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   David Boddy assumes that marketing is a process of value exchange between customers and organizations. Organizations use many advertising and sales techniques such as distributing brochures or offering promotional prices that aim to meet the needs of customers in a way that brings value on both sides. This depends on several things such as product design, pricing, communication with customers and evaluating their response. If managers understand what customers appreciate, it will be easier for them to create and develop products that satisfy them. In commercial enterprises, this means that customers are willing to pay a price that brings profit to the company and in public or non-profit organizations are willing to do donations, use the service or support it. Those who disregard marketing will not understand their customers, will not satisfy them, and will have problems in securing resources and the organization will fail if the staff does what they prefer and not what customers expect. (Boddy D., 2011:257)
  There are five marketing concepts presented by Kotler and Armstrong: the production, product, selling, marketing, and societal marketing concepts. The production concept holds that the consumers will prefer products that are available and easy to purchase. The organization focuses on improving production and distribution so that they are more efficient. The product concept refers to the idea that consumers will prefer products that offer the most quality, performance, and innovative features. The organization is focused on making continuous product improvements. The sales concept states that consumers will not buy many of the company's products if there are no large-scale sales or promotional efforts. The marketing concept refers to the idea that the achievement of organizational objectives depends on what the target market needs and wants and offers the desired satisfaction better than other competitors. Under this concept, sales and profit are achieved through the value and concentration of customers.  The concept of societal marketing refers to the fact that a company's marketing decisions should focus on consumer desires, company requirements and the long-term interests of consumers and society. The concept of social marketing supports the idea that marketing strategy should provide value to customers for maintaining or improving the well-being of the consumer and society. Many of the leading business and marketing thinkers now preach the concept of shared value that argues that both economic and societal needs define the market. (Kotler P. & Armstrong G., 2017:34-37)
   “Marketing refers to the process through which businesses and organizations promote themselves and their products by communication with potential customers.” Some of the advantages of marketing to consumers are informing and educating consumers, managing consumer expectations, and modelling consumer behaviour. (Hartman D., 2019) 
   Consumer information and education represent a way in which marketing benefits society. Marketing has a convincing intent that usually begins when the company discovers the customer's needs and tries to find products or services that match his needs. It includes a lot of practical information such as addresses, phone numbers, product release dates, store hours and web addresses that help make purchases. (Hartman D., 2019)
   In addition to useful information about the products and services that marketing offers to customers, it also helps to establish and meet customer expectations, which are generally based on trusted brands. Businesses use marketing to let consumers know about major changes that are taking place, such as ownership transfers that may improve quality or affect product offerings. Government regulations take care that marketers do not make false or misleading claims, and this helps customers make informed decisions without the risks they would have if they did not buy with the benefit of marketing. (Hartman D., 2019)
   Modelling consumer behaviour is another advantage of marketing for customers. Marketers focus on understanding consumer behaviour and producing advertising that can sometimes affect it. Behavioural researchers and economic analysts help model consumer behaviour and can find out why people make certain decisions by examining marketing data and their correlation with consumer behaviour. This helps advance the fields of behavioural psychology and economic forecasting. (Hartman D., 2019) 
[bookmark: _Hlk47453974]   A brand is a symbol, name, word, logo, or a combination of these elements that identify the goods or services of sellers and distinguishes them from others. A brand is an important part of a product and can guarantee reliability and quality and can add value to the product. Branding has many advantages. The brand offers details about the quality of the product and increases the efficiency of the buyer, who knows that the brand he buys will always have the same quality. The brand name attracts consumers' attention and helps identify products. Suppliers are also advantaged by the brand because the brand name helps them to process orders more easily, to attract loyal and profitable customers and to segment the markets. Branding creates value for both consumers and society. Those who favour the brand suggest that it leads to a more consistent product quality. Branding helps buyers find details about products but also where they can be found and increases innovation by making producers protect products from imitating competitors. (Kotler P. et al, 2005:549-550)
[image: ]   The organization I chose for my project is Apple which is an American multinational technology company based in Cupertino, US. It has been created in 1976 by Steve Jobs and Steven Wozniak. This company deals with the design, development and sale of electronics, computer software and online services to consumers. The first product ever launched by this company was called ‘Apple I’ and took place in the same year that the company was created. Since then, Apple has been very successful and has proven the effectiveness of its products on the market, so that it has grown exponentially in terms of products and services. (Wikipedia,2020)
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         (Wikipedia, 2020)
   The Ansoff matrix strategies could also create value such as product development, or diversification. Apple Ansoff Matrix represents a planning model through which the company tries to determine its products and market strategy. It includes four branches: market penetration, product development, market development and diversification. (Dudovskiy J.,2019)                                                                           
	            Figure 2
	       (Dudovskiy J., 2019	           


There are both advantages and disadvantages to the Ansoff Matrix. The advantages are that it forces you to think about the risks of moving in a certain direction, presents growth strategies, sets goals, indicates the level of risk and shows the opportunity costs. The disadvantages are that it does not show market development and diversification strategies that are necessary for a business, does not take into account the activity of external competitors, the accurate predictions can be difficult unforeseen events and there may be conflicting objectives of stakeholders. (Munro K., 2014)
   Within the scope of the Ansoff Matrix, Apple uses all four growth strategies. Market penetration refers to selling existing products to existing markets. Apple's existing market consists of its global operations that are divided into five segments: the Americas, Europe, Greater China, Japan, and the rest of the Asia Pacific. For example, the company operates 506 stores in 24 countries. They use the market penetration strategy through the effective application of the marketing strategy. The ecosystem of products and services is important for the market strategy with a high level of efficiency. (Dudovskiy J., 2019)   
   Product development includes the development of new products to be sold in existing markets. One of Apple's growth strategies is the regular development of new products: they introduce new products and updated versions of its products and services. In 2018, the company's investment in research and development for new products reached 14.24 billion USD. (Dudovskiy J., 2019)    
   Market development refers to find new markets for existing products. For Apple, this is a major growth strategy. The world's largest IT company focuses on emerging economies in Asia as long-term attractive markets. (Dudovskiy J., 2019)    
   Diversification is considered a risky strategy and refers to the development of new products to be sold to new markets. Apple has not been famous for engaging in diversification business strategy so far. The company is expected to include the short-medium term diversification strategy, considering the saturation of the global iPhone market. (Dudovskiy J., 2019)   
   The marketing relationship method has always had good results for Apple. It has been used for a long time to maintain a strong connection between the company and its customers. There are three marketing philosophies provided by Mike Markkula to Steve. The first one is empathy through which Steve Jobs was advised to truly understand customer needs better than any other company. The second one is the focus which refers to eliminate all unimportant opportunities to do a good job. The third one is the impute that refers to the fact that people form an opinion about a company or a product according to the signal they transmit, as is the proverb "People judge a book by its cover." (Ahmed F., 2018) 
   Apple has invested a lot of money in the architecture and location of its retail stores to attract customers and build a good relationship with them. One of the most beautiful Apple retail stores is the one in New York. Apple stores have a nice look and a customer-friendly environment where they can learn information and learn how Apple products work. Thus, the company finds out what customers like or dislike, their needs, and their feedback on Apple products. (Ahmed F., 2018)
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Figure 3: The Apple Store in 5th Avenue, New York
                                                                                                                                                                               (Ahmed F., 2018)

  


  A stakeholder is a party who has an interest in a company and can affect or may be affected by the business. The most important stakeholders of an organization are its investors, employees, customers, and suppliers. Modern idea theory includes additional stakeholders, such as community, government, or trade association. (Chen J.,2020)
   Stakeholders can be both internal and external. Internal stakeholders refer to those people whose interest in a company comes through a direct relationship such as employment, ownership, or investment. An example of an internal stakeholder is investors, who are very affected by the outcome of a business. For example, if a company wants to invest money into a technology start-up in exchange for equity, the company becomes an internal stakeholder of the start-up. The return on the company's investment depends on the success or failure of the start-up. (Chen J.,2020)
   External stakeholders are people who do not work directly with a company but may be affected by the operations of a business, for example, suppliers, creditors, public groups. External stakeholders can not be easily identified because they do not have a direct relationship with the company. For example, the government is an external stakeholder and when it makes policy changes on carbon emissions continuing from above, the decision affects the operations of any business with increased levels of carbon. (Chen J.,2020) 
   Apple is a successful company due to its ability to meet the stakeholders and social responsibilities of the company. Its stakeholders affect the business in terms of customer perception and sales revenue. The company addresses the environmental issues of stakeholders through a policy of sustainable supply of materials and has a firm and total approach in addressing the interests of significant stakeholder groups for business. These stakeholder groups help Apple improve, and the company affects them by satisfying their interests. Apple stakeholders have different concerns about product quality and function, business sustainability, employment practices, and financial performance. (Thompson A., 2017)
   Apple’s stakeholders are customers /consumers, Apple employees, investors and employees of suppliers and distributors. For Apple, customers are external stakeholders. They are a high priority and include individual and organizational buyers of Apple products. Customers' interest is to have good quality products at a reasonable price, but Apple products have a high price and this pricing strategy is acceptable because it matches the high quality of their products. The company has environmental recycling and sourcing programs to meet customer demands for business sustainability, so Apple's efforts are satisfying customer interests as the main business stakeholders. (Thompson A., 2017)
   Employees are Apple's internal stakeholder in corporate social responsibility, and their interest is in proper compensation and career development. This group of stakeholders has an important role in the company because it determines the capabilities of Apple's human resources to innovate and develop profitable products. The company addresses the interests of its employees through compensation packages, so Apple's social responsibility efforts satisfy the concerns and interests of employees as a major group of stakeholders. (Thompson A., 2017)
   Investors are internal stakeholders that are usually determinants of corporate social responsibility programs. The interest of Apple investors is to maximize the return on their investment. Apple is one of the most profitable and successful companies in the world that has large profit margins and a strong financial position. Thus, the company efficiently satisfies the interests of investors as stakeholders and addresses them efficiently through excellent financial performance. (Thompson A., 2017)
   Apple supply chain workers are indirect stakeholders in the company's business but determine the company's social responsibilities. They have similar interests as Apple’s employees such as job security and are also interested in ethical employment practices. Apple has a code of conduct for suppliers, monitors and imposes requirements on the hiring practices of companies in its supply chain, and wants to end business relationships with suppliers who do not comply with this code of conduct. (Thompson A., 2017)
   In conclusion, Apple is a successful company well known for its unique and good quality products, appreciated by many people and especially with a high level of satisfaction of its customers. Apple uses various marketing strategies such as the Ansoff Matrix to help the company determine its products and marketing strategy. In addition to its unique products, Apple also attracts customers through the architecture and locations of its retail stores. They have a fashionable design due to the materials used: glass, wood, and many lights. The success of the company was also achieved through the stakeholders who helped the company to develop, but also by the social responsibilities of the company.
   My recommendation for Apple is to maintain product innovation and design thinking to remain the same successful company in the competitive technology industry. Apple must continue to focus on the requirements and needs of consumers to have better and better results, to discover and market new products even more spectacular and innovative than the old ones, and to develop them, so the customers will be demanding the products. 
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