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Introduction 
Since its discovery in January 2020, the Covid-19 pandemic has wreaked havoc on industries and enterprises all around the globe. As the marketing manager of Apple Inc., I analyzed the report's findings to assess how the coronavirus epidemic has affected the company's sales and manufacturing of the electronic device. In various countries, including the United States, the United Kingdom, Italy, China, South Korea, and Canada, Apple's worldwide business has been adversely affected by the pandemic.
This research examines the external and internal environments in-depth, emphasizing macro-environmental analysis utilizing PESTEL, Porter's five forces analysis, and the matrix of strengths, weaknesses, opportunities, and threats. The report discusses in detail Apple's Segmentation, Targeting, and positioning. The report's findings and recommendations are summarized in a concise conclusion.
Definition of marketing 
The term "marketing” is used in various contexts and has been defined differently by various business gurus. Even within the same business, employees may interpret the expression differently. Marketing is a management procedure that facilitates the distribution of goods and services to the market (Baines et al., 2017). Its components include locating a product, evaluating its demand, establishing a price, and deciding on a distribution strategy. It also requires an integrated outbound and inbound marketing strategy.
Process of marketing 
To meet the customer's needs, the marketing process comprises tactics for enhancing their worth. Customers and businesses routinely trade products and services to meet one another's requirements. The marketing process consists of the following steps: analyzing the current situation for potential opportunities, developing a marketing strategy to support the value proposition, making tactical choices, executing the plan, and evaluating the outcomes (Seturi and Urotadze, 2017). The four steps of an efficient marketing endeavor are:
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Figure 1: Marketing process
Source: (Seturi and Urotadze, 2017)
Situation analysis 
A review of Apple's current situation may provide chances to meet unmet customer needs. A thorough situational and environmental analysis can help Apple Inc. comprehend the marketing opportunities, internal strengths and weaknesses, and external environment of a firm (Chen et al., 2021).
Marketing strategy 
After identifying marketing opportunities, Apple may develop a strategy for its implementation. After the problem evaluation, the best option is selected, and a strategy is developed (Ferrell et al., 2021).
Marketing Mix decisions 
The variable components of the marketing mix increasingly get many strategic considerations. It involves determining a product's creation, promotion, pricing, sales, and distribution.
Implementation and control
The marketing strategy is then executed, and the results are monitored so that the marketing mix may be modified in response to market developments (Stehnei et al., 2017). After all necessary steps have been completed, the product is now presented in line with the stated or planned strategy.
Macro environmental analysis 
PESTEL Analysis
PESTEL study investigates the external environmental variables influencing Apple Inc.'s operations during the pandemic. This research allows a clearer understanding of the company's prospects and dangers. The section below discusses the business issues experienced by Apple during the pandemic:
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Figure 2: PESTEL analysis
Source: (Matović, 2020)
Political factors: Since January 2020, when the first cases of COVID-19 were reported, the number of infections in the United Kingdom has been steadily rising. Due to the lockdown and travel restrictions imposed by the government, all Apple stores, phone centers, and corporate offices were closed for more than two weeks (Travica, 2020). In other areas, government regulations compelled some shops to shut for at least two months. This had a devastating effect on the company's financial performance. Due to people's fear of contracting the virus in public settings, government-imposed social isolation measures, and travel restrictions, online sales of Apple products peaked in March.
Economic factors: The global economic downturn and the shutting of borders in almost every country substantially influenced multinational enterprises' exports and imports (Barua, 2020). On April 18, Apple attempted to reopen its shops with a restricted schedule of hours. The worldwide decline in employment, the unpredictability of foreign exchange rates, and the depreciation of currencies all negatively influenced the company's bottom line. Sales and income were affected by preventive measures such as mask requirements, quarantine rules, social isolation, a drop in the purchasing power index, etc.
Sociological factors: As coronavirus infections and deaths increased worldwide, people's behavior altered locally and globally. Priority was given to health and safety above meeting basic needs or purchasing a high-end computer or smartphone. In contrast, many schools were closed, and many businesses let staff work from home. As a result, more college students and working people were eager to purchase an Apple device for use in the classroom or workplace, resulting in more significant sales for Apple.
Technological factors: People in developing and developed countries could work and study remotely, providing Apple a technological advantage throughout the pandemic. People's attention has lately been drawn to acquiring a single, smart device that may serve as a hub for numerous communication and information-sharing requirements. Apple introduced the iPhone 12 at a pivotal historical moment: the beginning of the worldwide vaccination drive to combat the pandemic. Apple has gained technical accomplishments by working with Google on the Android exposure notification API (He et al., 2021). This allows public health officials worldwide to determine whether any of their citizens have been exposed to the covid-19 virus and, if so, to determine what actions may be taken to contain the pandemic. Apple and Google built the system's underlying infrastructure (He et al., 2021). To monitor for possible virus transmission, Apple permitted device-to-device Bluetooth communication. In iOS 13.5, the API now enables exposure notifications. The official Health API and apps now contain security safeguards. Users' information was stored in the most secure manner possible, and their geolocation was shared with third parties only with their permission.
Environmental factors: By adhering to the norms and laws set by the government of the United Kingdom at the time, the company considerably enhanced environmental protection. Apple provided a virtual platform for important events when the nation's health was jeopardized. Considering the footprints and crowds that events such as WWDC 2020 would generate, the company decided to cancel all significant events (Khaleque and Krasteva, 2021). The company made this event accessible online to lessen its environmental effect. The online event started on June 22 and was one-of-a-kind and filled with information from developers, the press, and consumers. During pandemic lockdowns, Apple's engineers had the opportunity to work on the company's new software and advanced technology. The company has made a substantial push into the online market, providing its items on its website and Amazon and Flipkart, among others. Apple has committed to contributing $1 million to the neighborhood group due to WWDC 2020's great online success (Khaleque and Krasteva, 2021).
Legal factors: Government taxation policies, unemployment, fluctuating currency rates, declining average income, inflationary pressures, and consumers' deteriorating living standards all led to the company's legal loss. Negative revenue growth has been caused by national trade restrictions and suppliers of different product components from international markets. Following regional and federal regulations, the organization's workers, customers, communities, and supply chain partners were provided with health and safety protocols. Because the company prioritized the health of its workers and customers above financial gain, more than 20 million in 95 masks were donated to healthcare professionals in the United Kingdom, and another million masks will be distributed around Europe. Apple also dominates the market for face shields used in the medical and humanitarian sectors. As part of the company's CSR strategy, millions of dollars were given to several charitable organizations. However, worldwide legal restrictions enforced during the coronavirus outbreak severely influenced the company's revenue.
Porter's five forces 
Competitive rivalry: The amount to which rivals' products impact Apple's sales during the pandemic demonstrates the competitive intensity of the market (Li, 2021). Low product differentiation and aggressive online sales strategies competitors use have been significant contributing factors. The low cost of switching has been an important external influence. Companies like LG and Samsung made enormous strides over the previous decade by aggressively pushing and selling their products and imitating Apple's technologies. These businesses have developed several products that can be purchased on Android and iOS cellphones for relatively high prices. Due to a drop in the purchasing power index during the lockdown, the company has had trouble selling its goods.
Buyer’s purchasing power: The premium category has a low switching cost due to the availability of several competing mobile product lines. However, competitors like Samsung, Xiaomi, OnePlus, and others have maintained consumer happiness by offering comparable products at lower prices. 
Suppliers' bargaining power: Due to restrictions on international travel and commerce, the number of suppliers declined gradually during the outbreak. As a result of the entire cessation of export and import of replacement components, the high supply chain has decreased drastically. Consequently, the firm no longer depends heavily on a small number of suppliers. As a result of Apple's global supply chain strategy, suppliers of components such as semiconductors and other device components have less influence on the company's pricing strategy.
The threat substitution: The threat posed by competing products has had a minimal effect on Apple's security architecture, iOS software, online service company, consumer electronics, and other fields of computer technology (Gawer and Srnicek, 2021). During the Covid-19 outbreak, the availability of alternatives played a moderate role, while the substandard performance of replacement models was a minor impact. Consumer preferences could not be compared across competing items. As a consequence of people preferring iPhones over competing models, the company's sales have skyrocketed while its competitors' sales have slowed.
The threat of new entrants: During the pandemic, the threat of new market entrants in the luxury category of mobile and laptop devices has been relatively low due to the global economic crisis and the closure of several small organizations and businesses worldwide. Due to growing inflation, deteriorating economic conditions, and financial pressure on various government agencies and banks, fewer enterprises have been able to begin with significant capital investment loans.
SWOT Analysis
SWOT analysis is a simple but effective method for identifying the factors contributing to a business's growth or success. The acronym SWOT represents Strengths, Weaknesses, Opportunities, and Threats. While external variables represent opportunities and threats, internal factors represent strengths and weaknesses.
[image: Using SWOT Analysis to Plan an Uncertain Future and Increase Organizational  Effectiveness | News & Insights]
Figure 3: SWOT analysis
Source: (Berry, 2017)
Strengths 
Leading technology innovator: Apple's most successful marketing strategy is innovation. Apple Company is at the top of the line since it manufactures its hardware, software, and other products. As part of a continual development strategy, they release new versions of their products each year that are more feature- and user-friendly than their predecessors. Despite its relatively high price, it can capture most of the market.
Brand-New Product Introductions: Apple has continued to develop new apps due to the expansion of internet streaming and payment services (Liao and Yang, 2020). With the introduction and improvement of Apple TV+, iTunes, Apple Card, and Apple Music, Apple demonstrates its immense ability to reinvent its product line consistently.
Brand image: Apple's global prominence is unquestionably due to the excellence and originality of its products. In 2020, it ranked third in terms of brand value.
Retail Outlets: The offerings of an Apple retail shop are defined by their high level of customer service and personalized attention. Apple's exceptional customer care and customized approach will likely attract more consumers.
Advertising Strategy: Many people see Apple as a marketing master. Apple always generates a great deal of anticipation before introducing a new product. Apple’s public relations and marketing are so effective that they have sparked a viral marketing campaign raising product interest and sales (Shankar et al., 2021).
Weaknesses 
High Cost: The most significant issue with the firm is its excessive expenses. Due to the business's high product pricing and the simplicity with which consumers may find rivals offering the same or better quality at lower prices, the company faces a substantial threat.
Concerns Regarding System Compatibility: People find it challenging to move to iOS-based devices because their operating systems are incompatible with those of other devices and because moving to them demands a learning curve.
Reduced Market Share:  In addition, Apple's diminishing market share is likely attributable to the company's reliance on the success of the iPhone and iPad series (Chen et al., 2021). This suggests that a decrease in demand for these products might affect Apple.
Infringements of Patents: Apple's reputation and profitability have suffered due to numerous accusations of infringing on the patents of other companies and the resulting trial losses.
Opportunities
Loyal customers: Apple is enjoying a surge in demand for all its products due to its substantial market share and well-known brand. Apple product owners will likely be interested in the company's plans.
The launch of iTV:  iTV will raise the demand for Apple TV and its ecosystems.
Growth of the Communication Services Industry: Demand for mobile phones, tablets, and other communication devices has risen since 2013. This will allow Apple to access underdeveloped regions such as Commonwealth nations.
The popularity of cloud-based services has grown: As data connection and transfer rates improve, more people are using cloud services. Apple's new iCloud-based services and software may capitalize on the expanding demand for cloud services (Ahmed and Litchfield, 2018).
Expansion of advertisement market: The iAd advertising platform from Apple enables iPhone, iPad, and iPod touch users to see adverts. Apple may benefit from the growth of the internet advertising market.
Threats
Rapid technological change: Consumer electronics is an industry that undergoes ongoing technological advancements. The company will struggle to stay up with current trends. Apple has successfully introduced many groundbreaking products to the market. 
The Creation of Android OS: The Android operating system poses a massive threat to the firm because of its fast expansion. IOS’s grip on the market is eroded by Android's dominance, making it more difficult for Apple to convert customers.
Online Music Sector Perils:  Apple faces competition from online music streaming services such as Spotify, Amazon Music, and Walmart Music.
COVID-19 crisis: As a consequence of the spread of COVID-19, Apple's yearly revenue might decline by up to 20 percent. The company reported just $57 billion in sales, whereas it had anticipated between $63 billion and $67 billion (Yan et al., 2020).
Advantages and disadvantages 
The following are certain benefits of Apple's Covid sales proposition:
· Many unemployed individuals have resorted to mobile and laptop-based retail and service businesses to make ends meet.
· Due to Apple's superior design, consistent performance, and user-friendly interface, many people are opting for remote work over traditional 9-to-5 jobs (Elsayed, 2021).
· During the Covid pandemic, new market entrants had to work diligently to establish themselves as a separate brand to compete with Apple, an established industry leader.
· Apple gained in another way from the economic crisis, as it became less concerned about entering new rivals.
· Apple's comprehensive exposure warning covered all pertinent information. As a result, Apple's reputation increased, and more people began using the iPhone.
The drawbacks of Apple during Covid 19 crisis include:
· Due to the global economic slump, consumers in many developing nations have selected less-priced mobile phones and laptops from Samsung, OnePlus, Motorola, and LG (Grigan, 2021).
· Historically, retail stores sold 72% of production, but the company's direct sales concentration has negatively affected revenue.
· During the COVID 19 pandemic, Apple's management did not decide the company's marketing, advertising, positioning, or product segmentation in response to the threat of competition. This had a substantial effect on the already declining sales numbers.
· Sales have declined due to the market's intense competition, which is partially attributable to imitations of Apple's design and functionality.
STP Analysis of Apple 
Market segmentation
Apple segments the market based on the personalities and habits of its clients. Apple segments its audiences based on consumer preferences and demographic data such as age, gender, and employment (Deepak and Jeyakumar, 2019). These subgroups or variables must be accessible, quantifiable, and utilized for the company's advantage.
When developing new goods, Apple analyzes its target clientele's ages, interests, and professions. Apple's items are then categorized by household size and age group before being sent to the relevant merchants. A computer geared for professionals would have more advanced capabilities and software than one designed for children, which would have more games. Apple often adds valuable functionality to its non-iOS goods. Older generations will put a high value on digital watches with heart-rate monitors, while younger generations will choose those with superior graphic quality.
Apple must divide its target market depending on location since it delivers services to customers in many geographically distinct areas. Apple operated about 500 retail locations in 25 countries by 2021. In addition, the company makes its items accessible globally through retail internet sites. As a result, Apple will be able to engage with a bigger audience.
In addition to demographic and geographical factors, Apple also considers the purchase habits of prospective consumers. It encompasses attitudes, behaviors, reactions, and product familiarity. Apple's psychographic market segmentation focuses on the lifestyles of its target consumers.
Targeting 
Apple must establish which of its customer categories has the most significant potential before it can adequately target its advertising. Apple must now choose which market segments to focus on to enhance its revenue. The corporation promotes itself as a leading supplier of innovative goods and services.
Apple seeks affluent clients with more significant disposable income to invest in cutting-edge technology products and services. Apple's long-term customer statistics indicate that its customers put a more excellent value on high-end, well-designed tech products and services than low prices.
Positioning 
Every marketing plan depends heavily on the positioning strategy used to establish a favorable brand image in the minds of target consumers. The positioning strategy used by a corporation may have a substantial influence on its success (Zhao et al., 2017). Depending on factors such as industry, company size, company age, and product offerings, the brand positioning strategies of various businesses have distinct objectives.
The IT industry is expanding rapidly, demanding the introduction of new products with greater functionality and innovative solutions. Apple is one of the most successful companies in this field, and its competitors often steal its ideas.
This success may be owed mainly to the strategic and effective use of positioning based on a range of variables. Apple portrays itself as an aspirational brand for people throughout the globe (Martinus and Chaniago, 2017). Even individuals with low finances may usually find imaginative ways to get Apple products, even though they are not cheap.
In this very competitive sector, Apple is presenting its brand in a way that creates emotional ties with customers by providing them with unique experiences (Martinus and Chaniago, 2017). Apple also has a competitive positioning strategy. 
Conclusion 
In conclusion, situation analysis tools have been utilized to examine Apple Inc.'s internal and external environments during the pandemic. While the internal environment was monitored at the micro-level, the macro-environmental factors of the external environment were also evaluated. This report assessed the company's current status, past performance, and growth prospects. This study uses the PESTEL, Porter's Five Forces, and SWOT frameworks to assess Apple Inc.'s situation in light of the COVID-19 pandemic. This analysis allows the management to establish the optimal course of action for the company to retain market growth after the lockdown period.
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