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                                                               Introduction 
          Apple is recognised to be one of the most important and largest company in the world that provided a series of high-tech devices such as iPhone, iPad, Mac. Also, the company has expanded in other industries such as Music via iTunes and Entertainment via Apple TV. The organisation was founded in April 1976 by Steve Jobs and Steve Wozniak. Nowadays, Apple designs and sell products for everyone and matches the business activities along with the requirements and needs of society. The company vision is “To make the best product on earth, and to leave the world better than we found it” (Mission Statement Academy, 2018) Apple core values include providing great products, build strong networks and focusing on innovation. In addition to that, they believe in simple and not complex, accepting any mistakes by encouraging change and open-minded culture and thinking differently. Apple products certainly had and still have a major impact on our lives in various ways. Despite many benefits of tech products, it may negatively affect our lives as well. 
        The purpose of the essay is to study the marketing mix and strategies of Apple by evaluating, interpreting and reflecting on various aspects of organisation marketing. The statements will be evidenced by using reliable data of scholar’s research, theories and company website.  Also, the principles of marketing will be analyses along with Apple products, price, promotion strategy. Furthermore, the essay will answer the following questions: What is the role of the marketing mix for Apple company? How Apple manages the stakeholder’s engagement and what impact those relationships have on the marketing activities?
         The first section analysis is directed on aspects such as the most popular products and branding strategies, product life cycle and innovation, management of marketing channels and stages of marketing planning. Two fundamental models are used for the analysis, which is SWOT and PESTLE models. The models are used to assess the Apple the current situation of their marketing strategies and show the Apple positioning in the market and potential factors that may impact upon the business. Not only that but also, evaluating the benefits and limitations of the marketing mix. 
         The second section, on the other hand, covers crucian aspects, such as the level of stakeholder’s engagement and the importance of building meaningful customer relationships. The sustainability and social responsibility of Apple will be evidence in this section as well along with its leading place in global market in which they operate. It is certain that relationships play a vital role for the company, on the other hand acknowledging potential gaps in relationship can help take necessary action to improve the situation between businesses. 
Processes and stages of marketing and the role of the marketing mix

          We are all aware of the importance of marketing strategies for the business. Although we are not all aware of the powerful effect, it has on our daily lives. Charles Doyle defined as “Marketing is a discipline that studies and looks to exploit changes.” (Doyle, 2011)The scholar Michel Baker defined it as “The creation of maintenance of mutually satisfying exchange relationships” (Baker, 2014) it has certainly become a vital element not only for businesses but also for hospitals, charities, political parties and other organisations. Apple’s marketing strategies are vital to maintaining its position in the market and to continue to dominate it despite having important competitors such as Samsung, Amazon, Google etc. The Apple marketing will be highlighted based on marketing mix or principles of marketing which are referred to the same analysis, mixing relationship between 4Ps product, price, promotion and place.
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Figure 1.  Marketing mix-4P’s based on  (Armstrong, 2017) 

          Apple marketing strategy highlights marketing mix or product, price, promotion and place. Apple has a well-determined product development life cycle of products which is considered a complex but fascinating at the same time, which gained a high success so far. The price is high because of the costs, quality work involved and based on external factors. The main channel, it is distributing the products via their stores, online apple store and authorised retailers’ companies. Promotion objectives of Apple include positioning itself as a premium brand on the market, by using ads, events and digitalised adds. 
        The stages of marketing planning include a setting mission statement, corporate objectives, marketing audit (SWOT, PESTLE), marketing objectives and summary, marketing mix plan, budget, evaluation and contingency plan. The target customers include middle and upper class, students and professionals such as designers, educators and businesspeople etc.
I have used two main methods for marketing audit SWOT Analysis and PESTLE Analysis.
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Figure 2. PESTLE Analysis based on (Aguilar, 1967)

 The main strengths of Apple marketing strategy include simple, creative and innovative design. Also, another important advantage is that they are ahead with their design products and marketing designs as well. Also, Apple uses social media channel to promote their products which helps to reach a high number of users and get a competitive advantage. Modern features visualisation, diversity, creativity, high quality and brand awareness enhance are the main reasons why the advertising is successful.
        Despite having a wide set of advantages, its marketing strategy has limitations as well. Apple uses a limited method for advertising online. Also, targeting medium and high classes can limit access to the lower-class society. Premium Price is difficult to reach low-income consumers. Deadlines for product launching and advertising may affect the quality of adverts. The process of developing television has gaps which may affect the brand awareness and it may direct consumers to competitors.
         Apple has opportunities to increase digital marketing strategies to reach low-class consumers as well by adapting ads to fill this gap. In addition to that, they have the opportunity to increase demand. Besides that, segmenting a market based on psychographics variables can provide opportunities to identify potential wants and act upon it. (Srinivasan, 2018)
Potential threats include increased competition and antimarketing ads that affect the company brand. An example can be Samsung make fun of Apple. Potential gaps in marketing research may affect sales. Also, potential conflicts between sales and marketing may lead to poor communication and poor performance.
           Apple revenue, distribution channels, marketing strategies, operations, performance may be impacted by many factors such as politic, economic, social, technological, legal and environment. Apple needs to assess potential risks and apply necessary strategies and contingency plans to prevent or minimise the risks. (Combe, 2014) Potential political changes impact on distribution. The worldwide stores local politic may impact upon selling process. Turbulence in politics between different countries may influence trading and vice versa; a stable politic may provide further opportunity to expand globally. An example is the Iraq war; the organisation suffered uncertainty in terms of currency volatility, shipping cost and insurance cost. Besides that, Apple manufactures some products outside the US in countries such as China, Korea, and a potential transition of power may influence production. (Hasan, 2013) The global recession may influence on Apple. The inflation rate is high, while consumer earning did not have significant changes moreover, the unemployment rate has amplified, affecting consumer to spend less on expensive services and products. On the other hand, Apple spreads financial assets, across several currencies. Apple has a huge contribution to the overall US economy; it provides around 2.4 million jobs. A potential failure may have a huge economic impact. (Aten, 2019)
         The social factors also influence marketing tactics and the direction of Apple. I considered one of the most influential technology company in the World because of innovative features and quality. Apple has a huge impact on our lives via its products such as iPhones, Mac book, iTunes, Apple TV, Apple Pay etc. Apple created communities and shared beliefs and attitudes of customers. Society impacted upon the way apple is doing things, and their organisation environment has been influenced as well.  Potential Technological factors that impact Apple include cybersecurity threats, data protection threats. So, Apple must ensure that the information systems are secured to avoid data loss related to processes which is one of the most important aspects of their success as their strategy is based on secrecy which inspires curiosity in consumers. In addition to that, competitors such as Amazon, Samsung, Google. Apple loses its product or service uniqueness if the competitor launches similar products. As a result, Apple should work continuously on its innovation strategy to keep its leading position on the market. 
          Apple is using various models of innovation such as revenue, enterprise and industrial. As they create products from different industries, they may be faced with legal requirements that may slow the process. For example, Apple Pay is a part of a highly regulated financial services sector. Apple may face an increased level of litigation. On the other hand, due to piracy vulnerability, it may impact upon their intellectual property rights. One of the environmental issues that Apple may face is the devices that are not working. The expenses to dispose of these materials can be high. Also, local regulations related to sustainability regulations can impact on Apple manufacturing costs. In addition to that, climate change may affect distribution and manufacturing channels. For example, in this period of the pandemic, some regulations slow the production process, or it can be even closed completely, which may lead to financial loses.
In conclusion, Apple should continue positioning itself as a leader on the market and provide creative and innovative products that help in various sectors and many individuals all over the world. However, the world can be unpredictable it why Apple should prepare strategies to minimise the risks and investing in the research sector to have a better understanding of possible threats to come.
          Apple has a variety of premium products and services. The branding strategy, on the other hand, helps maintain its reputation, which brings loyal customers. Also, in this paragraph, the product development and life cycle of Apple products will be evaluated. Based on Apple official website, Apple provides services and products. Apple target segment is devices such as iPhone, Mac, iPad, services such as iTunes, Mac App Store, iCloud, Apple Pay. Apple, also provide operating systems and software such as iOS, iLife, iWork etc. (Apple , 2020) Apple target customers include males and females aged 20-45 years, and it sells its products in the USA and internationally. The products are characterised by superior quality, innovation and unique features. Its differentiated strategy is based on providing a unique consumer experience and a simple design. The brand strategy, on the other hand, depends upon consumer loyalty, good reputation and the uniqueness of their products.
       New product life cycle strategy of Apple can be considered one of the most fascinating. The first step involves designing the product; after that, the data is given to the product development team where every detail is carefully elaborated. An important thing about their product development is that they concentrate on one product instead of focusing on many projects at the same time, which may be a cause of its success. The next step is the engineering program; their main role is to move the product from design to production. Then the products are built, tested then the design team may apply necessary changes. It seems that this cycle is over. However, it is not as it may be repeated more than four times before the final result, which is a lot of effort from Apple team. The last steps are packaging and launching. (Interaction Design Foundation , 2020)
           Based on the product development process, we have understood their pricing strategy as well. The price is high because of the costs, quality work involved and based on external factors as well. According to Sharam Sadeghi, Apple Price Strategy is focusing on improving the existing products each year and lower the price for previous products. As he mentioned the pattern was the same” Apple improved design, enhanced functionality, and doubled the storage capacity, but kept the price lines per capacity unchanged. “ (Sadeghi, 2012) As observed by the scholar, Apple set the price based on storage capacity range such as 16 to 512 GB. Besides you can also buy iCloud space. The products are also available in credit. For example, you may pay 29.12/month or £699 full price for iPhone12. (Apple , 2020) Setting a higher price in comparison with a competitor not only helps maintain customer loyalty, but it also contributes to company reputation and branding.
          The distribution process has strict guidelines to ensure high quality and control over distribution and at the same time, avoid adulteration of products. Apple approves several stores in the retail of the product. The main channel, it is distributing the products via their stores, online apple store and authorised retailers’ companies. That provides limit reach; therefore, it may lead to customer interest in the goods, because of the low distribution costs. Armstrong and Kotler argue that some producers purposely limit the number of intermediaries handling their products. This extreme practise is exclusive distribution. (Armstrong, 2017) Apple is managing the channels of distribution in the same way. Limited accessibility increases the customer’s interest. Robert Palmatier, Louis W. Stern and Adel El-Ansary mentioned that the brand could be purchased mainly by one vendor in a trading area. (El-Ansary, 2016)This provides the vendor with a local monopoly on the brand.
          Apple promotion strategy is based on event promotions, digital marketing and channel partners. Apple Team organises events where new features are presented. Also, digital marketing is one of the most profitable strategies that help engage existing customers and attract new potential clients. In addition to that, it gained an excellent branding reputation which also contributes to goal achievement. In addition to that, Marketing strategy target three categories of customers which are music lovers iPod, iTunes, professionals and service users via Apple TV, Apple Pay, iWatch. (Carey, 1 November 2018)The target consumer for Apple is critical because of the loyalty tactic; it is why they invest in communication with clients by integrating the marketing communication strategy.
          Apple runs its adverts at the beginning of the product cycle using digital strategies and printed. The consumers are vital to understanding their needs and wish it why having different categories of products helps to meets their wants. The categories guide the promotion itself by building direct and online marketing. It is well known that you can go to Apple store browse around and try new devices which is a good experience for clients. They have the possibility to speak directly to clients, building direct customer relationship and analysing their behaviour as well, which can help in improving the products and service. 
          Marketing objectives of Apple include positioning itself as a premium brand on the market. The marketing mix enables the company to vary its activities based on resources market conditions and customer’s needs. Besides that, it helps in managing tasks delegation and ensure smooth management. Nevertheless, it may fail to interpret the client’s behaviour, and potential gaps in information research and lack of interaction with clients may affect the marketing process and its success.
Stakeholder engagement and their impact on the marketing activities of Apple

          Every organisation is in a network where internal and external stakeholders are connected, and as a result, the products and services are launched. It is a system in which business enter. All these groups influence marketing activities; it is why managing and building relationship should be one of the top priorities of any organisation. (Jefkins, 2012)In this section is highlighted the stakeholder’s engagement in Apple, the sustainability strategies and social responsibilities and business to business marketing.
          Based on Gossy G. analysis’s he has displayed some of the definitions of stakeholders. He mentioned that Freeman and Reed (1983) defined stakeholders as “any identifiable group or individual who can affect the achievement of organisation objectives “He also emphases another definition by Hill and Jones, they argue that” the term stakeholders refers to groups of constituents who have a legitimate claim on the firm “ (Gossy, 2008)The stakeholders can be divided into two categories primary and secondary as argued by Clarkson. Primary stakeholders include groups or individuals inside the company such as management, directors, employees and other departments whereas, secondary refers to those stakeholders that impact organisation activities such as competitors,
Apple uses various channels to communicate with internal and external stakeholders. In order to communicate with internal stakeholders, they use tools such as Apple at Work portal, Slack, Microsoft Teams, email, phone calls and workshops. In addition to that Apple created a user community where employees can share ideas, their experience and recommendations.  Apple’s internal stakeholders are experienced, and knowledgeable individuals and   an open-minded   culture is promoted. On the other hand, Apple communicate with consumers using methods such as customer service department, advertising, website, chat, Apple support on social media platform such as Twitter, Instagram, Facebook etc.
           Building customer relationship and experience is one of the strategies widely used by Apple. It is not only for understanding the needs of customers but also ensure they have a great emotional product experience. Armstrong and Kotler argue that “the concept of exchange and relationships lead to the concept of a market…buyers share a particular need that can be satisfied through exchange relationship” (Armstrong, 2017)Monitoring the relationship between consumer and organisation is crucial to function smoothly and provide demanded products.
        As Apple operates on a global market which requires data on various countries, it is operating in. In addition to that, the organisation can build a strong relationship with the consumer over the world by being aware of diversity. For example, a Christmas advert by Tesco included a Muslim family. The intention was diversity in the adds. However, it sparked a lot of critics and complaints which affected the brand reputation. (Morrison, 2006) It is recommended that Apple apply marketing strategies to prevent similar situations to happen. Social responsibility and sustainability, on the other hand, became incorporated in its procedures and organisation culture and marketing activities. Many scholars discussed the main drivers that influence the companies to orientate towards an environment-friendly strategy. (Filho, 2019)It was evidenced that many businesses act because of the external stakeholders(government) pressure, but at the same time, it attracts consumers as well.
          By summarising what has been discussed in this section. It is evidenced that internal and external stakeholders influence marketing activities; it is why managing the relationships created between the network is essential for the company to function well. Exchange relationships is a concept of market, and poor connections lead to poor trading. Based on company global success, it clear that they continue to report high performance; however, the organisation must not underestimate the value of building a strong relationship between stakeholder even with competitor. 

Conclusion
In conclusion, the Apple marketing strategy centres on marketing mix or principles of marketing (product, price, promotion and place.) Apple has a genuine product development life cycle of products which is considered complex but strong at the same time. It gained huge success so far. The price is high because of the costs, quality and work involved. The main channel, it is distributing the products via their stores, online apple store and authorised retailers’ companies. Promotion objectives of Apple include placing itself as a premium brand on the market, by using ads, events and digitalised adds. Apple should continue placing itself as a leader on the market and provide creative, innovative products that help in various sectors. Still, the world can be changeable it why Apple should prepare strategies to reduce the risks. Another method that can be considered investing in the research sector to have a more solid understanding of potential perils to come. Primary and secondary stakeholders influence marketing activities. Therefore, the network is important for the company to function well. Exchange relationships is a concept of market, and poor associations lead to poor dealing. Based on data on business global achievement, it obvious that they continue to record distinguished performance, nevertheless Apple should recognise and fill potential marketing gaps. 
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