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Introduction
[bookmark: _heading=h.30j0zll]The businesses are expanding and evolving due to the rapid change in technology and introduction of new marketing concepts. Digital and online marketing concepts have brought a revolution in the marketing departments of businesses. The giants in the business arena are trying to incorporate innovative methods that will result in improved marketing strategies and processes (Hong., 2020). The research will highlight the marketing process and the stages that are being used by the companies and how they facilitate the business in reducing risk and reducing cost. This will help marketers to adopt an efficient marketing planning process that will generate higher revenues for the business. The essay aims to elaborate on the five processes or stages of marketing that are mission, situation analysis, marketing strategy, marketing mix, and implementation and control. These elements are important for a well-framed marketing process. Moreover, the essay will discuss the concept of marketing, explaining the four main elements of product, price, place, and promotion. This is further described with an understanding of the significance and the usage of the different types of marketing segmentation, targeting, and positioning which gives an idea to the organisation as to where, when, how, and to whom to market the product (Eremina et al, 2020). Finally, it provides an analysis of the business that utilises these marketing concepts.

[bookmark: _heading=h.1fob9te]Processes and stages of marketing
The strategic marketing process involves a series of steps that identify and facilitate the organisation to reach its goals. This allows the business to understand the requirements of the customer and develop products that can cater to their needs. Strategic marketing planning includes creating goals and objectives and helps track your progress (Hong., 2020). The process allows the companies to organise the different activities and ideas, then form a concrete plan so that it can be easily executed. Following a successful marketing plan will attract more customers, create loyalty, and develop a competitive edge over the competitors which will help the business to grow and sustain itself in the future. The elements of the successful marketing plan are as follows.

[bookmark: _heading=h.3znysh7]Mission
The mission entitles the aims and the objectives of the company. The first process in the marketing process is to identify what are the core values of the company and what it is trying to promote i.e., the product or the service. The mission provides a focus to all the stakeholders to act in the manner that will help to achieve the company’s goals. It informs the stakeholders about the reason for existing and how it will contribute to the well-being of the people and environment. It acts as a driving force in motivating the staff and the customers. Apple is the most successful company in the world that uses a strategic marketing plan. The mission of Apple’s new UK headquarters is to make high-quality standardised and innovative products. Hence, the mission guides the company and ensures that the company’s efforts are aligned with the corporate leadership (Eremina et al, 2020).

[bookmark: _heading=h.2et92p0]Situation Analysis
After developing a mission statement, the company needs to perform a situation analysis. This stage will provide a detailed analysis of the internal and the external environment through SWOT and PEST. Before carrying out any marketing strategy the business needs to research the environment that will help to determine the opportunities and threats that it had to face. The situation analysis will elucidate the health of the business, the current and the potential customers, the prevailing trends in the industry, and the position of the company in the marketplace. 
The situation analysis models include SWOT (strengths, weaknesses, opportunities, and threats) that focuses on the internal environment. The element of strength talks about the business functions, factors that can be controlled, the competitive advantage, and what is the differentiating factor of the business. Assessing the weaknesses provides reasons for underperformance and what resources are limited which are providing obstacles in the progress of the business. The opportunities that are discussed in the SWOT model will explore the untapped markets and potential of the business to grow and expand using the market trends. Finally, the evaluation of threats will inform the business about the obstacles and external factors (political, technological, economic) that can cause a problem (Hong., 2020).
The other model that is used to determine the external situation is the PEST (political, economic, social, and technological). The political landscape of the country, its economic stability, the social values of people and technological advancement needs to be assessed before a company is thought to be created., expanded, or diversified. The careful research will help to reduce risk and also effectively utilise our efforts and resources. Apple’s competitive edge lies in its commitment and understanding of customer needs. It differentiates its offerings by focusing on its product style, design, and quality (Eremina,2020). The company’s collaborative culture is aligned to its goals and vision of the organisation. Therefore, it is imperative to have a detailed idea about the internal and the external environment by using models like SWOT and PEST so that the marketing process is performed successfully. 

[bookmark: _heading=h.tyjcwt]Marketing Strategy/Planning
After the opportunities are identified, they are prioritised according to the level of importance. Writing them down as a market plan will provide a vivid image of the steps that need to be followed to attain the objectives. The marketing plan will encompass the target customers, the ways to reach them, and the budget that will be required to accommodate them. The main tasks involved in this stage include defining the target audience, selecting measurable goals, and then developing a budget. It will allow the marketers to follow a plan that can be achieved in their allotted budget. The identification of the target market is vital because marketing strategies will be selected accordingly. This stage of the plan will allow the marketers or the business to ensure that they work within the budget that has been allocated and make goals that can be quantified for better evaluation (Tokarev., 2020). The company relies on brand loyalty from current customers while launching new products and services. Apple is the first to identify the gap in the market and introduce its new products. It uses segmentation, targeting and positioning to develop its marketing strategies.
Segmenting and targeting and positioning of Apple Inc. 
Market segmentation refers to the division of the broad consumers into segments based on factors like demographics which includes gender, age, income, behaviour and psychology. While targeting involves the selection of those segments that have a higher value for the business. Apple targets people within the age range of 22-55 that includes both male and female. Since Apple is an affluent brand hence it has a premium pricing strategy that can be targeted to medium to high income individuals. The brand targets the hardcore loyalist who continues to use apple products forever and do not switch to other brands. 
Promotion of the brand and its advertising helps to create an image in the minds of its customers which is known as positioning. Attaching of emotional value is created through brand identity, its products and communication. Apple's brand values, tagline, imagery, design and advertisement has led customers to associate themselves with the brand. Apple Macintosh, which was the first personal computer, had a mouse and graphical interface for its users. Apple’s iPod replaced the Walkman. 

[bookmark: _heading=h.3dy6vkm]Marketing Mix
The marketing mix identifies channels and tools that can be used to ensure a successful marketing strategy. The pillar or the foundation of the marketing strategy lies in the 4Ps that are product, price, place, and promotion. It answers the “how” part of the process. E. J. McCarthy was the first to express the 4Ps of marketing that convey the value of the product. The study will incorporate the marketing mix of Apple’s new headquarters in the UK. The ideal marketing mix will determine the right target audience and the type of product or service (Aithal.,2020). Apple has various products that are valued using premium pricing. It also uses stringent guidelines for the distribution of its products. 

[bookmark: _heading=h.1t3h5sf]Product 
The product is a good or a service that caters to the needs of the market. The product includes its features, branding, and packaging that can help it to differentiate from its competitors. Apple is the leading brand in phones and electronic gadgets. It includes various IT-related products. Its product lines include Mac, iPhone, Pad, Mac, Apple Watch, Apple TV, Digital content, Software Accessories, and Cloud services. The introduction of its cloud services incorporates generic and intensive growth strategies. This has expanded its scope from computer-based gadgets to Information technology. The product quality is still maintained and the new designs and innovations in the models have helped Apple to achieve product quality. (Tien., 2020)
[bookmark: _heading=h.4d34og8]Price 
Prices are the amount of cash that the customers are likely to pay for the product or service. The pricing includes any discounts, payment periods, and list price, as well as how much it costs your company to produce the product. Apple uses its premium pricing strategy and freemium pricing to sell its products. The premium pricing strategy sets higher prices for its products than the others. Though it is a weakness combined through innovation the company sets its competitive advantage. The freemium strategy allows customers to have free access to some of its services. For example, it provides 5-gigabyte iCloud storage for free. (Hong., 2020).
[bookmark: _heading=h.2s8eyo1]Promotion
Promotion includes the communication between the audience and the company. It equips the readers about its business and the value that it can offer. The organisation can do this through marketing channels like social media, advertising, public relations, direct marketing, and sales promotion that will create brand awareness (Eremina,2020). Apple promotes its products through advertising, personal selling, sales promotion, and public relations. These promotion techniques allow Apple to reach a wider market. 

[bookmark: _heading=h.17dp8vu]Place
The place refers to how the product will be distributed, the distribution channels, transport, and outlets that should be constructed, and where. Apple Inc. only authorises the company outlets or franchises to distribute its products. The places that are included are apple store locations, company-owned websites, online stores, authorised sellers, and telecommunications companies. (Dilip.,2020)

[bookmark: _heading=h.3rdcrjn]Implementation and Control
Finally, the last stage of the marketing plan that is implementation and control allows the action plan to be launched. The business will reach its customers and inform them about the product or service that they will offer. It will accumulate the resources for marketing the product, appointing the people to carry out the marketing activities, and keeping track of the changes through calendars and schedules. Creating benchmarks will help to stay focused and implement the plan successfully. Every product of Apple complements the others that enhance the brand and creates loyal consumers. (Eremina,2020)





[bookmark: _heading=h.26in1rg]Conclusion
After careful analysis of the data, it can be concluded that the business needs to form a successful marketing plan to grow and sustain its business. to do it, one has to go through the marketing process and identify the challenges and the opportunities that the business is likely to have then to counter the challenges and the barriers the company needs to make changes in its strategy or implement new strategies that best fit the business model. The company’s vision can only be achieved if the marketing process is well structured and organised. We have analysed the marketing process and the marketing mix strategies that have been used by the headquarters of Apple in the UK. Its improved strategies in marketing have helped it to become one of the famous brands in IT and computer-based solutions. Therefore, other businesses also need to follow in its footsteps and develop strategies that will help the companies to generate higher revenues. 
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