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                                             Executive Summary

Marketing entails the activities an individual or an organization assumes to encourage the selling or procurement of a service or product. Marketing involves product advertisement, selling, and delivery (Clow and Baack, 2013). Apple Incorporation, now referred to as Apple, is an American Multinational organization that majors in the manufacture, development, designing, and sale of personal computers, computer software, and consumer electronics. In the prior five years, the company has recorded an increase in cumulative revenues of more than 330%. The factors promoting this growth include its much capitalization on technological dependence and transformation of the technological sector. Apple has captured the market by improving and creating demand for its products through innovation. While the company is enjoying market dominance, its development and growth are linked to the production of improved and new technology for both developed and emerging markets. The company has demonstrated its multinational flexibility, with an initial attempt of introducing the iPhone 13 pro max to the market, which is aligned to the buying, and demand power.  
The outbreak of the coronavirus pandemic has had a major effect on Apple’s device sales and production in countries such as the United States, South Korea, 



Italy, and China. As the pandemic spread across the globe, ceasing travel and movements within countries promoted supply and production problems (Kotler et al., 2017). When the number of infections began rising, Apple closed all its contact centres, corporate offices, and retail stores in China. The main impacts of the Coronavirus pandemic include travel bans, operating in reduced hours, closing the stores, and quarantine, as well as fear of contracting the virus promoted less foot traffic, which had a significant impact on the Sales of Apple. 
	With the increasing rivalry in the global market arena, the responses, and perceptions of the consumers to the new services and products that an organization produces depend on the strategy of the company. Therefore, this report seeks to explore the strategic approach that the company can employ to reduce the market encounters. The report starts by providing a situation analysis of Apple and conducting the SWOT analysis. Through reviewing the situation analysis, the report determines the marketing process that can be employed to achieve the set objectives and results. 
                                                     

                                                     Contents
                         Apple Inc. Internal and External Analysis
Executive Summary
1. Background
2. Situation analysis
3. SWOT Analysis
3.1. Strengths
3.2. Weaknesses
3.3. Opportunities
3.4. Threats
4. Marketing Objectives
5. Marketing strategy
6. The target marketing strategy
7. Marketing Tactics
8. Implementation Controls
9. PASTEL Analysis
9.1. Political Factors
9.2. Economic Factors
9.3. Social Factors
9.4. Technological Factors
9.5. Legal Factors
9.6. Environmental Factors
1. Background

Apple is a multinational corporation founded by Ronald Wayne, Steve Jobs, and Steve Wozniak. Apple records its revenues through retailing services and products, including computers. Apple has grown to be a giant in the technology and electronic industry, with more than 140,000 workers. Almost 50% of Apple Inc. is linked to their succession in the development of the iPhone. For example, the iPhone 12 and 13 are among the best-selling smartphones in the world after their launch in 2020 and 2021, respectively. Besides smartphones, Apple has also majored in designing and selling other electronics, including iPad, iPod, and Apple Watch, and MacBook series. 
1. Situation analysis

Over the years, Apple has ensured that its services and products meet technological needs. Some of the needs are initiated by the Coronavirus pandemic, and they are not limited to the home office and remote learning, where the company has met using several products. Despite the coronavirus pandemic, the 2020 and 2021 years were characterized by the launch of a variety of products. Singh (2021) provides some examples of the new launch, which include the iPhone S.E., 12 pro max, 12 Pro, 12 mini, and iPhone 12 series. In 2021, Apple launched the iPhone 13, which was impacted by a crunch in the global supply slowing the demand for the product (Bloomberg 2021). The shortage of demand was impacted by a month delay in delivery and lack of chips which impacted the consumers negatively. About Blomberg (2021), it is evident that many consumers show less interest in upgrading to the new version, which lowers the market share of the company. 
The economy of the world has evolved over the years, driven by several factors and events that have shaped the global business field. In the contemporary era, the most important economic revolutions. 
2.   SWOT Analysis 
2.1. Strengths

Innovation 
	As an established company, Apple has several strengths. Some of the strengths include strong brand equity and brand image. Since its foundation, Apple has been able to develop a strong brand image and equity through its operative innovation (Smithson, 2015). The company have revolutionized 
One of the extreme stunts that Apple uses is innovation. The potential is producing software, hardware, and other products have brought the organization to be at the top line. Every year the company launches new products and services, including Apple Music, Apple Card, iTunes, and Apple TV+, just to mention a few. 
Quality 
Apple produces quality products in both performance and design. The organization has been using a differentiation strategy over the years to set its services and products apart from the competitors. Through this, Apple has been able to sustain a significant brand loyalty and market share. 
Brand Equity. 
Apple is one of the most famous brands around the world, with its brand value being more than $1 trillion. The high-profit margin and larger consumer base, as well as their quality services and products, influence this strong brand value. Rigorous marketing and advertising also accompany this. Apple is also famous for developing advanced, well-functioning, and intended products as well as delivering sound financial performance and customer experience. Apple has been able to attain a strong status and brand credit through its marketing and promoting capabilities. The excellence of the company to create a spectacular campaign in marketing, premium quality, and the ability to deliver excellent experience allowed Apple to create a powerful brand in the world.
2.2. Weaknesses
                    High price
This is one of the biggest weaknesses of Apple due to higher prices. The company’s top-priced products are a vulnerability for the organization, as consumers can prefer the competitors with lower costs and comparable quality. For instance, the company developed the iPhone 13 Pro, which the company stated starts at $999, and the Pro Max series starts from $1,099, which is similar to the price of the prior year. 
Declining growth in sales
Bloomberg (2021) reports that the sales of Apple Inc. are declining, thus diminishing its shares in the market. The decline in sales has been influenced by the Coronavirus pandemic, which ceased the sourcing of raw materials and transportation of products to other states. Failing to address this can promote a negative long-term effect on the organization. 
Limited promotions and advertisement
Apple has coagulated its operation by establishing a loyal customer base. The marketing for Apple relies on flagship and iconic retail stores (Izushi and Aoyama, 2006: 1847). Due to the success of the company, Apple does not feel the need to have excessive spending towards the advertisement when compared to other brands such as Samsung technologies, Coca Cola, and P&G. 
2.3. Opportunities
Advancements in technology 
The company can exploit the technological advancement to provide an opportunity for R&D. This will essentially promote the manufacture and development of new lines of product. 
Increasing demand 
Apple Inc. has been leading the technology industry for several years. The company provides cutting-edge and quality technology that offers a breakthrough in the experience of the customer. The plea for smartphones and personal computers upsurges on an annual basis, as the needs become a significant and inherent part of the lifestyle of individuals. Norris et al. (2011) assert that this provides an opportunity for Apple for innovation to satisfy the needs of the company. The company has a phenomenal retention rate. Apple always relies on the internet for subsequent opportunities to form new alliances and gain new customers. 
Extensive supply network
Apple has a chance of expanding its supply system. The supply network of Apple is partial, thus leaving room for development (Al-Mubaraki and Busler, 2010: 338). The company could produce advanced sales and revenues if it focused on creating and expanding its supply network. More so, Apple can help from industrious promotions and marketing. 
Smart wearable technology 
These products will dominate the world. The sales for wearable technology are projected to double in the subsequent years. By 2022, smart wearable technology is projected to be more than $27 billion in market value, with unit sales amounting to approximately 233 million. This is an opportunity for Apple to continue growing beyond Air Pods and Apple watch into another category of wearable. 
2.4. [bookmark: _Toc89545439][bookmark: _Toc89895852]Threats
Coronavirus pandemic 
Apple depends highly on China for its supply chain and manufacturing. Besides, approximately 14.5% of its revenue came from the Chinese market. The coronavirus pandemic had a significant impact and may continue disrupting the Sales of the company. Besides, the pandemic altered the company’s revenue distribution. This was influenced by the closure of stores, crunch in the wallet of the customers, and supply chain distribution. Apple reported flat revenue in 2020 due to uncertainties in the supply chain. 
Rapid technological change. 
The industry of consumer electronics is continually advancing with the advancement in technology. It is a great challenge for the organization to be up to date with the advanced and the latest trends. Apple Inc. has managed to bring radical products to the market arena. 
Strong dollar 
More than 50% of the total earnings by Apple are recorded from outside the United States. Thus, the fluctuations in other currencies could affect the profits realized by the company. This means that the currencies of other countries are more changeable compared to the United States dollar. 
Competition
Cecere et al. (2015) report that product design is one of the main factors promoting differentiation in the consumer electronics industry. The technical changes have promoted crowding in the industry with different firms. Apple is facing stiff competition from other organizations, including Motorola, Google, L.G., Nokia, and Samsung, just to mention a few. All these organizations often try to outweigh one another in market share. As this competition gets stronger, the company will have to introduce advanced technologies or revise the pricing policy to stay on the edge of competition.
About the SWOT analysis, it can be evident that Apple’s strengths and opportunities provide the company with a strategic advantage over the weaknesses and threats. This is due to the customer loyalty and reputation of the brand. It will be substantial for the company to address these weaknesses by establishing an effective strategy for the management and eliminating the threats that may occur in the future. 
3. Marketing Objectives
	It is significant for Apple to inaugurate a primary goal to grow the market share and increase the net sales of its new products, including the iPhone 13. At least half of the sales should be recorded from the existing consumers in the market who might upgrade. The rest of the sales should come from new consumers who should purchase the smartphone due to thorough efforts in marketing. 
4. Marketing strategy
The company achieved a huge capitalization of the market in 2020. However, it is reported that capitalization is declining towards the end of the 2021 financial year. By formulating strategies, the organization chooses the most suitable action to implement about the aforementioned objectives. There is a need for the company to identify the target group of consumers in this plan. 
5. The target marketing strategies
	
The ecosystem of Apple has been identified to be the backbone of the marketing plan. The main target of the plan includes the existing consumers in the market who already have information regarding the products and new consumers who may be willing to invest in the company’s ecosystem. According to Todd (2017), consumers investing in the products and services provided by Apple is a form of being committed to the brand since their products interact and support each other. However, as the existing consumers are already present in the company’s ecosystem, the target of the marketing plan will be promoting the upgrades of the products (Baines and Fill, 2014). For potential customers, the focus of the company will be specific individuals based on their geographical, psychographic, behavioural, and demographic segmentation. 
Demographic segmentation. The marketing plan will target the elite groups, which include middle- and upper-class income earners of age above 25 years of age across all genders. Since the products that Apple produces have abundant graphics, the company will primarily target professionals in the design industry. 
Psychographic segmentation. iPhone 13 series is equipped with high-end options for photography, which creates an opportunity of targeting photography lovers. 
Geographic segmentation. According to the 10-K financial report of Apple for the fiscal year ending September 2021, the reports shows that Apple has a substantial presence around the world (Apple 2021). Thus, the efforts of marketing will target continental segments including Europe, America, Asian Pacific, and Africa. 
Behavioural segments. For potential consumers, the strategy will focus mainly on the consumer’s browsing habits. This includes the number of sessions to the digital platforms of Apple, the number of URLs that the consumers have visited and the time spent. 
6. Marketing Tactics
	
The communication and marketing tactics will be intended to reinforce the value proposition of Apple while promoting new products such as iPhone 13 series. In prior years, Apple Inc. focused its advertising ad on YouTube and Twitter (Jobber 2016). For the company to achieve the objectives of the plan, it should incorporate all social media platforms to capture potential buyers from a wider audience. For example, the marketing tactics that the company should employ include aiming at the company’s influential viewers whose reactions can influence the surrounding individuals, including potential buyers. This will increase the sales and awareness of the company’s products. The breakdown of the marketing strategies that can be used to achieve the set objectives is as shown below. 
Table-1:
Apple Marketing Strategy across the target customer base.
	Target
	Primary Objective
	Secondary Objective
	Segment
	Action
	Timeline

	Existing Customers
	

Grow market share
	Product upgrade
	-
	Reuse and Resale market Strategy (see appendix B)
	Apple can dedicate the first quarter (Q1) of the fiscal year 2022 to this activity.

	
	
	
	
	Direct marketing- Direct mail
	Throughout
Q1 

	New Customers
	
	Purchase
	Demographic
	Social media marketing
	Q1 and Q2. Marketing will last to the second quarter since iPhone 14 is expected in September 2022

	
	
	
	
	Email marketing
	Q1 and Q2

	
	
	
	Psychographic
	Paid media-Influencer marketing
	Q1 and Q2

	
	
	
	Behavioral
	Content marketing- articles, blog posts, videos

	Q1 and Q2

	
	
	
	
	Alteration degree optimization (see appendix C)

	Q1 and Q2

	
	
	
	
	Email Marketing
	Q1 and Q2

	
	
	
	Geographic
	Social media advertising
	Q1 and Q2

	
	
	
	
	Direct marketing- Promotion events and activities
	Q1 and Q2


 
7. Implementation Controls. 
	
Lidstone (1987) reports that the final stage of a promotion plan is the establishment of a control system. After the implementation of the tactics and strategies, it is significant for Apple Inc. to evaluate the way the program worked against the goals set. The main objective of the marketing plan was to grow the market share in the electronic and smartphone industry after the decline in sales presented by the newly launched iPhone 13, which was influenced by issues in the company’s supply chain. In addition, the secondary goals of the company entail promoting the upgrades of the product among the potential and existing market consumers and recording their sales. 
	Thus, in the case of Apple, it is essential to monitor the progress by assessing the two quarters that were selected. This will entail the comparison of the achievements and objectives within every quarter. At this point, the organization will set and measure the KPIs, which have a substantial role in the company’s formulation of marketing strategy (Saura et al., 2017). The KPIs can be determined at different levels of the organization, including department level, growth and profitability in consumer base, and market share. The indicators can originate in the form of the generation of conversion and lead rates. The Key Performance Indicators can also be determined at the number of shares in the social media, open 

rates of emails, the number of website visits, marketing, and campaign level, as well as team-level (Ashmore, 2019). By measuring the effects of the marketing plan, the organization can easily determine its failure or success. 
8. [bookmark: _Toc89895858]PESTEL Analysis 
The high performance of Apple is linked to its effectiveness in addressing the macro-environment factors. The success of the company results from strategic management, which exploits the opportunity and protects the organization from other threats in the industry. This PESTEL analysis examines the significant external factors to be addressed by the company in its industrial environment. 
8.1. [bookmark: _Toc89895859]Political Factors 
These factors present opportunities. This aspect indicates the influence of related organizations and the government on the business. In the case of Apple, the main political factors include improvement of free trade policies, the stable political environment in developed nations, and trade disputes, especially between China and the U.S. Trade policies increase the opportunities of the company to grow, considering the reduction in political problems affecting the operation of the business (Lombardo, 2019). However, the trade dispute is a threat to the operation of the company as it reduces the sales revenue of consumer electronics. For instance, 
the tension between the U.S and China could lead to the imposition of higher tariffs on electronic components that are imported (Kolios, A. and Read, G., 2013: 5034). 
The company can improve its performance by taking advantage of the opportunities in the macro-environment, although with caution to ensure stability despite disputes in trade. 
8.2. [bookmark: _Toc89895860]Economic Factors
These factors include increasing disposable income, growth in developing nations, and stable economies in developed nations. The economic stability in the developed nations creates an opportunity for Apple to expand. The growth in developing nations also offers external economic factors. Higher disposable income and economic growth rates increase the sales revenue of Apple. The company can sell relatively high-priced technological products. The economic factors indicate that the company has growth potential for its growth. 
8.3. [bookmark: _Toc89895861]Social Factors 
	Apple is subject to the impacts of social trends. In the case of Apple, the significant socio-cultural trends include the increasing use of mobile phones, dependence on digital services, and international anti-apple sentiments (Lombardo, 2019). The increasing dependence on advanced and digital systems as well as rising mobile use and access creates a significant opportunity for Apple. During the pandemic, there has been an increased use of internet services and digital systems. This has created an opportunity to grow the revenues of the company. These factors relate to the increased demand for devices such as tablets and smartphones. Despite 

the vast opportunities, the company still faces threats of opposition, who are mounting and questioning the practices of the business. An example is the lawsuits of the company against third-party repair services for products such as MacBook and iPhone. This can significantly reduce consumer confidence and brand image. 
8.4. [bookmark: _Toc89895862]Technological Factors
The main technological factors influencing Apple include the growing market for mobile devices and demand for cloud computing, as well as increasing integration of technology into the business. Apple now offers cloud services. Thus, expanding the cloud frame could exploit its profitability (Khan et al., 2015). However, Apple faces competition from organizations such as Samsung and Google, who demonstrate a solid aptitude to duplicate the products and services provided by Apple Inc. This includes Android Pay, which has the same capability as Apple Pay, meaning that the signature product and service are no longer unique.
8.5. [bookmark: _Toc89895863]Legal Factors
In the case of Apple, the legal aspects include cumulating the privacy guidelines and the legal contests beside Apple practices and guidelines. The legal factors posit some threats that could limit the company or levy costly needs (Khan et al. 2015). More so, the company is subjected to some lawful contests, which relate 



to its practices and policies on different areas of the business and after-sales services. For example, in the United States, European Union, and the Australian nations,
[bookmark: _Toc89895864]Apple faces a significant legal battle and criticism about the repair service policy by the third party.  
8.6. Environmental Factors

The main environmental factors influencing Apple include energy efficacy and the sustainability tendency of the business. Commercial sustainability tendency is linked to the amplified favour among businesses to adopt other sustainable practices (Lombardo, 2019). This tendency generates a casual to strengthen the saleable copy of Apple. The energy-efficient movement endorses the acceptance of more efficient and new skills among customers and businesses: the company addresses the environmental factors in its macro-environment. Apple has strategic measures to adjust its technology and operations to respond to environmental trends. 
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