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1.0 Introduction
This section of the report provides detailed information on the various stages and processes of marketing and the role of the marketing mix in marketing. In evaluating these marketing attributes, the report uses the Apple Inc. company in China for all the marketing analyses in this report. Marketing is defined as the organization and execution of products' conception, pricing, promotion, and distribution in order to satisfy the goals of an organization as well as consumer satisfaction. The marketing process is used in evaluating the existing opportunities, selecting the target and potential market, as well as defining the prices, place, product, and promotion for a specific company.
[bookmark: _Toc56368170]Apple Inc.'s main marketing objective is to expand sales globally by targeting customers who are yet to own any of their products or purchase any of their services. According to Shankalia and Ramu, (2018), this objective is in tandem with the company’s overall goal which is to own and trade in big-name products and services at an attractive cost that relates value to the consumers and stakeholders. The strategy used by Apple to achieve its marketing objective according to Kubota and Mickle, (2019) is through expanding its distribution network and advertisement. 

2.0 Processes and stages of marketing
Marketing has four major steps which are;
1. Analyzing opportunities in the market
2. Selection of Target Markets
3. Developing a Marketing Mix
4. Managing the Marketing Effort
[bookmark: _Toc56368171]
2.1Analyzing opportunities in the market
Analyzing marketing opportunities is the first stage of the marketing process. This stage involves analyzing the opportunities and presenting the opportunities to meet the consumers' needs and to be competitive. Marketing research is a major marketing instrument in the field of marketing. It involves researching the market to get information pertaining to the clients, competitors, opportunities, and changes in the environment to establish market opportunities. After analyzing marketing opportunities, the current marketing seeks market segmentation. This involves dividing the market into different segments, analyzing the segments, selecting the segments, and targeting the segments that a business organization can serve. 
	Gurman and Wu, (2020) postulate that the issues that Apple is facing in the Chinese market are threefold. The issues include that there is an ongoing trade war between the US and China, where most of its manufacturing and assembly are done. Another challenge is that there is a lack of an effective Apple ecosystem lock-in within some of its markets like China (Khan, Alam, & Alam, 2015). Additionally, Apple is facing considerable competition from local companies that trade in the same product and service markets that it does. The problems can according to Kubota and Mickle (2019) be solved through increasing Apple’s structures and distribution capacity, as this would enable them access and target more consumers in the market. Mickle and Kubota (2020) however emphasize that there is not much that Apple can do when it comes to the ongoing trade war between the US and China.  


Comparative Country
Shankalia & Ramu, (2018) posit that the country that is most comparative to China as far as Apple’s operations and performance are concerned, is India. The region has considerable availability of raw materials as well as manpower resources, which are the main factors that resulted in Apple locating the manufacturing of most of its products in China (Sharma, 2020).
[bookmark: _Toc38051275]
Competition
In the Indian market, Apple faces come from Microsoft, Samsung, Lenovo, HP, Sony, and Huawei, in that specific order (Sharma, 2020). A majority of the consumers in the Indian smartphone market are budget-sensitive consumers (Sharma, 2020). Xiaomi is the market leader with 27%, followed by Vivo with 21%, and Samsung with 19% (Statista, 2020).  Oppo has 12%, and Realme has 8%. Within the market, Apple has less than 3% (Statista, 2020). 
[bookmark: _Toc38051276]
Product Market Attractiveness
[bookmark: _Toc38051277][bookmark: _Toc56368172]Long-term profit
The overall long-term profit market attractiveness for Apple in the Chinese market cannot be effectively determined. The explanation according to Kubota and Mickle, (2019) is that the Chinese market is a highly populous country with a significant population of consumers for Apple’s products. This means that there is significant potential for growth (Kubota & Mickle, 2019). However, it is worth noting that the global business environment is very volatile making long-term profitability prospects highly unpredictable (Gurman & Wu, 2020). 
[bookmark: _Toc38051278][bookmark: _Toc56368173]Short-term profit
	In the short term, it is worth noting that Apple sales in China took a dip from as early as the start of 2019 (Nicas & Bradsher, 2019). In January of 2019, the company Chief Executive Officer (CEO) Tim Cook reported that the company's revenue in the Chinese market fell $4.8B year-on-year. The year-on-year sales have already been projected to fall by 14% for the 2020/2021 fiscal year (Gurman, 2020). The main reasons for all this include that the ongoing trade wars between China and the US have resulted in an increase in the cost of production and operations, and this increased cost is reflected in Apple's products and services.
[bookmark: _Toc38051279]
[bookmark: _Toc56368174]The growth rate of the market and Size of the market after growth
Euromonitor International, (2019) reports that the Chinese market has been developing at a stable standard scale of 2.3% annually. Euromonitor International, (2019) adds that the projected impact of this growth rate is a market volume of US$190,234m by 2024. In line with the expected changes in growth rate, it is expected that the overall size of the market after the growth rate will increase exponentially. Euromonitor International, (2019) further reports that user penetration growing to about 38.3% by that time, from 27% in 2020. This means that the demand for the products and services offered by Apple is set to grow. Nicas and Bradsher, (2019) however, contend that the recent Covid-19 pandemic has significantly altered such projections.
[bookmark: _Toc56368175]2.2 Selection of Target Markets
Given that clients in the market cannot be satisfied by the companies, the market has to be divided and the most excellent segments chosen. Strategies are then made to serve the selected market segments.
Segmentation in the field of marketing refers to the process by which a market is divided into various groups of consumers with varied requirements, features, and behavior, who may need different products as well as the marketing mix. Market targeting refers to the practice of analyzing and evaluating the desirability of market segments and choosing one segment to move in. Companies should select target markets that they can provide the maximum consumers' worth and maintain it throughout. Positioning in the market refers to the efforts made by a brand to influence consumers' view of their product or servaboutn to the competing brands in the market. The main objective of market positioning is to create a clear view of the brand in the consumers' minds. 
 (Khan, et al., 2015) have postulated that Apple Inc. ventured into the Chinese market using 2 broad strategies. The strategies include that it entered the Chinese market as a Greenfield project, and also a business alliance. Apple Inc. was able to enter the Chinese market as a Greenfield project because it began its operations in the country by establishing a manufacturing plant. It was only in 2008 that it established a distribution channel in China.  
Through the Greenfield project, Apple was able to engage in direct distribution as it has always done in its core market, the US. The direct distribution mainly includes selling through its retail and online stores, as well as through using a direct Salesforce. This is while the business alliance with Unicom is a market entry strategy that allowed Apple to sell its products using indirect distribution channels. Unicom acts as the third-party cellular network carrier that avails the company’s products to its target consumers
[bookmark: _Toc56368176]2.3 Developing the Marketing Mix	

The marketing mix refers to the process of putting a product in the right market with the right pricing at the time. It involves the strategies used by a company to make its brand or product known. The marketing mix is a model of marketing that encompasses the mix of various variables to create a positive impression in the targeted market. The variables in the marketing mix are known as the four Ps. They are product, promotion, place, and price.
The marketing mix is used in the process of decision-making on what to do during the launching of a new product in the market. The model can be used to analyze and evaluate the prevailing marketing approach.
[bookmark: _Toc38051273][bookmark: _Toc56368177]Marketing Mix of Apple
[bookmark: _Toc38051274]
Apple Inc. as a brand is widely known for its innovation support (Arocha, 2017, para.1). The launched products for this company can attract a huge market since these products are of high quality when compared with similar products from other companies that exist in the market. The Marketing 4P's for this report will focus on iPhone X and will include Product, Price, Place, and Promotion (Podeschi & Trimble, 2016, p.2). 
[bookmark: _Toc1612955]Product
The product in the marketing mix refers to the item made to be used by consumers to fulfil their needs. It is the major factor in the marketing mix as the other factors depend on it. A company should consider the life cycle of a product when developing it (Rowley, 2016, p.10). The trending product iPhone x has the latest available technology used for smartphones. The diversified base price for iPhone XR is $749/64GB, $799/128GB and $899/256GB while for XS is $999/64GB, $1,149/256GB, and $1,349/512GB (Khan, Alam, & Alam., 2015). The different prices for the various versions of the iPhone x enable the customer to select a product that suits their pocket and still be able to access high-end advanced features of the phone (Gimes, 2016). This increases the market share for the product. Most customers tend to buy this phone due to its flexibility and additional features such as the Podcast app, Health app, and iCloud among others. For instance, iCloud allows Apple users to synchronize all their Apple devices thus increase the reliability of apple products (Lamido, 2017, para.4). The screen for iPhone x is an edge to edge display, size of 5.8-inch that is highly polished and with a curved-edge. It has facial recognition that allows users to unlock their phones simply by using their faces. The phone also charges wirelessly. 
[bookmark: _Toc1612956]Price
The price refers to the amount of money that a customer is willing to pay for the product or a service (McDONALD, 2016, p.110). Price is an important component of marketing strategy since it determines the company's profit and survival. Apple Inc. is a premium-price brand with few competitors in the market. iPhone X just like other Apple products were introduced at a high price which eventually dropped with time. The premium price makes the consumer view the product is of high quality. The price of this product is mostly affected by the life cycle of the product. When a new product is introduced into the market, the previous one becomes unpopular and its price falls drastically (Podeschi & Trimble, 2016, p.3). Competitors launch their products similar to the iPhone at a relatively low price and later on increase the prices with time and demand. The different prices for XR is $749/64GB, $799/128GB and $899/256GB while for XS is $999/64GB, $1,149/256GB, and $1,349/512GB (Khan, Alam, & Alam., 2015). However, these prices will drop once a new product is launched by the company. 
[bookmark: _Toc1612957]Place
Distribution or placement of a product is an important component of market strategy (Bakator & Petrović, 2016, p.68). A company has to choose a place that is accessible to potential buyers when distributing a product. There is a need to understand in detail the target market to identify the most efficient distribution channels. The headquarters of Apple Inc. is located in Cupertino, California (Lamido, 2017, para.1).  The iPhone has multiple retail stores and distributes iPhone X via Online Platforms, Trade Partners, Apple stores, and Retail Stores. 
[bookmark: _Toc1612958]Promotion
Promotion is an important component of marketing strategy since it increases the popularity of a product and its sales. Apple uses smart and elegant promotional techniques (Lamido, 2017, para.7).  Apple Inc. advertises its product across multiple platforms such as TV and Radio commercials, online ads, and print media. The advertisements always focus on the quality of the products by differentiating them from similar products in the market. Advertisements are frequently showing the unique characteristics of the gadgets to maintain a good communication network with the clients. They have online ads that are quite elegant with a simple background. The iPhone advertisements and ads focus on unique features such as facial recognition, wireless charging, the wide display, and additional applications such as health app that are not common in similar products of competitors in the market (Khan, Alam, & Alam., 2015). 
[bookmark: _Toc56368178]2.4 Managing the Marketing Effort
Managing the marketing effort is a stage of marketing that involves four functions of marketing. The functions are analysis, control, implementation, and planning. At this stage, a company designs its marketing mix in the best way that will help them achieve their goals and their target.
Analysis of the market- managing the marketing efforts begins in the analysis stage. A company analyses the target market and the marketing setting to find attractive marketing opportunities. This process involves evaluating the organization’s strengths to determine the kind of opportunities it can undertake.
Marketing planning- it is a process by which a company develops the strategy and comes up with strategic planning for its business. Planning encompasses making decisions on the type of marketing strategy that is attractive and which will help the company achieve its objectives. Each business requires a marketing plan that has a marketing strategy. A marketing strategy includes the marketing mix, target market, and market positioning.
Marketing implementation- it is the practice of changing the plans into actions to achieve the strategic objectives of marketing. It states the activities that need to be implemented. It involves daily, monthly and yearly activities done to make sure the marketing plan is working.  
Marketing control- this refers to the process of observing the marketing plan as it is being implemented. It involves measuring determining and assessing the results of the marketing strategy by ensuring that the strategic objectives are attained.
The process of marketing is a great tool that assists companies to understand their consumer behavior and the market. As such, companies can understand the needs of their consumers and avail of products that fulfill their needs and thus build brand loyalty.
[bookmark: _Toc38051264]Market Effort of Apple Inc. in China
	Apple trades in all its products and services in the Chinese market according to Lashinsky, (2014). The software includes iOS, iPadOS, macOS, tvOS, and the watchOS, operating systems; iLife (creativity suite), iTunes (media player), iWork (productivity suites), Safari (web browser), Shazam (acoustic fingerprint utility), and also the Final Cut Pro, Logic Pro, and Xcode, professional applications. The services offered by Apple in China include the iTunes Store, Apple Music, Apple TV+, iCloud, iMessage, iOS App Store, and the Mac App Store. Its other services on top of the internet-based services include Apple Card, Apple Pay Cash, Apple Pay, AppleCare, and Genius Bar. 
[bookmark: _Toc38051265]
Company’s challenges in China
[bookmark: _Toc38051266]Loss of sales which translates to the loss of revenue is the biggest concern that Apple is experiencing in the Chinese market. As a result of the trade war between the US and China, Apple has experienced increased costs of operations hence reduced profitability. Another challenge is the lack of an effective ecosystem in China, in terms of an effective and clearly defined distribution system, spread across China. The company mainly makes its most profitable product, smartphones, available through its cooperation with Unicom which is China's second-largest wireless carrier. The other challenge is that Apple is facing local competition from flagships that offer smartphones and other products at cheaper prices.

Local and international competition in the Chinese market
 Apple Inc. trades in a variety of products and services and as a result, it has several competitors across the globe. David, (2020) however mentions that in the global business arena, some of its core competitors when it comes to smartphones include, Samsung, Huawei, Xiaomi, and Oppo respectively. Apple is second in the market with a 22.09% market share (Khan, Alam, & Alam, 2015). In the personal computer market, Apple has a 6.9% market share making it the fourth largest company (Khan, Alam, & Alam, 2015). The market share in the market is HP, Lenovo, Acer, Dell, and Asus (Khan, Alam, & Alam, 2015). Huawei is the leader in the local Chinese market with a market share of 35% followed by Vivo at 17%, and Oppo at 16% (Khan, Alam, & Alam, 2015). Apple comes in fourth with 14%, and it is followed by Xiaomi 9%, and Meizu 1% (Khan, Alam, & Alam, 2015).
[bookmark: _Toc38051267]
The positioning of the products of the company in China
	In terms of positioning in the Chinese market, Apple maintains its global strategy of being the market leader in terms of offering quality and innovative products, at a sustainable premium price. Nicas and Bradsher, (2019) however point out that the company insists that its pricing is reflective of the quality of its products, as well as operational costs. The company explains that this is one of the reasons why it strives to achieve cost reduction in terms of its operations, so that it may be able to accord its consumers with more affordable prices (Chernev, 2018). 
[bookmark: _Toc56368179]3.0 Stakeholder engagement 
	
Stakeholder engagement refers to the process by which a company gets to identify its stakeholders. Apple has taken an initiative in business to come up with new means to benefit their stakeholders. Ever since the year 2007, it has published a code of conduct for (Huimin & Hernandez, 2011). Therefore, Apple has significantly shown its dedication to the environment, health, and education.
[bookmark: _Toc56368180]3.1 Employees 
Apple has published the Supplier Employee Education and Development program that has educated 480,000 employees. They have stressed their attention to improving education for the employees by implementing the Supplier Employee Education and Development program. The program gives employees a chance to acquire education in furnished classrooms. Employees learn various skills such as computer skills, English, welding, cosmetology, principles of management, and electricians. The other program created by Apple is the Environmental Health and Safety Academy. This program educates employees on the courses concerning health and safety and basic leadership skills. Lastly, they have over 105,000 factory workers participating in a communication plan with their managers including feedback from employees and assessments from managers (Yang, 2014).  Apple goes above and beyond the expected standards to ensure a fair and productive environment for its employees.
[bookmark: _Toc56368181]3.2 Suppliers
Apple works with suppliers to ensure a high standard of safety and fairness all over the world.  Apple created an Ethical Hiring training program for supply chain managers to become educated on Apple's standard of hiring.  In 2013, representatives from 64 suppliers attended the program.  The program provides instruction in skills like manpower planning and staffing, and it emphasizes ethical hiring and management of all classes of workers. There is also a big focus on the prevention of hiring underage laborers.  Another way Apple ensures fairness from its suppliers is by mandating that the supplier reimburse any worker who was hired through an agency with fees, any amount over the equivalent of one month's net pay.  Since 2008, suppliers have reimbursed about $17,000,000.  These initiatives make Apple's suppliers a desirable place for people to work.  To make sure suppliers are upholding these values, Apple has conducted audits at 451 facilities in 2013, a 51% increase since 2012.
[bookmark: _Toc56368182]3.3 Student Workers/ Vocational Interns
As it is common in China for students to get internship experience after middle school, Apple saw that these children were being placed to work merely to fulfil the requirement or fill jobs that needed more people.  To stop this procedure and create a system where the work would provide education toward the desired careers of each child, they did partner with Stanford University in a program called Rural Education Action Program in a mission to come give their suppliers good schools, vocational institutes and improve the quality of education for the vocational interns. Over the past year, they have been analysing the effectiveness of this new program and will report on it next year.  Also, Apple suppliers who hire student workers must create working hours that are favourable to the student interns to avoid interfering with the school's program. The company has gone above and beyond to specialize in the experience of these children, maybe even future full-time employees.
[bookmark: _Toc56368183]3.4 Environment
Apple has many initiatives to promote environmental awareness. One of these initiatives is the four data bases that are fuelled by renewable power. One hundred and sixty-seven million kilowatts per hour of renewable power is generated in Maiden, North Carolina which can power more than thirteen thousand, eight hundred, and thirty-seven homes. Prineville, Oregon facility is also fuelled by energy from wind before a new micro-hydro system is equipped. Apple is also fuelling Nevada with geothermal power which was bought locally. They are also constructing a new California campus to become more environmentally safe by improving programs like the alternative commuter initiative, which provides about 15,000 workers with green transportation. These are just a few examples from a very long list of ways that Apple looks to lessen its negative impact on our environment.  
[bookmark: _Toc56368184]3.5 Costumers
Apple addresses its customers ' needs to be ethically responsible through its improved level of transparency.  They make the extra effort to release many reports of important information like the Supplier Code of Conduct since 2005, but also for the first time this year, the Supplier Responsibility Standards.  Along with this, they have also released a record of refiners and smelters in their chain of supply alongside their authentication status to show their improvements on the sourcing of minerals.  They have also created recycling programs for products and packaging available to customers at local Apple stores.  
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