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[bookmark: _Toc87011655]1.0 Introduction: 
To ensure the success and long-term survival of an organisation, one of the deciding factors is their marketing strategy (McDonald and Meldrum, 2013). Studies have shown that performance of organisations with stronger marketing strategies is much better than other organisations (Vorhies and Morgan, 2005). The current dynamic of the market is such that organisations are having to constantly revise, change and update their marketing strategies. Marketing for organisations today is different from what it was yesterday and will change to something different again tomorrow (Carson, 2001). 
Marketing is a social and managerial process which enables individuals and organisations to create, communicate, and exchange value for what they want and need with others (Kotler et al., 2017). The main two goals of marketing are to offer preferable value to customers and to grow customer base (Kotler et al., 2008). Others describe marketing as the knowledge and understanding of the consumers which ensures that the product or service meets their needs (Drucker, 2011). So, in short, marketing is managing profitable customer relationship (Porral and Stanton, 2017). 
This report will critically evaluate the marketing activities of Apple Inc. using various tool such as: environmental scanning, marketing mix, marketing information system, etc. 


[bookmark: _Toc87011656]2.0 Company overview:
World economy has shifted through history by events and factors, the 17th century was influenced by agriculture revolution which paved the way for the industrial revolution in the 18th century. In the brink of the technological revolution era, technological innovation plays a major role in shaping the world economy and society (Landau and Rosenberg, 1989). Information and technology (IT) companies are innovating new services and product to meet the demands of the consumers. Now-a-days, organisations have to adopt new technologies and adapt to new systems to be able to keep up in this competitive market (Mühleisen, 2018). During the challenging time of Covid-19 pandemic, organisations which used technology more effectively and were quick to adapt, were able to survive better. 
Apple is the largest technological company in the world. In 2020 their total revenue was $274.5 billion and the recent quarterly report stated that their September Quarter revenue is $83.4 billion, which is up by 29% (Apple Reports Fourth Quarter Results, 2021). Apple Inc. was established in 1977 and their corporate headquarter is in California, United States. The company designs, manufactures and markets smartphones, personal computers, tablets, wearables and accessories, and sells a variety of related services (Apple Annual Report, 2020). For over 30 years, Apple was mainly manufacturing personal computers. They were struggling to flourish in their sales which caused low market share. In 1997, they bought another computer and software company, NeXT which was founded my Steve Jobs, a former partner of Apple. In 1998, Steve Jobs became the interim CEO of the company and later his position was permanent. He introduced a new corporate philosophy of simple design and recognizable products. They introduced original iMac in 1998 and then in 2001, iPod music player, in 2003 iTunes Music Store and so on (O'Grady, 2009). On the 30th of June 2015, Apple Inc. was declared to be the largest publicly traded corporation in the world by market capitalization (Hill, 2015). In 2018 they were declared to be the first public company worth $1 trillion (Johnston, 2018).   


[bookmark: _Toc87011657]3.0 Environment scanning for marketing information system: 
In today’s market, organisations are facing constant challenges and changes. If they can not keep up with trends of their external environments, they are more likely to fall behind (Albright, 2004). If an organisation does not respond quickly and effectively when a change occurs in their business environment, most likely they will not be able to survive and go out of business. On the other hand, actively scanning and detecting changes and dealing with those changes appropriately will an organisation success. During the Covid-19 pandemic, a number of organisations had to close down because they failed to adopt appropriate strategies to enable them to carry out their businesses where a lot of other organisations saw this as an opportunity to make effective changes in their businesses. 
Organisations can get accurate market and industry insights which can improve their customer services, develop and market new products/ services successfully and explore new market segments through thorough environment scanning (Ahituv, Zif, & Machlin, 1998; Kohn, 2005). 
In this report, SWOT and Pestel will be used to scan the internal and external environment of Apple inc. 


[bookmark: _Toc87011658]3.1 Internal and external environment analysis:
A SWOT analysis summarizes the key issues from the business environment and the strategic capability of an organization that are most likely to impact on strategy development (Johnson, Scholes, and Whittington 2008). Thus, strengths and weaknesses are part of business internal environment while opportunities and threats are from external business environment (Fred R. David). The weaknesses and short-comings of Apple Inc. can be identified with SWOT analysis (Index 1).   
PESTEL is done to identify how the external factors affect the organisation (Feys and Probert, 2015). This tool can help an organisation to create its marketing and organisational strategies, taking into account of the impact the external environment has on the organisation. Apple PESTEL analysis (Index: 2) reveals the external issues that can have an impact on the company's progress in the future. It also identifies the factors that can help them to achieve their goals and widen their scope.
   


[bookmark: _Toc87011659]4.0 Marketing information System: 
In today’s competitive market, organisations are using different types of marketing information system (MKIS) to ensure success. Marketing information system is a structure made of people, equipment, and procedures and is used to gather, sort, analyse, evaluate, and distribute information so that the marketing managers can make precise, necessary decisions on time (Kotler & Keller, 2006). Marketing information systems (MKIS) use data from other information system to make decisions in marketing sector (Li, Raymond McLeod, & Rogers, 2001), (Ying & Peters, 2011) and (Hess, Rubin, & West, 2004), mainly for designing marketing campaigns and promotions (Lin & Hong, 2009; Lee, Lee, & Park, 2009). Therefore, a comprehensive and systematic framework for marketing information system is essential for organisations to meet marketing objectives. 
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[bookmark: _Hlk87005889]Figure 1: Kotler’s model of information system Source: Researchgate.net


Apple Inc. is known to be an innovative company; they utilise their resources timely and effectively. Their marketing information system is very powerful and effective. Apple, just as the other technological companies (such as Google, Microsoft, Samsung) constantly collects data from their sales all over the world. They study this data to recognise the current trends, customer demands and needs and then pass this information to the right people at the right time. This also enables them to identify their short comings and weaknesses and find ways to rectify them. 
An important element of their MKIS is their customer feedback system. In 2011, Apple began a market research campaign called “Apple Customer Pulse”. It is focused ongoing research which targets selective Apple customers to participate in surveys (Ong, 2011). On the official Apple website, there has been a system established specifically to communicate with customers about issues and suggestions on Apple products. The page is called “Apple user groups”.  The company can learn about the popular and most used features of each product and level of satisfaction with the products in different demographics all over the world. These surveys are then used extensively by the company for marketing purposes. 


[bookmark: _Toc87011660]5.0 STP marketing model: 
In today’s market, marketing model STP is the most effective and commonly used modern strategic approach. STP stands for:
1. Segmentation
2. Targeting
3. Positioning (Kotler, 1998).
According to Kumar (2010), STP model can be defined as the process of segmenting the market, targeting the most attractive markets and positioning the firm’s product to the market segments.
[bookmark: _Toc87011661]5.1 Segmentation:
Segmentation is division of market population into smaller groups bases on specific characteristics (Kotler, 2012). To use these segments for marketing purposes, they need to be measurable, accessible, sustainable and actionable (Kotler et al., 2005). Customer segmentation can be classified into four categories (Kotler, Wong, Saunders, & Armstrong, 2005):
1. Demographic: division based on age, gender, occupation, education level, etc. 
2. Geographic: division based on country, region, state, etc.
3. Socio-cultural/ Behavioural: division based on knowledge, attitude, use and respond to a product, etc.   
4. Psychographic: division based on social class, life-style or personal characteristics.

 

[bookmark: _Toc87011662]5.2 Target market:
For a market to be termed as a target market, it has to meet some specific requirements (Technikon Sa, National Property Education Committee, 1996):
· People: sufficient number of people are interested in the market
· People with needs/ demands: there should be a need or demand to buy a specific product
· People with buying power: people should have enough buying power to satisfy their need/ desire
· People who are willing to buy: they are willing to spend their money in exchange for the product
· People who are eligible to buy: people are legally and morally eligible to buy the product
· People who are most attracted to the offers the company is making: when the company produces something for specific needs or desires of a specific target market. 
Apple Inc has a wide range of products and the products are innovative, creative and excellent quality technology. They have over 1.65 billion users and every year their market is expanding with new products (Kastrenakes, 2021). iPhone is mostly popular to users aged between 16-24 (44%) and 51% iPhone users are female. Apple stores all around the world receive more than one million visitors per day (Galov, 2021). 
Apple targets a specific consumer market instead of a diverse one. Apple target customer segment comprises of well-off people who are willing to pay extra for their desired technology products and services. Their expectations of the product are high, with advanced design, functions and capabilities, they want a high-tech experience. They desire high-end design, quality and performance of technology products and services over their prices.



[bookmark: _Toc87011663]5.3 Positioning: 
Positioning is to set a product in a clear, distinctive and desirable place apart from a competitive product in the minds of target consumers (Kotler et al, 2005). Positioning is done after the target group has been identified by segmentation and targeting. Positioning can also be defined as a combination of marketing actions to meet the needs and wants of each target (Cravens, 1997).
The strategies of positioning are: 
· Product attribute: according to the competitive and desirable attributes of the product
· Benefits offered: according to the needs of the consumers, highlighting these needs against other competitive products in the market
· Unique selling proposition: according to the uniqueness of the product and its promotion. 
The late Steve Jobs concentrated in appealing to the needs and desires of the high-end customer segment by mainly using mono-segment type of positioning. As the new CEO, Tim Cook focused on shifting from mono-segment positioning to multi-segment positioning by consistently increasing its product ranges. Multi-segment positioning targets different customer segments at the same time with different products or services. Even with new products coming out every year, Apple also keeps a line of older products to fill every niche and price range (Marx, 2019). 


[bookmark: _Toc87011664]6.0 Marketing mix: 
The marketing mix of an organisation is a set of tools used to implement its marketing strategy (Riaz, 2011). These tools are classified into 4 categories, which are known as the 4Ps of marketing, Product, Price, Promotion and Place (Gronholm, 2012). Marketing mix offers the best combination of marketing ingredients which enables companies to realise goals for profit, sales volume, market share, return on investment, etc. (Singh, 2012). 
While Apple satisfies the needs of the consumers, the company makes decisions related to the product, its price, distribution / place and promotion by using market mix.
[bookmark: _Toc87011665]6.1 Product: 
Product is defined as a physical product or service for which consumers are willing to pay.  These can be tangible products which are material goods or intangible products, such as services (Singh, 2016). Product is one of the key elements of marketing (Savitri, Krisnatuti and Hannan, 2020). According to Kotler and Armstrong, product can be offered to the market, to get attention and can satisfy the consumer wants or needs (Armstrong and Kotler, 2010). 
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[bookmark: _Hlk87005930]Figure 2: List of Apple Products Source: Smartsheet.com

Apple’s product mix includes a wide range of goods and. As the company is growing and it is adding new products every year, its product mix is constantly expanding. Apple Inc.’s main product lines are as follows:
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1. 
2. Mac
3. iPhone
4. iPad
5. iPod
6. Apple Watch
7. Apple TV
8. Digital content
9. Software
10. Accessories
11. Cloud services

The company’s product line also includes products based on cloud technology, which allows customers to store and access their data, and use software as a service (SaaS), such as iWork for iCloud. This shows that Apple Inc. is a diversified business and has evolved from a computer technology company to an information technology company. 


[bookmark: _Toc87011666]6.2 Place: 
Another element of marketing mix is distribution or place. It is the process of the product or service reaching the customers. The organisation can choose to sell the products to the customers directly (Burnett, 2008) or through distributing network which is consist of third-party organisations like distributors, wholesalers and retailers (Singh, 2012). It also involves the selection of appropriate places or venues where the products can be distributed from.
Apple Inc. is a multinational company; their products get distributed all over the world. The following places are included in Apple’s distribution strategy:
1. Apple Store locations
2. Company-owned website and online stores for desktop and mobile
3. Authorized sellers
4. Telecommunications companies
[bookmark: _Toc87011667]6.3 Price:
Another element of marketing mix is the price, it is the value charged for the product or service (Borden and Marshall, 1959). When marketers fix the price for a product, they have to take a few factors into consideration such as: demand for the product, cost of the product, target customers’ ability, government restrictions, pricing of similar products by other company, etc. (Singh, 2012). 
Apple is a high-end brand; the products are luxury devices. The company objective was never to sell a cheap product but to produce high quality product which can provide a great experience. Apple uses a MAP (minimum advertised price) strategy for retailing their products. With the MAP policies, resellers or dealers cannot advertise a manufacturer’s products below a certain minimum price (Nielson, 2020). The prices of Apple products are comparatively a lot higher than the other competitive brands’ products. 


[bookmark: _Toc87011668]6.4 Promotion:
Promotion is one of the strongest elements in the marketing mix. This is the way the company decides how to reach their target market. Sales promoting actions are publicity to promote products or services (Burnett, 2008).  Promotion is an effective way to encourage customers to purchase products. Advertising is a strong element of promotion (Singh, 2012). 
Apple focuses on some core factors when promoting and thus has remained an excellent marketer for over a decade. 
1. Focus on customer experience
2. Focus on innovation
3. Focus on the customers rather than the products
4. Control pricing 
5. Focus on the simplicity of product
[bookmark: _Toc87011669]6.5 Media: 
Apple promotes their products through TV commercials and printed advertisements on newspapers and magazines, focusing on uniqueness of their products, how they are different than the competitive products. They use multiple numbers of social media platforms like Facebook, Twitter, Instagram, YouTube, etc. Apple also has their own newsroom where they post news about their products and services.




[bookmark: _Toc87011670]7.0 Measure success:
On the 27th of July 2021, Apple announced financial results for its fiscal 2021 third quarter which ended on June 26, 2021. They posted that June quarter revenue was $81.4 billion which went up by 36% year over year, and quarterly earnings of $1.30 per share. Apple’s board of directors has declared a cash dividend of $0.22 per share of the Company’s common stock share (Apple Newsroom, 2021).
In September 2021, Apple retail employees were promised to receive bonus up to $1,000 near the end of this year (Wituschek, 2021). 
Apple Inc. is a profitable company. Even during the Covid-19 pandemic when most of the companies struggled to make profit, Apple has managed to increase sales to $90 billion. The revenue went up by 54% in the first three months of 2021 (Canon & Jolly, 2021). 
From the financial statements and financial performance graph (Appendix 3, 4, 5) and the other measures of success mentioned above, it is evident that Apple inc. is a successful company in terms of revenue and profit.  


[bookmark: _Toc87011671]8.0 Conclusion:
Even though evidently, Apple Inc. is a successful and profitable company, they still have some weaknesses and short-comings. First of all, the high prices of the products make them only accessible to rich people. Because of low affordability by a huge segment of population, Apple devices are struggling to reach some demographics and geographic areas. Apple sells their new products with a high price where other companies introduce their new products with introductory offers. Other competitive companies reduce prices for their older and refurbished products, but Apple’s older or refurbished products are still sold for a higher price. 
Apple products are designed in US but mostly assembled in factories in China, Malaysia, Thailand, Czech Republic, etc. The working condition in these factories are very poor. Back in 2010, Apple was under scrutiny because of suicide committed by 14 factory workers in China (Berg, 2018). Even in recent days, Apple had to face a lot of criticism due to their low pay, long working hours and poor working environment for the factory workers (Merchant, 2017 and Albergotti, 2019).
Apple products are generally popular for their high quality and design, but they could improve on their short battery life and product life. These products are also only compatible with other Apple products and services, such as: only certain apps are usable in Apple devices. Customers have to buy Apple apps or accessories to continue using their Apple products. 
Apple has faced 60 law-suits since December the 21st, 2017. Apple announced that they purposefully reduce CPU performance on iPhone models with older and degraded batteries. Customers were very upset with this announcement and Apple lost a lot of their loyal customers. The first law-suit alleged that Apple’s actions affected the resale value of their products but also forced its users to upgrade to newer versions prematurely. 
Apple is one of the 100 companies who responsible for over 70% of world emissions (Antonia, 2021). The company has been criticized for its negative environmental impact for a long time. A lot of their loyal customers are feeling more and more uncomfortable to use their products when their sustainability is being questioned. 

[bookmark: _Toc87011672]9.0 Recommendations:
Apple Inc. has 515 stores all over the world (McCarthy, 2021). With the growing demand of Apple products, the company will benefit if they increase the number of their retail stores, especially in places where there are not many Apple stores. They can also make partnership with cellular network providers in other countries so that the consumers can easily access their products. 
Apple Inc. should increase their target market by reducing their product prices
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China is implementing
stricter emission laws.

Apple’s entry into
the financial
services industry
s a lucrative
choice.

These business arenas
entail insurance and
compliance expenses
for Apple.
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Apple Inc.

CCONDENSED CONSOLIDATED BALANCE SHEETS (Unaudited)
(In millions, except number of shares which are reflected in thousands and par value)

Current assets:
Cash and cash equivalents
Marketable securities
Accounts receivable, net
Inventories
Vendor non-trade receivables
Other current assets

Total current assets

Non-current assets:
Marketable securities
Property, plant and equipment, net
Other non-current assets
Total non-current assets
Total assets

ASSETS:

March 27, September 26,
2021 2020

$ 38466 $ 38,016

31,368 52,927
18,503 16,120
5219 4,061
14,533 21,325
13,376 1,264
121,465 143713
134,539 100,887
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43,339 42,522
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LIABILITIES AND SHAREHOLDERS' EQUITY:
Current liabilities:

Accounts payable B 40127 $ 4229
Other current lat 45,660 42,684
Deferred revenue 7,595 6,643
Commercial paper 5,000 4,996
Term debt 8,003 8773
Total current liabilities 106,385 105,392
Non-current liabiliies:
Term debt 108,642 98,667
Other non-current liabilities 52,953 54,490
Total non-current liabilities 161,595 153,157
Total liabilities 267980 _ 258,549
Commitments and contingencies
Shareholders' equity:
Common stock and additional paid-in capital, $0.00001 par value: 50,400,000 shares 54,203 50,779
authorized; 16,686,305 and 16,976,763 shares issued and outstanding, respectively
Retained earings 15,261 14,966
Accumulated other comprehensive income/(loss) (286) (406)
Total shareholders’ equity 69,178 65,339
Total liabilities and shareholders' equity $ 337158 $ 323,888
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