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Introduction
A set of activities, institutions and methods for creating, delivering, communicating, and exchanging offerings that have value for the people who use them, a combination of all of these things are called marketing (Armstrong et al., 2014). A marketing process is a series of steps that allow companies to find customer concerns, conduct market research, and produce marketing materials to reach their intended audience.

An organization's internal and external surroundings are analyzed through situational analysis to determine its strengths, weaknesses, opportunities, and threats. This knowledge is used to drive the organization's strategy and objectives. After that company may determine its value addition and offering when entering the market, these activities are called objectives and strategy. After that comes implementation, it is the act of carrying out a plan, a strategy, or any design or model for achieving a goal or objective. All these activities should maintain in the same dimension and needs to be restrained, commended, and managed, which is controlling.

Apple is a global leader in the technology industry. The company's main products include digital auxiliary devices, personal computers, related hardware, software, and online services. The worldwide spread of the COVID-19 outbreak since January 2020 has had a major impact on Apple's operations. Both sales and production of the device have been affected in many countries, including the United States, China, Italy, and South Korea. The fast spread of the disease has resulted in the closure of most businesses and the evacuation of numerous neighborhoods (Pisal, 2021). Additionally, Apple's production has been significantly impacted by declining sales. This report includes a broad study, and an appraisal of the effects COVID-19 has had on Apple.
The Covid-19 impacts on Apple: 
The COVID outbreak is a disaster thing. Apple Inc. (AAPL) had decided to delay the return of its staff to the workplace until at least January 2022, a major delay compared to the company's original objective of October. Still, Apple is cautious in light of the growing number of confirmed cases, the rapid spread of the Delta and Lambda strains, and the CDC's decision to alter its mask use advice. Apple has temporarily shut down its offices and retail stores in China as a precautionary measure (Sheth, 2020). The headquarters are back to business as usual, and the stores are making every effort to reopen as soon as possible. Apple has ordered its U.S. corporate staff to work from home if possible, giving any employee infected with the coronavirus unlimited sick leave. Following a two-month shutdown, Apple allowed its corporate personnel to return to the workplace in June.
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Figure 1: Revenue of Apple from Different Products during Covid-19
Sources: (Tian et al., 2022)
Tim Cook, Apple's CEO, has said that the business cares more about the happiness of its employees, supply chain partners, consumers, and local communities than it does about profits. For Apple, people come before profits. With its vendors, Apple has acquired over 20 million N95 masks, which it has distributed to healthcare workers in the United States and Europe. Apple has donated millions of dollars to various charities, and the corporation is working on face shields for use in medicine.
Constraints and closures hurt a significant part of the economy. Nonetheless, the hospitality sector, the entertainment business, and the tourist sector had the most impact. Tech giants like Apple benefited from it as well. Restrictions and lockdowns lowered the distractions from real life, allowing consumers to focus more on Apple products. Going back to COVID-19, it altered Apple's revenue distribution, but not in a bad way. Despite store closures, supply chain issues, and consumers' tightening wallets, Apple experienced a record-breaking fiscal year in 2020.
In consequence, shares in the firm increased by more than 100%. Possibly, when investors hear "iPhone," they think "iPhone," "iPhone," and However, Apple achieved yet another sales record for Macs with $9.03 billion in revenue during the September quarter of the previous year. Similarly, iPad sales shot through the roof, growing by 31% annually over the prior three quarters. In its most recent earnings report, Apple reported quarterly iPad sales of $7.4 billion, a $1 billion gain from the same period last year (Tougeron. and Hance, 2021).
Apple said in the middle of February that it would be unable to reach its financial objectives for the March quarter due to the COVID-19 outbreak. Apple predicted a sales range of $63 billion to $67 billion for its March quarter during its results call in January, but the company fell short of its goal of $67 billion in revenue. In the end, Apple announced a quarterly sales total of $58.3 billion (Tian et al., 2022). Apple attributed lower-than-expected revenue to decreased customer demand in China and limited iPhone availability in other regions. The central Apple storyline proves without a reasonable doubt that COVID is making a constructive contribution. Nonetheless, expertise finds it useful to monitor the purchasing and selling activity of so-called "Big Money" investors to get a feel for how Apple stock is doing from the viewpoint of big, professional investors. Business consultancy firm tracks and reports hundreds of stocks for unusual Big Money trading behavior. 
Apple's content businesses may be seen as the driving force behind the company's recent success. They would not be entirely wrong about it, either. Considering Apple's reported earnings, services revenue grew substantially that year. Surprisingly, throughout the last three quarters of the year, this source of revenue accounted for almost 20% of total earnings. Cloud storage, Apple Music, marketing, video, banking, and insurance services are provided.
Marketing Environment and Other Situational Analysis Models of Apple during Covid-19
To determine Apple's business situation during the pandemic, SWOT and PESTEL analysis are the perfect elements.
SWOT Analysis of Apple
Analysis of the technology firm's strengths and opportunities (SWOT) informs how to best advance the company's business. The strengths, weaknesses, opportunities, and threats (SWOT) analysis is used in strategic management to evaluate internal and external factors that may impact a company's success (Shtal et al., 2018). 
· Strength: Apple's strong brand image enables the introduction of potentially profitable new products like mobile devices. A key part of Apple's 4P marketing mix is the company's high-end price and enormous profits. This internal strategic element ensures maximum profit when sales numbers are modest, as with MacBook laptops (Li, 2018). Incorporating efficient rapid innovation into its overall competitive strategy and aggressive expansion ambitions, Apple Inc. stays abreast of cutting-edge technological developments to maintain a competitive edge during covid-19. 
· Weakness: Apple can only sell its products inside its ecosystem because of its closed distribution system. Apple is picky about whom it allows for selling its iPhones and Macs. The company's unique strategy limits market penetration, which means its consumer electronics are unavailable in many regions (Li, 2018). The benefits of exclusivity, such as Apple's control over distribution, are not enough to solve this problem. The IT firm relies on high-end markets for income due to its premium pricing strategy. Apple's high prices appeal to those with higher incomes, but they may put off others with lower incomes in the pandemic. Due to the minority nature of high-end markets, this weak spot lies inside the company's strategic planning. The internal factors of the SWOT analysis indicate that Apple Inc.'s pricing and distribution strategies are weaknesses.
· Opportunities: Apple may increase the size of its distribution network. An opportunity arises due to the limited availability of the company's smartphones and tablets. Based on the SWOT analysis results, the IT firm should reconsider its current distribution strategy. Possible expansion of Apple's global distribution network. The company may increase profits by emphasizing mobile advertising (Li, 2018). This opportunity is tied to the growing demand for mobile internet access. The company's plans may include expanding into internet services as well. The company's ability to develop new products like the Apple Watch depends on continued innovation. When competing against international technological giants, a company's growth is aided by introducing new product lines. Even though Apple faces stiff competition, the SWOT analysis reveals the corporation has room to develop after a pandemic breakdown.
· Threat: The aggressive nature of technology companies makes competition so fierce. Apple's rival, Samsung, is known for being an innovative leader in its industry. The aggressive competition in the industry highlights the company's limitations, highlighting the need for a strong foundation in IT infrastructure (including software, hardware, and internet services). Local and international competitors may copy Apple's products. China's contract manufacturers see their profit margins slip or prices go up due to the country's rising labor costs (Li, 2018). Based on this SWOT analysis, Apple Inc. faces threats from intense competition and product imitation.
PESTEL Analysis of Apple
As a management tool, a PESTEL Analysis (political, economic, sociological, technological, environmental and legal) examines the major external elements that impact a company's operations to boost its competitiveness in the market (Kotler, Pfoertsch and Michi, 2006).
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Figure 2: Apple PESTEL Analysis
Source: (Kotler, Pfoertsch and Michi, 2006)
	Components
	Description
	Favorable vs. Unfavorable

	Political Factors
	The United States and China might enter a trade war. The company's success in China may be affected by factors such as trade restrictions and taxes imposed by the Chinese government and inadequate political connections. However, political connections between the United States of America and other nations remain solid. Since a significant amount of the firm's revenue is generated from markets outside the United States of America, these developments are undesirable and might affect the business's success (Van De Vliert, 2021). Apple had a hard time regulating external political issues. Non-American markets account for the bulk of company revenue. Still, Apple has opportunities thanks to external political factors like improved free trade regulations and a more evenly contested political landscape in developed nations. Apple can ship most of its goods to different countries throughout the globe because of its very flexible trade procedures. Apple anticipates very modest political challenges affecting the corporation. Therefore, many of the developed nations provide an opportunity for the company. 


	Due to the relational instability of the United States with other nations, it is clear that political factors are unfavorable towards Apple.

	Economic Factors
	Apple's capacity to create possibilities is largely reliant on macroeconomic variables. Fast expansion in emerging nations and stable economies in industrialized nations are Apple's most influential external variables. In addition, Apple can grow its company and increase its profits because of the more stable economies of wealthy nations. Growing or expanding rapidly is essential for emerging nations (Van De Vliert, 2021). Apple may feel the effects of inflation, a recession, or currency swings. Joblessness and inflation have both increased recently.

Customers cut down on purchases, especially of so-called "luxury products." Despite this, although the bulk of Apple's goods is high-end, the company's income remains untouched by the economic slump. The company achieved this success by differentiating its goods from its rivals, boosting sales.


	Although the pandemic hits the income stability of people, it seems that economic factors are favorable towards Apple as its sales and profit gradually increased.

	Social Factors
	Apple is widely regarded as the industry standard owing to its products' high quality and innovative design, and technology is increasingly prominent in our daily lives. The music business has not only extended its market online, but it has also had a big societal influence. iTunes, Apple's online music shop, is the most popular of its kind. Apple Inc. takes advantage of the contemporary social scene. Apple bases its whole operation on the social consequences of its products. Better mobile access and social media are two of Apple's most significant contributions to society. For Apple, these factors provide promising openings.
	Due to Apple's huge popularity and accessibility, social factors favor Apple.

	Technological Factors
	External technology issues are impacting Apple's capacity to create new possibilities. Key external technological drivers include the mobile cloud trend, the advent of 6G, and the expanding app industry. Mobile cloud computing is a relatively new phenomenon that involves several Internet and software giants, including Microsoft, Facebook, and Google. The company's dedication to R&D has allowed Apple to rise to the top of the industry (Van De Vliert, 2021). The company may take advantage of this market by providing devices and software compatible with cloud storage.

Further, the convergence of technologies is an important shift. Apple may make the most of this opening by maintaining a catalog of interoperable gadgets. To keep up with the growing demand for apps, Apple will need to increase the size of the App Store.
	Apple faces huge competition in technological factors. Chinese products and Google are continuously challenging Apple in this field. Thus, technological factors seem unfavorable. 

	Environmental Factors
	The impact of environmental trends on the company is highlighted here. Apple produces most of its goods in China, where environmental impacts are scrutinized and may soon affect manufacturing prices and regulations. Apple has been working on new technology solutions, such as producing energy-efficient items like batteries, processors, and other equipment that emits less heat (Armstrong et al., 2014). A more positive public perception of a company may be gained by adopting the sustainability movement now sweeping the business world. Apple's reliance on the internet might eventually drive higher power prices due to the necessary expansion of the underlying infrastructure. Apple's commitment to environmental responsibility is comprehensive, including everything from publishing the company's whole carbon footprint to investigating potential avenues for reduction. After their electronics have served their purpose at Apple, they are disposed of in an environmentally responsible manner.


	Apple has been working on producing energy-efficient items to sustain the green environment, which indicates favorable environmental factors.

	Legal Factors
	The business's legal elements may determine the extent to which the company is affected by laws and regulations. Ignoring these factors might be disastrous for the company. Apple's reputation would suffer if it were subjected to a lawsuit, so having this arrangement in place is crucial. The government is increasing pressure on companies like Apple because of the critical need to adhere to privacy regulations in the modern day (Tougeron and Hance, 2021). This is a problem for Apple since it might lead to costly monitoring requirements and other difficulties for products that deal with sensitive data. Apple Pay's introduction signals the company's entry into the complex regulatory and heavily monitored financial services business, which might lead to a greater presence of government regulation and supervision. Almost all of Apple's profit is derived from selling products legally protected by patents and other forms of intellectual property. Software and music are two common examples. This makes the company very vulnerable to privacy violation claims and litigation.


	Due to a recent legal suit for breach of privacy and business action, legal factors seem unfavorable towards Apple.


Table 1: PESTLE Analysis of Apple

Source: (Self-made)
[image: image3.png]100%

80%

60%

40%

20%

0%

94%
38% 37%
iPhone Apple iPad

watch

28%

Airpods

21%

8%

MacBook Apple TV

3%
-
iMac

9%

Other




Figure 3: Apple Products Buying Rate by Consumer during Covid-19
Sources: (Bary, 2021)
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Figure 4: Apple Market Value
Sources: (Canon and Jolly, 2021)
Advantages and Disadvantages of PESTLE analysis

	Advantages
	Disadvantages

	It is an easy-to-understand and easy-to-implement system.

With the output, it is possible to get a deeper and more complete knowledge of how corporations run.

It encourages companies to look more strategically.

The most important advantage is that it allows a corporation to foresee and mitigate or even eliminate future threats to its operations (Pathak, 2022).

In addition, it allows companies to spot and seize upon new possibilities.


	A few bits of information are needed for a PESTLE analysis user to oversimplify the quantity of data used to make decisions.

It is easy to become lost in the tremendous amount of information. It is possible to get "paralyzed by analysis" if one accumulates too much data and analyses too much data.

When a PESTLE study relies on assumptions, there is always a risk of erroneous findings (Bizfluent, 2022).

Effective forecasting of future occurrences may have severe effects on the company and is challenging due to fast change.




Table 2: PESTLE Analysis Overview

Source: (Self-made)
Segmentation, Targeting Positioning and Marketing Mix Strategies of Apple during Covid-19
Apple's marketing efforts are built on the firm groundwork of segmentation, targeting, and positioning. Marketers need to use segmentation, targeting, and positioning since no company or product can appeal to everyone. Apple takes the following measures as part of its segmentation, targeting, and positioning efforts:        
Segmenting the Market
To segment a population is to divide it into subgroups with similar characteristics. Marketing goals via market segments require that these groups of customers be quantified, accessible, maintained, and implemented in covid-19 (Chen, Liu and Gong, 2021). Apple's target market consists of the financially secure who value aesthetics, performance, and utility in equal measure and are willing to pay a premium for cutting-edge technology. Apple's target market consists of those that prioritize Apple's product's design, quality, and performance above the price tag. 
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Figure 5: Apple’s Sub Division of Segmentation

Source: (Van De Vliert, 2021)
Targeting and Positioning 
Positioning is selecting the parts of the marketing mix that will impact a targeted group of customers most. This is the last phase, during which organizations tailor their offerings to meet the needs and preferences of a certain segment of the market (Armstrong et al., 2014). Apple's products, services, and overarching business strategy are all geared toward a select group of customers whom the firm has determined to be crucial to its continued success. During Steve Jobs's time as CEO, Apple adopted a mono-segment positioning strategy, whereby the business catered largely to the needs and preferences of a single customer group after the pandemic breakdown. The global technology company has been progressively extending its product lines and shifting from a mono-segment style of positioning to a multi-segment kind of positioning since Tim Cook was named CEO. Multi-segment positioning aims to concurrently appeal to many customers by marketing them with various product and service combinations (Park, 2022). There are high-end versions, consumer models, and a lengthy line of old goods the corporation maintains to satisfy every niche and price range. 
Marketing Mix Strategies
The term "marketing mix" describes a company's tactics to promote its brand or product.
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Figure 6: Marketing Mix of Apple
Source: (Park, 2022)
Product: Apple Inc. is a multinational corporation that develops and sells technology products, including cloud computing, software, retail, computers, online services, consumer electronics, artificial intelligence (AI), media, and digital distribution. Apple's marketing strategy during covid-19 has emphasized the company's innovative, one-of-a-kind, and unique products, which have cutting-edge style and functionality. A total of 1.65 billion Apple products are used worldwide (Wichmann et al., 2022). 
The way people feel about Apple products is a major output of the company's branding strategy. Lifestyle, imagination, invention, passion, aspiration, ambition, reclaiming one's autonomy, and optimism plays a role in Apple's brand strategies, as does the belief that technology can give people more value propositions. Apple's brand strategies include customer-centric product development, a market-oriented business model, and an in-depth understanding of its customers' needs. Another facet of the Apple brand's identity is a commitment to making people's lives easier by reducing complexity.

Price: Apple's Marketing Strategy pricing strategy dominates the competition. The level of pricing competition varies. The company's constant quest for technological advancement is not cheap. Premium pricing is used to win over customers. Luxury things include any Mac, iPhone, or iPad. Items from Apple's high price range serve as emblems of social prestige. Product technology is a contributing factor (Abeysekera et al., 2020). Apple's items are of the highest quality, with elegant designs and premium materials.
Place: Apple's premium client approach is aggressive. Apple Inc. reaches out to potential buyers in several ways. Apple now sells its wares through retail outlets. To each other, they presented as potential business partners. Together with their business partners, they oversee the distribution network (Wichmann et al., 2022). They speculate that reducing the number of trade partners in the distribution chain would improve efficiency. These products are only available through official Apple retailers. Retailers who are committed to achieving corporate objectives. Internet portals are yet another channel. Apple's online storefronts are a big selling factor. Intricacy means plenty of jobs for people at apple stores.
Promotion: Apple primarily markets to a certain niche. When doing promotional activities, the firm highlights its products and competitive advantages. In its marketing strategy, Apple uses several media, including television, print, the internet, and billboards. Apple has always promoted how it stands out from the competition (Wichmann et al., 2022). Apple rarely gives discounts or deals to anybody who is not a student. Advertisements for Apple highlight the products' emotional impact on consumers. Apple's marketing strategy consists of the above elements.
Recommendation for Apple for Future Growth
If Apple wants to keep its competitive edge and keep doing well, it has to design products ahead of the market regarding technological advancement. Because of this, Apple will be able to maintain its remarkable level of competitiveness. Apple should maintain its position as the industry frontrunner in creating high-end goods. Moreover, it has to increase its visibility in other markets, especially in India, China and other countries with large populations and considerable unrealized potential.

Apple can use the Ansoff Matrix, a marketing planning model, to determine how to best approach the market with its various products. The Ansoff Matrix depicts the four possible business strategies. Market penetration, product development, market development and diversification. Apple can use market penetration and diversification.

· Market penetration: Market penetration refers to the practice of marketing products already available on the market to buyers in such markets. Apple's current market includes all of its activities across the globe, divided into the Americas, Japan, Europe, and Greater China, the Rest of the Asian Pacific. Over 30 countries and regions are serviced by the retail stores of the IT giant.

Apple may now pursue a market-penetration plan because of its effective marketing strategy implementation. Apple has developed a very successful market penetration strategy that largely relies on the interconnectedness of the company's ecosystem of products and services.

· Diversification: The most destructive strategy is diversification, which requires making brand-new products to sell in unproven markets. Until this moment, Apple's business strategy has sometimes included a diverse selection of products and services. Although this is the case, Apple's efforts to diversify its company have not been effective. Apple TV+, for instance, has a low rating compared to other major streaming services like Netflix, Amazon Prime Video, Hulu, and even the NBC streamer Peacock, even though the video streaming industry has been seeing a spike as a consequence of the pandemic. It is expected that Apple will pursue a diversification strategy in the near and intermediate future. This is because the company's principal source of revenue, the iPhone, has reached near-global saturation.
Conclusion
This report discussed Apple's operations amid the pandemic and the company's overall business situation. They had developed to the point of becoming sophisticated. It carefully considered the obstacles in its path and found a way to turn those obstacles into benefits. Furthermore, Apple is making enhancements across the board regarding PEST factors. Some companies ignore all of these factors in favor of technology one. There is a need for today's young corporate leaders to learn more about the strategies their contemporaries are using to deal with the pandemic. Another lesson learned from this experience was the need to adapt to new circumstances. The next generation of entrepreneurs should learn from Apple's approach to poverty management by considering both the natural world and the passage of time.
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