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[bookmark: _Toc92274571]INTRODUCTION 
	The purpose of this research is to examine Apple's marketing strategy. The marketing mix of the business is examined. Additionally, Porter's Five Forces and SWOT assessments help understand and analyze Apple's external and internal surroundings. Finally, there is a market share analysis and a look at how shareholders affect the company's growth. Apple is a multinational technology company that is a market leader in its sector. Apple is forward-thinking and well-organized to maintain its market position and effect in the current market environment.  
[bookmark: _Toc92274572]ABOUT APPLE COMPANY 
Apple Inc. is one of the biggest technological companies in the world headquartered in the United States. The corporation is headquartered in Cupertino, California. Apple is a technology company that creates, develops, and distributes consumer electronics, software, and internet services (Varnun and Murugan, 2018). Amazon, Google, Microsoft, and Facebook are all significant competitors in this market.
The company's product line is wide and includes various items and services. Apple's hardware offerings are the iPhone, iPad, Mac, iPod, Apple Watch, and Apple TV.In 1980, the Apple Company went public. Its first public offering was priced at $22.00 per share. At the time of writing, the company's stock is trading at around $129 per share (Apple, 2020). Regrettably, Steve Wozniak quit the Apple Company in 1985, taking with him all qualified employees. Instead, Steve Jobs chose to start his own company, dubbed NeXT.
There was a need to create a way to communicate the advantages of the Apple corporation to the competitors. Apple's Board of Directors, then commanded by CEO Gil Amelio, opted to buy NeXT and return Steve Jobs to the company. Since 1998, when Apple introduced its first iMac device, this decision has benefited the company. This product was a big success, and the company decided to expand its retail network by opening an Apple Store. Initially, the United States of America had just two Apple retail locations. 
With the introduction of the first iPhone in 2007, Apple revealed its aim to focus completely on consumer electronics. Apple Computer, Inc. was the company's previous name, but the word "computer" was eliminated in 2007 to reflect the company's emphasis on the whole electronic industry, rather than simply personal computers. Steve Jobs died in 2011 from cancer, yet the Apple firm continues to operate and develop its product line (Schlender and Tetzeli, 2016). By the end of 2020, Apple's revenue is predicted to exceed $274.5 billion. Apple is a member of the Big Tech group, which comprises the industry's four dominant firms: Amazon, Google, and Facebook. 
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As defined by Kotler and Armstrong, the marketing mix is a collection of marketing instruments that firms manage. Four components comprise the marketing mix: product, price, location, and promotion. These are the businesses' obligations, and they must satisfy the market's wants and expectations (Kotler and Armstrong, 2016).
• Products - this category includes all companies' items and services to their customers. This element comprises many attributes, including variety, quality, design, brand awareness, and services (Kotler and Armstrong, 2016).
Apple is a technology company specialising in designing, manufacturing, and marketing consumer gadgets, computer software, and a range of online services. The firm offers a diverse range of products.
Apple's product line starts with the Macintosh. This is a list of the components that make up a personal computer. This is an illustration of two professional notebooks. They are running the suitable operating system, Mac OS, produced by Apple.
The second item is the iPhone, their flagship and most popular product. Apple introduced the first iPhone in 2007. These are phones with touchscreens and smartphone-like features. In addition, they operate on the customised iOS operating system. The iPhone revolutionises the consumer electronics sector by delivering a new generation of revolutionary phones.
The company's following releases include the iPod and iPad. The iPod is a portable media player. This device is used to listen to music. There is a separate iTunes store where you can purchase music from various genres and performers. In addition, Apple unveiled the first iPad in 2010. It is a small multimedia tablet computer powered by Apple's iOS operating system.
In 2014, Apple introduced the first Apple Watch. This is a smartwatch that tracks the wearer's activity and health. It is powered by watchOS and is comparable to Apple's other gadgets. Apple also sells other items, such as the Apple TV.
The second most valuable product of the Apple corporation is its unique operating system, which powers all of its devices. Each device runs on the same operating system, facilitating communication and data sharing. 
Additionally, Apple creates a range of other software and services, such as iMovie, iWork, iLife, and iCloud. Each of them has its qualities and needs.
Additionally, Apple has some companies that aid in the production process and contribute to reducing some of the expenses involved with outsourcing. Apple has the following subsidiaries (Apple, 2020): 
· Braeburn Capital manages Apple's assets. 
· Dr Dre Beats is another name for Beats Electronics. 
· Claris is a software development company. 
· Anobit is currently working on the development of a flash memory controller. 
· Beddit is a sleep-tracking device and application company that assists consumers in monitoring their sleep. 
• Price - This marketing mix component includes the list price, discounts, and further discounts. This is the price at which customers must pay for products and services. Prices are decided by many factors, including the quality of the product, market demand, and profitability (Kotler and Armstrong, 2016).
Apple charges a premium for high-quality products. The pricing strategy of the organisation is fairly well-structured. Costs vary according to the year of manufacturing, innovation, and the product's features and size.
For example, the MacBook Air begins at $999 and may go up to $1,999 based on the item's features and characteristics, such as hard drive and RAM size, colour, and release year. The most expensive devices will be released in 2020. That is why the new iMac has a starting price of $1,299 and a maximum price of $2,300.
The most extensively circulated item is the iPhone. They are entirely different modes of functioning. The next iPhone 12, which will be launched in 2020, will start at $799 for a 64GB capacity and go up to $979 for a 256GB capacity. The iPhone 12 is a more budget-friendly model with fewer features. Apple often introduces a new phone with upgraded specs and a higher price tag, such as the iPhone 12 Pro and iPhone 12 Pro Max. The price of items varies according to their production year, level of innovation, and characteristics and criteria. They cost from $1,099 and $1,399, depending on the phone's memory capacity.
Apple is now selling its older iPhones at a discounted price. For instance, the iPhone XR is priced at $749.99, while the iPhone 11 is priced at $599.99.
Apple's most expensive products were the iPhones and iMacs. Their other items are more reasonable. However, their costs vary according to their attributes. For example, the price of an iPad fluctuates from $329 to $879. Apple Watches are also rather affordable; for instance, the Apple Watch Series 6 begins at $399 and goes up to $749, depending on the loop's size, material, GPS, and cellular connectivity.
The Apple TV and iPod are the most affordable Apple accessories. Apple TV is priced between $179 and $200. While the iPod was priced between $199 and $399. Apple's price strategy is driven by innovation. As a result, recent models are more expensive than their predecessors. The company is devoted to offering high-quality products at a price range ranging from moderate to premium.
The majority of potential consumers will find the things affordable and meet a range of demands. While some people use their phones and gadgets for basic functions daily, others use them for professional reasons that need more sophisticated features on their phones.
• Place - this marketing mix component refers to the numerous distribution methods, assortments, locations, and coverage. The locations include those where the company does business to provide a product to potential customers (Kotler and Armstrong, 2016). The company operates retail stores in major cities worldwide. In 2001, Apple launched its first retail location. Initially, the United States of America had just two sites.
Apple stores are increasingly located in retail malls and business complexes. As a consequence, they become more consumer-friendly. Their brand-exclusive glass staircases and cubs distinguish them. In addition, the design and construction of the firm's shops have garnered architectural acclaim. Apple Stores substantially affect customers interested in technology, information, and information technology-related products and services.
Apple stores sell Apple products such as iPhones, iPods, Mac personal computers, and Apple Watches. Apple has more than 270 locations throughout the United States. Additional stations are located across Europe and Asia.
Apple also makes use of the services of internet intermediaries. Apple formerly marketed its products online but removed the online store from its official website in 2015. Additionally, the firm sells and distributes its products via retail intermediaries worldwide. As a result, apple significantly impacts how other merchants and companies sell their products. As a result, the company's worldwide distribution network is strengthened. This network is important to the success of the business.
• Promotion - includes advertising, promotions, personal selling, and public relations. This category encompasses the company's efforts to communicate with society and potential customers. These activities are geared toward segmenting the market (Kotler and Armstrong, 2016).
Apple's marketing strategy is fascinating. They sell their goods via several channels, including personal connections and marketing. In addition, at major technological conferences, the group presents multiple instructive seminars on new products and advancements. The purpose of this presentation is to inform clients about Apple's products and advancements. Along with this technique of distribution, the Apple firm advertises on television. They support the company's efforts throughout the process of bringing new products to market. In addition, certain television advertisements are created by third-party businesses to encourage product sales for their financial advantage.
Apple, like other companies, makes use of celebrities. These celebrities are promoting Apple products in public via television advertisements. Apple's marketing strategy is separated into three main phases: before, during, and after introducing new products. To begin, Apple is ramping up its public relations efforts. First, the company is showcasing its wares ahead of its formal appearance. Then, customers may pre-order them ahead of their actual release date. Following that, things are sent to stores and intermediate places. Next, the company aggressively market itself via television commercials and social media advertising. This process started with the first stage and went to the subsequent step. Following the company's launch, the last phase is to continue marketing it more subtly. Customers are now reviewing and emphasising the potential and advantages of new products compared to prior ones. Apple's advertising strategy is one-of-a-kind.
[bookmark: _Toc92274574]MARKETING SEGMENTATION
	 Apple is aimed at middle- and upper-class clients and students, professionals, and successful entrepreneurs. The corporation separates the market geographically, demographically, and behaviorally. Geographical words relate to the country in which a person resides - in this case, the United States of America and other European and Asian countries. Demographic variables include gender, price, and social status. The firm employs Males and ladies. Due to the higher expense of the items, they are associated with middle- and upper-class clients. According to behavior, individuals must be willing to spend a premium on Apple items.
Apple meets a range of market expectations, including product quality, aesthetically pleasing and sophisticated design style, and enhanced customer service and experience. In addition, apple is reacting to consumer demand for a quicker, more intuitive method to access their smartphones' plethora of applications and features.

Apple is the market leader in the United States, accounting for 54.25 per cent of the market, followed by Samsung with 26.79 per cent (Competitors. co, 2020). Apple has a loyal customer base that comprises small and medium-sized businesses, educational institutions, and commercial and government clients. Apple has succeeded in gaining and maintaining a large share of the market. Apple Computer, Inc "mainly does business on a geographical basis. The company's reportable segments include the Americas, Europe, Greater China, Japan, and the Rest of Asia Pacific. The reportable divisions provide equivalent hardware and software products, as well as comparable services; each segment is managed individually to facilitate communication with the company's customers, distribution partners, and the unique market dynamics in each geographic location " (Apple Inc. Q2 Form 10-Q, 2020)
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	Porter Five Forces analysis is used to evaluate industry competitiveness and develop corporate strategy. This strategy addressed three competition-related factors: the danger of replacement goods, the threat of existing competitors, and new entrants. Additionally, it contains two additional components: the barging power of suppliers and the barging power of consumers. Among the study's benefits are that it provides critical information about the competition and aids in decision-making. The primary downside is the frequency with which updates are required. Because the external environment is outside the firm's control, the analysis must be conducted often to maintain information pertinent to current industry conditions (Perera, 2020).
• New entrants represent a threat
This danger to Apple is mitigated because this business requires financial backing and substantial expenditures in cutting-edge technologies. This sector requires a bigger financial expenditure to research, conduct examinations, and make distinctive things. Additionally, the market is very competitive, making entry into this area challenging.
• Possibility of commodity substitution
Apple faces a less grave threat. For its loyal consumers, the firm creates one-of-a-kind items and services. Moreover, apple goods are intimately connected and cannot be utilized with those manufactured by other companies. As a result, there is no danger of competing with Apple's operations and skills.
• Existing rivals pose a threat
This is a cutthroat business. Certain consumers are committed to Apple goods and have bought every other gadget available. Apple's fundamental approach is to maintain software on devices for a limited time and then ask people to purchase a new device to access new apps or increase performance. 
• Customer bargaining power
Apple has immense negotiating power with consumers. The company distributes its goods abroad, and consumers' collective bargaining rights are an issue. Apple's primary differentiator is its ability to maintain market share via consumer brand loyalty. Apple's attempts to preserve its market position are aided by its enormous distribution network and great customer loyalty. On the other hand, the corporation's success is contingent upon its ability to consistently surpass client expectations.
Apple has been damaged by the COVID-19 pandemic, which has resulted in a decline in sales and production delays due to the closure of operations in China and other countries. Apple has closed its retail locations in Asia, the United States, and Europe. The firm, however, continues to sell products and services online via its App Shop, support site, and Apple online store and is committed to providing superior customer service. Physical stores will reopen when lockdown limitations are lifted (Apple Newsroom,2020). In the second quarter of 2020, Apple will refresh the iPad Pro and MacBook Air.
• Supply chain bargaining power
Apple's negotiation strength with suppliers is diminished since the business may simply switch suppliers. As a result, the business now has a larger pool of prospective suppliers. Additionally, the company has a variety of subsidiaries that provide critical resources such as memory flash and software development.
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 Strengths, Weaknesses, Opportunities, and Threats (SWOT) analysis abbreviated for strengths, weaknesses, opportunities, and threats. These considerations include examining the business's internal and external environment to achieve the most effective strategic planning. A business's internal environment is determined by its strengths and weaknesses, while its external environment is determined by its opportunities and dangers. The SWOT analysis is an effective marketing technique that businesses may use to aid in strategic planning and goal development. Regrettably, it is only appropriate for a brief time since external elements impact the technological firm change at a breakneck pace (Kotler and Armstrong, 2016).
• Strengths
Apple is a globally renowned and well-known brand. It has a well-developed supply chain and retail shop network, enabling it to distribute internationally items. Apple's brand loyalty is very high, which contributes to the company's success. The organization is devoted to providing the highest quality items that meet or exceed consumer expectations. Apple's product portfolio is extensive, including many consumer-facing technological items. The corporation earns money via various endeavors, including the selling of goods, services, and accessories.
 Additionally, the corporation announced the iPhone SE on April 24, 2020. Apple Inc.'s production processes in China have been significantly affected, resulting in an iPhone and AirPods scarcity. While China is progressively resuming regular operations, Apple's suppliers and manufacturers in other parts of the world have reported operating at reduced capacity or suspending all production activities temporarily. For example, Jabil Inc., a maker of iPhone shells, said that some of its operations work at a capacity deficit of between 5% and 10%. (Bloomberg, 2020).

• Weakness
This suggests that the company participates in a highly competitive market with a slew of tough technology sector rivals. On the one hand, there are technical heavyweights like Samsung and Huawei; on the other hand, organizations like Google and Microsoft pose a danger to Apple's success, particularly in Europe. In addition, Apple outsources the vast majority of its manufacturing processes. This increases the cost of the manufacturing process. Their higher-priced product is also a drawback. Samsung and Huawei are both growing their low-cost product lines.
· Opportunities
This topic has immense possibilities for innovation. Apple's creative technology enables the company to create new goods and enhance existing ones. The corporation's goods may be distributed to educational, media, business sectors, and other industries that need process automation. In addition, apple's goods and services are readily connected with those of competitors, allowing it to reach a broader audience of customers who are loyal to other companies.
Revenue from the iPhone declined 7% to $28.96 billion. In comparison, revenue from the iPad climbed to $4.36 billion, Mac revenue increased to $5.35 billion, services revenue increased to $13.34 billion, and revenue from wearables, home, and accessories increased by 23% to $6.28 billion (Apple Inc. Q2 Form 10-Q, 2020). In the first three months of 2020, Apple's stock sank 10%, while the Dow Jones Industrial Average lost 20% of its value (Bary, 2020). In the fourth quarter, earnings per diluted share were $2.55. "Apple's board of directors declared a cash dividend of $0.82 per share of common stock, a 6% increase over last year's payout. Dividends are payable to stockholders of record on May 14, 2020. Additionally, the board of directors authorised an increase of $50 billion to the company's existing share repurchase programme." (Apple Press Release, 2020).
• Threats
Apple is challenged by a highly competitive market and low-priced rivals. These businesses make a concerted effort to keep their goods inexpensive and accessible to the general public. Client expectations are another big risk to a corporation. Their size is increasing as a result of greater innovation and technological developments.
On the other hand, "Murata Manufacturing Co., Renesas Electronics Corp., and Ibiden Co., all of which make chips and circuit boards for Apple, have halted production" in Malaysia (Bloomberg, 2020). Furthermore, Apple's operations in Italy, the United Kingdom, and South Korea were halted. Apple Inc. acted during this outbreak by offering flexible work options to all of its employees worldwide. Additionally, Apple should safeguard the safety of those required to report by devising strategies to minimise physical contact, enhancing social isolation within the workplace, and ensuring that all spaces are cleaned regularly and thoroughly (Apple Newsroom,2020). As well, the firm has increased its leave policy to accommodate employees affected by COVID-19-related events such as quarantine orders, school closures, or recuperation.
[bookmark: _Toc92274578]RECOMMENDATION 
	 Numerous conclusions may be drawn from an examination of the Apple corporation. Apple's new technology must be scrutinized for its innovation potential. Their rivals are constantly enhancing their products in a variety of ways. Additionally, brand loyalty is a possibility. While the firm is built on one philosophy, it must find a different way to sustain consumer loyalty. Businesses could include client input into their advertising, for example, by displaying how various individuals utilize their goods. Apple's advertising channels must be considered as well. Numerous businesses are beginning to engage their clients through social media. Apple may be able to communicate via this method.
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The firm successfully markets itself by emphasizing the link between Apple and its investors to conclude the piece. According to internal and external studies, the firm is the market leader in its technology sector. Customer loyalty and a desire for a superior experience drive most of its efforts. Its marketing strategy aims to preserve its market position while growing via innovation. Apple operates in a very competitive market that necessitates the development of really distinctive goods. 
Additionally, Apple has donated $15 million globally in response to COVID-19, launched "a mobility data trends tool from AppleMaps to support the transformative work being done around the world," and launched "a joint effort with Google to enable the use of Bluetooth technology" (Apple Newsroom, 2020).  
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