company in the entire world. 
[bookmark: _Toc92394079]4. Targeting 
Targeting is also an important process in marketing. Targeting refers to the segmentation of the market and choosing which segments of the market are important to target and therefore determining the products that will be offered to every segment. The products of Apple Inc mainly targets the age of between 18 years to 55 years (Yin, Meng and Liu, 2019). Apart from these, Apple also target around 64% of men and 36% of women in its target market. In this marketing process, the group of 18 years to 45 years represented conveniently the core market of Apple Inc (Tien, 2019). Subsequently, the products vary in various dimensions. However, compact devices, smartphones are more often used by the age group of 18 years to 45 years whereas the iPods, iTunes are used by the age group of 18 years to 30 years of age. Moreover, apart from all these Apple TVs, Apple watches are used by the age group 20+yeras to 55+ years of age. Apple Inc study the market very minutely and then does its strategies over which group to target, what products and devices to produce more and how to earn profits from these target market (Romppanen, 2021). The color of the devices or products of Apple Inc also targets male and female genders as the colors and the selection of the colors vary from gender to gender. The females are more likely to prefer deep colors and them male are focused over the lights and moderate colors. The current female and the male user rate are growing very rapidly and therefore the female user rate is 39.2% and that of males is 60.8%. Henceforth the target market is expanding very vastly and fast among the males. 
[bookmark: _Toc92394080]5. Positioning
In simple terms, the process of positioning refers to the place where the company or the brand takes place in the mind of the consumers and also is segregating the difference between the other rival companies present in the market (Wang et al., 2020). However, Apple has set out its own principles to therefore meet all the requirements of the consumers and also to focus on their main goal, that is innovation. Apart from these, Apple also focus on proving current and user-friendly circumstances and software to handle by the consumers very easily (Tien, 2019). The brand Apple have taken place very highly and greatly in the minds of the consumers, who believe that Apple is the best in comparison with all the other phone brands or technology companies present on the market. The positioning of Apple Inc or Apple brand is very much important for Apple Inc in order to reach the goal of success (Romppanen, 2021). Therefore, the branding of the company and the positioning is all about their prime experience. The branding of Apple Inc is spread out very vastly among the market and also in the consumers. Therefore, positioning is regarded as the most powerful marketing process for companies such as Apple Inc (Romppanen, 2021). Subsequently, Apple had a good hold over the brand positioning and therefore the company has been gaining profits and audiences all over the world in a good ratio and percentage. The brand positioning is very much well played in Apple In, because it helps the company to be different from the other companies (Tien, 2019). Moreover, the branding and the positioning in Apple Inc had also made the products more creative, which lead the customers to buy those products very rapidly. 
[bookmark: _Toc92394081]6. Marketing mix – general considerations 
This model relates to a business foundation design that has historically been founded on pricing, product, location, and advertising, sometimes recognized as "4 Ps". Here's a quick rundown of the "4 Ps" of marketing in Apple Inc:
Price: It relates to the cost of an item. It is governed by the value of producing, the market's ability to pay, production, and desire, as well as a wide range of other primary and secondary concerns. Pricing schemes can take different forms, which are tied to an overarching corporate strategy. A valuation can also be used to discover and enhance product quality.
Product: This pertains to the product sold. This item must function at a minimal level, otherwise all other components of the marketing approach will be in vain.
Place: It alludes to the sale. A great delivery and location method' are the main objectives in any sector for attracting customers’ attention and make it much easier for them to purchase those products or services. Retailers are willing to pay extra for prime land. In reality, a well-known retail industry's tagline is simply 'position and location.'
Promotion: This refers to most of the actions performed to generate goods or services that can be offered to consumers plus trade. This includes advertising, press attention, bonuses, royalties, and trade honors. Additional examples include client programs, direct response marketing, sweepstakes, and awards. 
The marketing mix model “Seven Ps” is an enlarged version of the Four Ps of marketing method. Inside the service business, this paradigm is commonly employed. It adds three extra components to the four Ps outlined above (Anjani, Irham and Waluyati, 2018).
People: This applies to individuals – both consumers and staff – who have a direct relationship with the service or product.
[bookmark: _mlz6d8xyhqu5]Process: Systems and procedures are essential for developing and providing a high-quality service to customers. 
[bookmark: _8fp5cqcrt46r]Physical Evidence: Physical proof is what consumers see when they use a company's item or service. This might include the company's logo, packaging, the actual setting in which the goods are sold, and so on.
It is critical for any company to be "accessible" to prospective customers in order to improve sales and attract a broader audience. The location of any firm, distribution routes, plus logistics are all important achievements of any business strategy (Ryńca and Ziaeian, 2021.). Despite product, price, and marketing all going together with the site, if the company place is not properly packed, the remainder of the company's efforts will go unnoticed. To have a marketing strategy correct, the location must be chosen strategically, all distributors must be correctly identified and only afterwards, marketing operations can begin, in a coordinated way. 
[bookmark: _Toc92394082]6.1 Apple’s marketing mix 
Marketing mix strategies are very much important for commercial entities, as it helps them change to a different level, by enabling them to make a standard position in the world economy. In the case of Apple, the marketing mix focuses on the 4Ps, variable that finally deals with product, price, place and promotion. It has been observed that the company uses a strategy that focuses on branding of the product at a premium level. It is therefore seen that the company mainly focuses on the 4Ps model and ensures a strong brand image for its smooth functioning. In addition to this, it is seen that a company's marketing mix involves tactics and strategies related to the generation of new plans for the marketing options in the world economy (Relawati et al., 2018). Mainly it has been overlooked that Apple's marketing mix strategies mainly follows the technological trend and minutely observe the development in that respect. Overall, it has been seen that the company mainly focuses on the capitalizing of products at an extra level which all the way ensures brand image. Apple Inc focuses on the price of the brand and ultimately deals with the consumers’ perception. It has been witnessed that Apple is very concerned about the responses of how to keep enough profit margins, without making any losses on the other hand. 
However, it is recommended that a company such as Apple mainly focuses on promotional strategies elegantly and smartly. On the other hand, this particular company can make the best use of its product and try to meet the consumer demands at a cheaper price so that products are sold at a higher pace (Sarpong et al., 2018). And thus its higher price has made it continue with its brand image in the recent market situation. The company can also target vibrant colors to attract customers with that. The company on the other hand must focus on the prevailing social as well as economic crisis and thus fix the prices so that the consumers can avail themselves of the products of the Apple company. Moreover, the company must try to give free services to the customers to cater to more customers.
[bookmark: _Toc92394083]7. Conclusion 
It can be concluded from this report that segmentation, targeting, positioning has been focused on in order to mainly discuss marketing, as it appears in Apple Inc. Marketing strategies such as the 4Ps model defines the product, price, place and promotion related issues. The report also discusses Apple's marketing strategies, which helps to cater for the needs of the common people around them, which ultimately deals with brand positioning. It is further recommended that the company starts dealing with issues related to services which should be given free in order to maintain the brand positioning. 
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