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[bookmark: _Toc47119564]Introduction 
Marketing is an essential and fascinating concept that majorly tends a company toward its success. In this essay, the processes and stages of marketing of Apple Inc have been analysed. The marketing mix is the core portion of marketing for any organisation. It includes 7 principles of marketing that helps an organisation to market their products appropriately. The marketing process of Apple Inc has also been demonstrated in this report.
[bookmark: _Toc47119565]Discussion 
Apple Inc is a world's most famous American multinational company that develops and sells electronics, computer software, smartphones and other online services such as iCloud, iTunes, iMessage and many others (Apple Inc, 2020). The company is mostly known for its premium quality products and services along with its advanced security systems. Headquarters of Apple Inc are situated in Cupertino, California. The company is working with 137,000 employees and operating 510 retail stores across the world. In the last year, the net income of Apple Inc was US$55.256 billion (Annualreports.com, 2020).
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Figure 1: Apple Inc
(Source: Apple Inc, 2020)
Marketing can be referred to as the activities of an organisation that are associated with selling, purchasing, distributing, advertising of products or services (Armstrong et al., 2018). Through marketing, companies can highlight their products or services to people in the market. Not only highlighting products but through marketing organisations also identified their scopes of improvement of their products or services through customer's feedback and their attitude towards the products. 
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Figure 2: Marketing 
(Source: Armstrong et al., 2018)
It has been found that Apple Inc mainly follows five stages as their marketing process such as, setting objective or goals and mission statement, analyse the company positioning, situational analysis and strategy, implementing the strategy, and modify and repeat it. 
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Figure 3: Marketing process
(Source: Alnabhan, 2015)
In the first process, setting objectives, Apple Inc decides its objectives of bringing any products and how they related to their mission (Alnabhan, 2015). The mission of Apple Inc is to bring the best user experience to its customers through their hardware, software and services (Apple Inc, 2020). Therefore, before bringing their products, Apple Inc always ensures that it fulfils its objectives and mission, or not. Apple Inc believes in providing premium quality products to people, and it is also one of its objectives (Philip and Kotler, 2020). All products of Apple are very premium in terms of quality as compared to other brands like Samsung, HP, Microsoft and many others. 
In the second marketing process, analyse the company position, Apple Inc does internal analysis with the help of SWOT framework to identify their strengths, weaknesses, opportunities and threats as well as analyses customer choices (Khan et al., 2015). Here, Apple Inc analyses its significant strengths which is their ecosystems. Apple knows it very well that this ecosystem creates competitive advantage, and no one can imitate it (Oh et al., 2016). Apple manufactures all things such as hardware, software, services and application of their own. It is the massive advantage of Apple Inc (Khan et al., 2015). Therefore they do not need to depend on other companies for software or hardware parts. Apple Inc failed to offer products in mid-range pricing. It is a significant disadvantage for the company (Zhang, 2017). Also, their services and products are bounded in a few segments.  Moreover, they also, analyse their threats of other brands such as Samsung, Dell, HTC, Microsoft and many more (Chen, and Ann, 2016). 
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Figure 4: Apple Inc Ecosystem
(Source: Oh et al., 2016)
In the third process, situational analysis and strategy, Apple Inc use STP model, which includes market segmentation, targeting, positioning to analyse the market condition and differentiate the audience. In terms of market segmentation, Apple Inc mainly differentiates their market into four categories such as demographic, geographic, psychographic and behavioural (Venter et al., 2015). From these four market segments, Apple Inc mainly targets two groups of the audience from two specific market segments. Apple Inc focuses on income level, occupation from the demographic segment, and life-style and personality from the behavioural segment (Camilleri, 2018). As the pricing of their products and services is high so that Apple Inc target people who earn high to afford their expensive product. Businesspersons need more security in their electronic products, so Apple also targets them (Andaleeb, 2016). Also, the company targets whose life-style is lavish and maintain great personality because they know their products are used to show off in the market. In terms of positioning, Apple markets itself as a company with the best premium quality products and innovative products (Payne, 2017). Hence, customers purchase their products even in the massive pricing. Therefore, these targeted customers are attracted to them, and Apple become successful. It is the advantage of this marketing process. Based on it, Apple Inc applies its marketing mix.  
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Figure 5: STP model
(Source: Venter et al., 2015)
In the next process, implementation of the process, Apple Inc measures three stages of implementation. In the first stage, obtaining resources, Apple Inc analyses and measure its financial and human resources required in making the products and marketing. It has been found that Apple Inc uses its networking capital in order to run their day-to-day operations as well as sudden investments (Eaton et al., 2015). It has an advantage because Apple Inc does not need to borrow money from anywhere. They use only their capital and reserve, which is helpful and require less cost for marketing and bringing products. In the next stage, developing a schedule, Apple makes a schedule for its marketing plan and marketing mix as well their marketing campaigns with a specified timeline. The company make a proper schedule for campaigns such as 'iPod People’ 2 years, ‘Switch Campaign’ for 1.5 years and ‘Get a Mac campaign’ for 4 years (Wester, 2018). Then in the next stage, executing process, Apple Inc executes the plan appropriately according to the schedule.
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Figure 6: Marketing campaign of Apple Inc
(Source: Wester, 2018)
In the next process, modify and repeat, after a few days of launching their products, they always try to modify their products and bring better and optimised products in the market. Therefore, they continue to develop their existing products by pushing patch updates to their products. For example, Apple launched iPhone 11 Max Pro smartphone with Bionic A13 chipset (Apple Inc, 2020). However, the price is significantly high and cannot be affordable for mid-income level people. Therefore, a few months later, Apple Inc launches iPhone SE with the same chipset at half price. However, not all the features are the same, but the customers are satisfied and experience the latest chipset and high performance (Apple Inc, 2020). [image: ]
Figure 7: Chipset
(Source: Apple Inc, 2020)
PESTEL analysis has an advantage that is it shows the macro factors precisely that affect the business. However, it does not include all factors. When it comes to political factors, the United Kingdom is known as a country of having an excellent democracy among the countries of the first world. The stability of the government of the UK has made Apple carry on their business successfully. The trade policies of the government of the UK have been of excellent help for Apple (Nandi and Platt, 2020). 
The UK has a stable economy in general but is now hit by various uncertainties. The financial system of the country gets stability and micro-financial health from the Bank of England. However, the organisation succeeded after BREXIT and made a profit of £31 million after paying taxes of £10 million (Murphy, 2020). 
The population of the UK is multicultural, and demography plays a vital role in social factors (Brown et al., 2018). Apple has already adopted this opportunity by creating products like the iPhone, iPad and many others, in attracting the youth and the technology-prone generation.
The aspect of technology is considered as one of the significant factors for any organisation. They have included voice recognition and face identification in the iPhone (Apple, 2020). These features have highly attracted the youths of the country and also around the world. However, the organisation has always preferred, including more and more technological insights into their products. 
The legal factors of the UK can act as a hindrance for Apple due to frequent changes of legislations. However, privacy and telecommunications regulation use to change rapidly in the UK (Craven and Arrowsmith, 2016). Therefore, it has always been an issue for Apple. 
Various opportunities are provided by the environmental factors of the macro-environment of Apple. Sustainability in business and trend, product energy-efficient trend and trend of labour right are specific opportunities. However, the organisation has its recycling programmes through which they have gained business sustainability (Apple, 2020). 
The model of five forces analysis was proposed by Michael Porter (Chesula and Kiriiny, 2018). It shows high or low risks that affect a company; it is an advantage of it. 
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Figure 8: Porters five forces
(Source: Chesula and Kiriiny, 2018)
When it comes to competitive rivalry, Apple faces intense competition from other brands in the UK. As a result of that, this is a severe threat to the organisation. In the market of the UK, Apple faces competition from Samsung, Huawei, Xiaomi and many others. Although the market share of Apple is 49.2% and that of Samsung, Huawei and Xiaomi are 29.12%, 9.46% and 7.7% respectively, but the competitiveness has increased in the recent few years (Howandwhat, 2020). 
The business of Apple has been affected by the bargaining power of customers. This force is also a severe threat for Apple in the market of UK. The price of Apple products is always on the higher side. In recent times, the competitors of Apple are living fierce competition, and their products are gaining popularity in the market. The sale growth of Apple had been reduced by 15% in 2019 (BBC News, 2020).  
Apple has an ample amount of suppliers. Various organisations are tied with the supply chain of Apple. The organisations are Hon Hai Precision Industry, Wistron, Pegatron, Goertek, Qualcomm, Luxshare and many others. Due to the availability of a high number of suppliers, this force is a weak threat to Apple.
 The products of Apple are relatively high in the case of technological implementation. Apart from that, the products also have a decent customer base. Therefore, this force is weak in the case of Apple. The availability of substitute products is moderate in the UK market, hence the threat of substitutes.
Apple is one of the most reputed brands around the world, with a decent customer base of more than 100 million (Above Avalon, 2020). However, in recent times the brand is facing competition from Samsung, Google, Xiaomi and others; hence the Threat of New Entrants is low.
The marketing mix (7Ps) is an essential model that helps to strategies the product specification of the company. It includes 7 principles such as product, price, place, promotion, people, process and physical evidence (Kotler and Armstrong, 2016).  In product, Apple Inc provides a range of products as well as services to their customers such as iPhones, iWatches, iPods, iPads, Mac desktop, iTunes, iCloud, Apple Pay and many other products and services (Apple Inc, 2020). Therefore, apple tries to offer all range of electronic products and services to gain a massive competitive advantage (Kotler and Armstrong, 2016). In term of the products and service quality, no other companies such as Samsung, Sony, HTC, OnePlus and many more companies in this industry. In terms of pricing, Apple Inc does not compromise with their pricing. They use price skimming strategy where they keep their pricing high as compared to any other brands (Apple Inc, 2020). Apple Inc knows that for their customers, pricing does not matter, customers will buy in any amount as they priced for. Therefore, Samsung, Realme, Vivo and other brands dominate the mid-range section where Apple Inc completely ignores.
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Figure 9: Marketing Mix
(Source: Kotler and Armstrong, 2016)
In place, Apple Inc has a strong presence online and offline market. They operate Apple stores and online websites for selling products and providing services. However, the number of stores is deficient as compared to the other brands like Samsung, Motorola and other brands. Apple Inc only operates 510 retail stores, whereas, Samsung operates 2100 stores across the globe. It is the disadvantage for Apple Inc. In promotion, Apple Inc organises marketing campaigns for their promotions such as ‘think different’, iPod silhouettes’, ‘Misunderstood’, ‘Shot on iPhone’, ‘Get a Mack’, ‘Apple Watch Series 2’ and many more campaigns (Wester, 2018). These campaigns have been hugely successful for Apple Inc. Also, they use social media platforms such as Facebook, Instagram, Twitter, as well as social media influencers to promote their products (Apple Inc, 2020). Apple Inc also uses digital media and print media for promotion. However, other similar brands do not organise marketing campaigns like Apple Inc.  
In people, Apple Inc introduced The AppleCare Protection Plan that extents customers' service coverage and gives one-stop service and support from Apple experts (Durovic, 2016). Also, their technical team support is instrumental. Their employees, management, and developers are very efficient. However, that much fast customer services no brands provide in recent days. In the process, Apple Inc provides door-step delivery to people on their purchase (Uilecan et al., 2015). Moreover, the company also provides replacement services where their executives pick defaulted products from their customer's house and provide them with brand new products instantly. In physical evidence, Apple Inc organised their stores interestingly and provide sample products open for. Therefore, people can use their demo products before buying actual products. Moreover, their store and websites designed by their official logo. 
This section could concern the recommendations directed towards Apple. Apple Inc should rebrand their smartphones and launch in the mid-range section between the pricing of £300 - £450. Therefore, people from the middle-income level and students can also afford their iPhones. Moreover, the company should implement high HDR and above 144 Hz refresh rate screens in their phones so that it would give immerse experience to people. The company should also implement a pop-up mechanism in their camera so that it will be a more futuristic thing for the company. Apple can bring portable Mac books in affordable pricing because their current pricing is too high to afford. Therefore, they can enhance their sale of portable Mac book series. They should bundle their AirPods inside the box of their phones so that people would not pay extra for their earphones.  The company should also enhance their iWatches and fix bugs in their iWatches because after pushing the software update, their watches stopped running. They should focus on this matter as well.   
[bookmark: _Toc47119566]Conclusion
The essay has been successful in highlighting all the factors of marketing fundamentals in an organisational context. Through this essay, it has been found the process and stages of marketing of Apple Inc. Moreover, through critical analysis, it has been found that some of the processes are better than other companies, and a few of them are less effective. 
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