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 	Introduction 
	This essay presents the nature and role of marketing in creating value for Apple consumers. The essay is divided into two parts. The first part presents the essence of marketing, customer marketing, the brand's essence, and its advantages. It also analyzes market presentation, product development, marketing development and diversification of Apple products through the Ansoff matrix method. The second part of the report concerns the nature of the stakeholders. The specifics of Apple's internal and external stakeholders. In addition, it draws attention to communication with stakeholders and their influence on the company's marketing strategy.  
The role of marketing in creating a value for customers 
Marketing is a way to believe that there is no market without a buyer. The corporation succeeds with its profits as it can build its clients. The business has been placed at the forefront of the organisation because of all the developments - the advancement of science and technological progress, the growing appetite of purchasers, the intensification of competition. The specification, manufacturing and supply, therefore, fully comply with the desired requirements. Marketing is a philosophy, framework of opinions and values for the creation, development and marketing of goods under market conditions and desires of customers. Marketing is a social and management method, according to Philip Kotler, in which people and organisations can get what they need and need by exchanging goods and value. Management is a philosophy in marketing, which may be focused on demand judgments for the organisation, management, preparation, control and management of economic life. It offers essential operational, methodological, knowledge and other marketing strategies and techniques.
Marketing can be described as a process of strategic and tactical planning and control. Marketing is both a process of studying the market, adapting the product to the market and forming the market. It combines activities such as creating new products, selling existing ones, stimulating producers and consumers, pricing, and various communication types. They are all subordinated to a common strategic goal.
Marketing as a social process pressures the consistent clarification of several key concepts related and derived from each other and explains the roots of marketing. These are the concepts of need, need demand, product, exchange, transaction and market.
The very essence of man – the sense that something is needed, something is lacking.
Need is an unintentional lack of consciousness. Need represents a tangible expression of need in accordance with environmental, social and personal circumstances. The necessity becomes a necessity when our own experiences, our knowledge, others' experience and the real supply are taken into account.
Desire is a desire to satisfy a need specifically. Demand is a wish to purchase a certain commodity supported by a financial asset. It is assessed in terms of quantity and quality. The buyer's monetary, temporal and spatial potential is measured as demand is taken into consideration. The essence of the quest depends on how valuable the product is assessed by the customer.
Product is everything that a business can give to fulfil customer wants and wishes. The consumer's mindset does not so much matter about the product owner as about the utility of the services provided by the product. The substance can be tangible, thoughts and even humans.
Utility – the collection of advantages that a consumer sees in shape, promises, end, time, location and reputation of the commodity presented to him. It is important to be valid: The customer expects that the product meets the utility - to be in need - the product has the characteristics and properties which fulfil the needs. Value - agreed standard of need fulfilment.
The root of recent success for Apple is a marketing model that allows the company to control its multi-channel network. The convergence of services (software, media and apps) and hardware (laptops, phones and tablets) is used to accelerate the development of this business model. Apple tech can be profitable or not, but hardware can be profitable, according to Reder (2009). The lack of interoperability is also essential to Apple's business model because it tends to sustain the market share of digital downloads and provides a high sales volume for hardware products.
As a policy to control users' behaviour on content acquisition and use, Apple retains its multi-channel network integration by contract laws and intellectual property legislation, and technical steps (Reder, 2009). This business strategy enables Apple "to own the consumer," giving it unequalled control over the supply chain end-to-end. The built-in platform is essential because profits are included in each hardware product. Non-Apple products do not connect content to the user, allowing customers to own content and move devices at no extra expense.
There are many definitions of a brand. Philip Kotler defines a brand as "a name, term, sign, symbol, or design, or a combination thereof, to identify goods or services and distinguish them from those of the competition" Kotler, 2000). According to Kepferer, the brand has two different functions. One is to distinguish the products from each other and the other to show their origin. Morgan says, "the brand is one of the most valuable assets the company owns. It is the visual identity, but it is much more than the logo, the labels, the colours, the names, the shape of the packaging or the slogan that are unique to the company" (Morgan, 1999: 18).
 Wheeler defines the brand as "the promise, the big idea, the reputation and the expectations that exist in the minds of every consumer for a product and company. It is a powerful,  intangible asset" (Wheeler, 2003: 28). Products are created in enterprises, while brands are forged in people's minds. A new company with its products or services that appears on the market has a name and logo, and the unique product packaging is still far from the meaning of the term brand. The story that the company and its audiences create together builds the brand. The brand appears when the company interacts and builds relationships with customers. It materializes in the client's mind, where he stores the positive or negative associations about the company itself or its products and services. The brand develops over time through long-term branding programs that use integrated communications.
Some advantages of branding are: 
· Branding makes businesses emerge from the crowded industry.
· Businesses have prestige in branding.
· Businesses can charge for a clear brand that Businesses value.
· Customer satisfaction results in branding. Good branding increases a company and increases trust and acceptance. Brands share common beliefs are drawn to customers.
· Branding leads to clients returning and references.
· Branding = coherence.
· Branding helps draw the perfect customers.
· Businesses are saving money and time in the long term by branding their business.
· Businesses can have confidence in the company through branding.
· The introduction of new goods or services can be made simpler by existing branding.
Ansoff Matrix of Apple Inc. explores how Apple Inc. has over the years adopted industry expansion, market creation, product growth and diversification strategies. Apple Inc. has its headquarters in California, USA, an American technology giant.
Igor Ansoff, a Russian American mathematician, invented Ansoff Matrix in 1957. The use of four alternate growth policies, including market expansion, product creation and diversification, is a very valuable method for companies to use. Business expansion refers to the sale to emerging countries or areas of developed products/services. Apple has been expanding its footprint worldwide ever since its inception. It is now a multinational name that has long since moved from home (the United States) to many worldwide. Apple has done more to grow its presence in developing markets such as Indian and Indonesia than only in the United States, Europe and China. For Apple, this strategy is extremely critical since the demand for goods may stagnate at one point in established markets.
Brand production is called the development of new goods and their sale in developed markets. Apple was consistently excellent in the design and development of new products. Not surprisingly, product marketing is at the core of its strong growth strategy. With Apple a handmade screen, Apple began their journey. Then new software and services such as iPhone, iPad, iPod, Apple Watch, Apple TV, HomePod, IOS, macOS and iCloud have been developed and developed (Apple Inc., 2021).
Furthermore, of course, it is an ongoing development. The above list reveals that Apple has continued to produce innovations to meet consumers' needs and keep track of time. In 2020, the company unveiled iPhone 12, three new iPads and two new Apple Watches, and rumours were published that AppleTV and Bluetooth Monitoring Accessories could be launched (Eadicicco, 2020).
Sales of new goods to new audiences are a question of diversification. It is one of the riskiest growth tactics as emerging and unknown goods and customers alike. Apply developments such as Apple Watch, Apple Pay (mobile payment and digital wallet service), and Apple Card demonstrate that Apple is applying this approach (credit card). It is important to remember that Apple began its path as a computer product and came up with several fundamentally innovative products distinct from their initial products. The Apple tale is much more diverse than many believe (Yarow, 2018).
Apple Inc. has been beneficial in its diversification approach. Over the years, Apple has developed a rather diverse portfolio, which has not been too dependent on iPhone sales (Kramer, 2020). If sales of iPhones go down, it may depend on a range of goods and markets.
Stakeholders’ engagement and their impact on the marketing activities of an organization
The views and viewpoints of internal and external stakeholders affect organisational management to a great extent. Every organisation, person or society affected by the organisation's activities must be involved, and a voice must also be given about how the organisation works. External stakeholders do not have financial stakeholders but are affected indirectly by the activities of the company.
Internal stakeholders are people or organisations that participate in the organisational process personally or financially. It covers staff, owners and administrators. Each collective would theoretically be directly compensated with the company's performance.
In its corporate social responsibility practices and initiatives, Apple sees the needs and concerns of a range of core stakeholders. Stakeholder associations place diverse requirements in various market aspects. The following parties concerned are the most important in Apple's case:
· Clients/Clients
· Investor staff of Apple
· Providers and dealers' employees
The primary internal owners are employees. Employees participate significantly in the organisation's finances and times and play a decisive part in the organisation's strategies, tactics, and activities. In defining the company's policy, vision, and purpose, well-managed organisations cater to staff views, concerns, and principles. Employees are Apple's second-priority social justice stakeholders. This community of stakeholders consists of staff at the Apple premises. Good pay and job growth are the core priorities of these parties. Stakeholder employees are vital because they decide how Apple will produce innovative and efficient products for human resources. Employing pay deals affordable in Silicon Valley, the company addresses its workers' interests. Thus the actions of Apple as an essential stakeholder community to achieve social responsibility meet the concerns and desires of workers.
Managers play a significant part in deciding the company's plan and play an essential role in organisational decisions. Managers are also responsible for the actions taken and serve as touchpoints between owners, the management and the company.
The owners are the people who own essential shares in the company. Owners have a responsibility and a significant part in the planning for the impacts of the enterprise. Owners also make significant choices both internally and externally.
Business is diverse parts of the global network that are both affected by a broad range of communities and affect the outside world. The knowledge of domestic and foreign stakeholder interests is a core role of a leader or manager at an organisation. Decisions should be taken to ensure that those involved are taken into account.
There are some external partners for companies in decision-making and operations to be considered. They include consumers, vendors, creditors, families, governments and society in general, but are not limited to: 
The main objective of supplying goods and services is to meet requirements. Therefore, an essential part of running a company is to understand the core client group of an enterprise and optimise activities for those requirements. Interaction with customers via social media, e-mail, shopping, user test groups and resources and products is essential for preserving a stable society (and a strong sense of what customers want from the organisation). 
Apple prioritizes customers as the top players while implementing corporate social responsibility strategies. This group of stakeholders is constituted collectively and organizationally by Apple brands. A secure and inexpensive supply of products is a primary challenge for customers. Therefore, Apple's high-quality and esthetic approach to prices is suited. It is appropriate. Sustainable recycling and ethical sourcing processes also satisfy the demands of the market for sustainability. Therefore, Apple's civic duty meets market interests. 
Big data now has an important part to play to determine what people want. Organisations are able to predict the needs of consumers and improve their value proposition by identifying patterns, behaviours and journeys in customer data.
Investors are usually key stakeholders and factors that determine corporate social responsibility in companies. In the case of Apple, investors want to maximize their investment gains. This community of stakeholders is addressed successfully by its outstanding financial results. Apple, for one, is now one of the world's most profitable firms. The company has strong margins of profit. Apple is also enormously financially, with vast sums of cash implying high liquidity. It has also succeeded in preventing debt. Apple successfully satisfies investors' needs as stakeholders based on these conditions of corporate social responsibility.
Suppliers and other political relationships are interdependent, where one's success will influence another's a success. As a consequence, manufacturers are closely connected to companies as primary external partners. Charge, transportation, coordination and organisational procedures are critical for establishing a solid interaction with this community of stakeholders.
A company will provide a city with tremendous benefits by offering tax revenue, local access to exclusive products and services, education and community-building programmes. Nevertheless, a company may also drain a city by rising traffic, polluting, harming local companies and altering property values. As a result, companies have to look at the community's needs to ensure that detrimental impacts are avoided while maximising community involvement.
Governments tax companies and therefore have a strong role to play in their success. Governments, because of the benefit motive, maybe called principal players.
An annual shareholders' meeting is held each year by the Apple corporation. The conference in the Steve Jobs Theater in Apple Park took place this year on 4 February. The owners and the management board of the Apple corporation address different issues and challenges in its activities at this conference.
For Apple corporation, the shareholders are really critical. The firm had 22 797 owners by the end of 2020. This is the company's documents. Net equity for shareholders was 65 339 million Dollars for 2020.
Apple owners are not entitled to vote at boundary meetings but are entitled to a dividend. An annual shareholders' meeting is held each year by the Apple corporation. The conference in the Steve Jobs Theater in Apple Park took place this year on 4 February. The owners and the management board of the Apple corporation address different issues and challenges in its activities at this conference.
For Apple corporation, the shareholders are really critical. The firm had 22 797 owners by the end of 2020. This is the company's documents. Net equity for shareholders was 65 339 million Dollars for 2020. Apple owners are not entitled to vote at boundary meetings but are entitled to a dividend.
Stakeholders who are investors of the company hold annual meetings of significant investors. At these meetings, they discuss issues and topics that are problematic and in the interest of investors. The interests of customers mainly guide the company. Customers are the leading reference point for the company. Their needs and wants are the most important for the development of the company. Also, the technical development of the company has a significant influence. Innovation always makes the product better and more interesting for consumers. Investors and customers have the most decisive influence on the company's marketing strategy. Customers model what the goal of the company's marketing strategy should be.
Conclusion and recommendation 
In conclusion, it can be added that Apple has a well-developed marketing strategy, which has goals whose achievement leads to development and success in the company. Stakeholders in the company are essential for its future development. The most significant influence on the formation of the marketing strategy has the clients of the company. According to their demand, needs and values, the company creates suitable products to meet customers' wishes. Recommendations are not necessary for the company's marketing strategy, as it is one of the largest companies in mobile technology.
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