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[bookmark: _Toc92669761]Executive summary
In this report a detailed strategic management analyses of the Apple Inc. is stated. Further, this report discussed the PESTLE analysis where different factors such as political, economic, social, technological, legal and environmental has been discussed. The industry analysis of the Apple Inc. has also been conducted in this report. The Porter’s Five Forces framework has been applied to find out the company’s competitive environment. 
The SWOT analysis was also conducted for Apple Inc. to find out what the company does best right now, and to create a successfully strategy for the future. Lastly the report showed the marketing mix of the Apple Inc. from where it can be seen the ways Apple Inc. marketed themselves in a competitive environment. 
The report concludes with a recommendation that will help the company to grow efficiently in the future.
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[bookmark: _Toc92669762]Introduction
The report aimed to find out the marketing planning of the Apple Inc. With various tools such as PESTLE Analysis and Porter’s 5 Forces analysis the report did complete research of the various macro as well as micro environmental factors and the ways they are impacting the company at different levels. The report further aimed to find out the external as well as the internal forces of the Apple Inc. and with the help of marketing mix it shows the ways Apple Inc. is doing their marketing right.
Apple Inc. is one of the world's largest corporations, specialising in the manufacture and marketing of consumer items, software applications, and various internet platforms. It is a worldwide firm founded in California, United States. Apple began by manufacturing and selling personal computers and has now expanded into a wide range of businesses. Apple is the world's second-largest tech company, after Samsung. In terms of sales, Apple Inc. appears to be the world's largest IT company. It employs around 130,000 people and has nearly 510 retail stores worldwide.
[bookmark: _Toc92669763]PESTLE Analysis
A Pestle analysis is an acronym for analysing the major external elements affecting a company (Temporal, 2010). It gives people management experts information into external challenges impacting their company. The PESTLE analysis factors are as follows:
· Political
· Economic
· Social
· Technological
· Legal
· Environmental
The following diagram shows the PESTLE Analysis:

Title: Diagram of a PESTLE Analysis
Source: Dibb et al. (2012)

The PESTLE analysis framework evaluates the political, economic, social, technological, ecological, and legal aspects of a firm. Apple's ability to properly manage these external strategic concerns ensures that the firm remains strong. The bulk of external elements in the company's macroenvironment generate opportunity for the consumer electronics and IT services industries (LOMBARDO, 2019).
The PESTLE Analysis of the Apple Inc. is conducted below:
Political
Apple is exceedingly dependent on decreased Chinese fabricating. Chronicled and social change in China may hinder or raise generation costs within the country. There are moreover recommendations to restrain Chinese imports into the US in arrange to invigorate Mechanical generation (Dibb, 2012). The cost of useful to Chinese generation can be restrictively costly for Apple. This might result in higher Apple products costs. Apple is uncovered to political turmoil in China since of its dependence on Chinese generation and deals.


Economic
Expanded work costs in China may dissolve certain Apple goods' fetched advantage. Middle wage stagnation in certain industrialized countries, especially the USA, may minimize the negative showcase for hoisted shopper things like those advertised by Apple (Lee, 2018). A more grounded US dollar may cause change rates to rise, raising the fetched for Apple to conduct commerce in pivotal ranges such as Europe and USA.
Social
Within the future decades, the speediest move in shopper consumption will happen in nations of the globe where people are familiar with Apple gadgets, such as in Africa (Kotler et al., 2009). Clients in those districts as well as more youthful generations in Apple's conventional markets are counting the USA, missing the profound wistful relationship to Apple phones that boosts demand. A few clients within the USA and other nations are disgusting against exorbitant and elegant products.
Technological
Microsoft and Samsung, for example, have showed a great capacity to reproduce Apple's offerings. Google propelled Google Wallet, a cashless exchange with the same usefulness as Apple Pay, in less over a year. As a result, numerous of Apple's characteristic brands and offices are not any longer particular (Samanta, 2014). Apple's capacity to discharge modern stock is obliged. A few of its unused items, like as Apple TV, would have a contract advertise. The developing notoriety of iPhone will decrease utilization for Apple's well-known tablets.
Legal
With Apple Pay, Apple has recently joined the strict administrative riches administration advertise. This might result in expanded overregulation checking. Apple may confront expanding case as a result of giving money related administrations (Samanta, 2014). Concurring to media sources, Apple extreme to connect another entirely directed industry: car fabricating. Apple's section into the vehicle industry may boost administrative, monetary, and case costs.
Environmental
Apple's most genuine natural issue is the arranging of disposed of or broken electrical gear. The fetched of transfer of hardware, especially those utilizing battery packs, can be as well costly. Since of stresses around such contraptions landfilling, Apple may be required to bear that fetched. Contamination and wellbeing antagonistic impacts from Chinese mechanical plants are getting to be more of concern (Czinkota et al., 2011). This might result in extra oversight and cost increments within the term. China's endeavors to diminish nursery gas emanations and restrain the utilize of fossil fills may raise control bills and fabricating costs for Apple inside this country.
The larger part of external components in Apple's far off or macro-environment grant benefits, concurring to the PESTEL research. Given its current industry position, the firm may use these benefits to grow its nearness. Apple ought to take satisfactory steps to address the highlighted shortcomings, outstandingly those within the show legal system.
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Porter’s 5 forces analysis is a technique of examining the operating strategy of a business's competitiveness (Buttle, 2008). It derives five forces using industrial organisation economics that impact the competitive strength and, hence, the competitive intensity in terms of market shares. The 5 forces are as follows:
· Bargaining power of suppliers
· Bargaining power of the customers
· Industry rivalry
· Threat of substitution
· Threat of new entry
The following diagram shows the Porter’s 5 forces analysis:

Title: Porter’s 5 forces model
Source: (Samanta, 2014 )


Following is the Porter’s 5 forces analysis of the Apple Inc.:
Competitive rivalry: Strong Force
Companies such as Samsung compete furiously with Apple. Excessive enthusiasm, as seen by fast development, forceful promoting, and impersonation, encompasses a critical effect on the competitive environment. Besides, in terms of item differences, existing showcase merchandise are habitually proportionate in terms of assembly characterized points (Buttle, 2008). Numerous prevalent apps are accessible for both Android and iPhone, and iPhone clients may use cloud innovation from a run of associations. This situation makes a critical constrain by making it simple for customers to switch to other sellers or suppliers. Clients, on the other hand, given the little cost premium, may basically switch from Apple to those other competitors.
Bargaining power of buyers: Strong Force
Customers may readily switch brands, making them powerful in pressuring firms such as Apple to ensure consumer satisfaction. However, each buyer's purchase is little in contrast to the company's entire revenues (Hooleyet al., 2019). However, the availability of a detailed step-by-step process for determining the characteristics of competing items allows buyers to transfer from one provider to another. Buyers may utilise this external aspect to put tremendous pressure on Apple and other companies.
Bargaining power of suppliers: Weak Force
Because of the global reach of its distribution network, Apple Inc. has access to a plethora of suppliers all over the world. In this sense, the small to enormously large amount of components, such as electronics, leaves individual suppliers helpless to force their expectations on corporations such as Apple (Kotler et al., 2020). Furthermore, the firm's specialisation to supplier density diminishes the influence and power of suppliers within the sector. This external feature denotes the existence of a few large firms, such as Apple and Samsung, as opposed to a larger number of midsized suppliers.
Threat of substitutes: Weak Force
A few Apple item substitutions are simple to urge by. Individuals may, for case, shoot images utilizing film cameras instead of iPhones and plan arrangements with corded phones instead of iPhones. These options, be that as it may perform ineffectively due to their confined highlights. Since of their ease and inventive highlights, numerous buyers favour Apple merchandise (Ho, 2020). As a result of this circumstance, uprooting incorporates a small influence on the company's operations. Moreover, buyers have a moo proclivity to supplant. Clients, for case, might select to utilize handsets rather than acquiring and working a computerized camera, portable phone, and other gadgets.
Threats of new entrants: Moderate Force
Setting up a business for competing with companies like Apple Inc. necessitates a large amount of cash. Furthermore, developing a strong branding to compete with major corporations such as Apple is incredibly expensive. External variables make new newcomers vulnerable (Sood, 2017 ). Nonetheless, there are huge corporations with the financial resources to enter the industry. Samsung was once a newcomer as well. It demonstrates that there have been major firms with the capacity to actually compete with Apple Inc. As a result, the overall danger of new entrants is minimal.
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SWOT Analysis is a strategic thinking and strategy formulation approach that is used to assist a person or organisation in identifying strengths, weakness, chances, and threats in commercial competitiveness or schematic design (Samanta, 2014 ). It's also known as scenario evaluation or future strategies. Following is the diagram that shows the SWOT Analysis:
[image: ]
Title: SWOT Analysis model
Source: (Drummond, 2008)
Following is the SWOT Analysis of the Apple Inc.:
Strength
Apple is one of the most trusted firms when it comes to cutting-edge technology and smart technical items. It does have millions of loyal customers who are gradually growing in number (Drummond, 2008). It's no surprise that Apple is a popular brand in the workplace. Apple appears to have a specialised business website that offers high-quality technical solutions to meet the needs of every firm. Apple invests time and resources on the design of its products. To better comprehend the consumer's expectations and desires, a detailed inquiry is undertaken, followed by more research.
Weakness
Indeed, with constrained promoting costs, Apple has set its position through developing committed clients (Khanlari, 2015). Apple's showcasing approach is intensely cantered on its well-known and obvious retail shops. Apple's items may be considered extravagance things due to their tall costs. The costs are implied to offer to centre and upper-income shoppers. Apple items are fair out of reach for the larger part of the worlds destitute.
Opportunities
Apple's researchers, engineers, and product experts are a group of highly skilled individuals with years of expertise in market brand positioning. Apple's staff expansion allows them to consistently create new possibilities (Sheehan, 2011). Apple has dominated the innovation ecosystem for many years. Companies offer high-quality, cutting-edge system which provides a leap in consumer experience.
Threat
Apple has been exposed to third-party countries illegally utilising the brand image to sell counterfeit goods. Unauthorized sellers sell Apple counterfeit merchandise at the same price as real Apple gadgets (Khanlari, 2015). Counterfeit products may mislead potential purchasers into believing they are acquiring a low-cost Apple product. Breaking news may result in unfavourable appraisals and poor publicity for the company. Other businesses are now gaining significant market share in the smartphone industry. 
According to (CIPD, 2021) there are several benefits and drawbacks of applying the SWOT analysis method. 
Among the benefits are:
· It's a clear four-box structure. 
· It helps in perceiving the organization's qualities and limitations. 
· It advances the development of vital thinking. 
· It empowers senior directors to concentrate on their qualities whereas making modern opportunities. 
· It can offer assistance a company anticipate potential trade dangers and take steps to maintain a strategic distance from or relieve their impact. 
· It can offer assistance a company distinguish and capitalise on commerce possibilities. 
· It is adaptable.
Among the disadvantages are:
· Some SWOT analysis users oversimplify the quantity of data utilised for decision making - it's all too easy to use insufficient data.
· The risk of collecting too much data is that it may lead to 'paralysis by analysis.'
· The data used could be based on assumptions that later turn out to be false.
· Access to high-quality internal data sources can be time-consuming and politically challenging (especially in larger organisations – parent company, for example).
· It lacks detailed organisation, which means that crucial aspects may be overlooked.
· Because of the rapid pace of change, it is becoming increasingly difficult to predict future changes that may influence an organisation.
· The process must be conducted on a regular basis for it to be effective.
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Businesses may utilize the STP framework to distinguish one most important client bunches and create products and showcasing messages that target particular buyers (Wang and He, 2014). This empowers companies to plan locks in, custom-made promoting endeavours that changed over a tall rate of guests to buyers. It contains of 3 steps, and they are:
· Segmentation
· Targeting
· Positioning
The following diagram shows the STP Analysis:
[image: ]
Title: STP Analysis
Source: (Khanlari, 2015)
Following is the STP Analysis of the Apple Inc.:
Segmentation
Segmentation is the process of splitting people into homogeneous based on criteria (Khanlari, 2015). Being used for promotional strategies, market segmentation must be quantifiable, accessible, enduring, and actionable. Consumer markets and corporate markets are the two main types of markets. An ineffective segmentation approach might result in lost sales and profit potential (Sun, 2009).
The point of a market segmentation study is to distinguish the customer sections that will give noteworthy, quantifiable, and open sections that are essential for carrying out suitable showcasing blends. The bases for sectioning buyer markets are as takes after:
Geographic Segmentation
The endeavour can decide to do commerce in one or more geographic locales or to function inside all the districts, but much consideration must be paid to the contrasts of needs and inclinations among districts. Geographic segmentation involves part the complete showcase into topographical locale units such as countries, states, locales, districts, towns, or roads. Numerous businesses presently tailor their merchandise, publicizing, and showcasing to the requests of certain zones, towns, and indeed neighbourhoods. It is basic for marketers not to depend fair on geographic area as a division approach since qualifications exist among clients who live within the same geographic place. Apple stores may be found in intensely populated cities all around the world. With an online nearness or official websites in 88 countries.
Demographic Segmentation 
In demographic segmentation, the market is divided into separate divisions based on age, gender, family life cycle, income, occupation, education, religion, race, generation gap, and nationality. Demographic factors are the most commonly used assumption for determining consumer groups. Partly because demographic traits are highly linked to interests, preferences, and usage rates, and partly because demographic data are easier to measure than other types of variables. Even if the target is defined by non-demographic criteria (such as personality type), demographic components must be considered in order to assess the size of target markets and efficiently reach target markets. Many recent studies have sought to categorise markets based on the generation gap. (Sunday, 2009).
 Apple Inc. frequently uses demographic segmentation; it targets both males and females, ages 12-and-up, people with moderate and high incomes, and, most significantly, those who want a trendy and enjoyable life cycle. Furthermore, the bulk of Apple stores in the United States are concentrated in New York and California, implying that Apple caters to the rich and affluent lifestyle sectors (Apple, 2020).
Targeting
This process comprises determining which components are most enticing to the organisation. Apple Inc. provides products to certain groups based on segmentation. The multinational technology business positions itself as a luxury brand, negotiating a contract with advanced features and functionality at a significant premium (Wang and He, 2014). Apple's target clientele comprises of devoted customers willing to pay a premium for products and systems with superior design, functionality, and capability. Apple's target consumer group has a consistent set of characteristics, including a preference for the aesthetic, workmanship, and efficacy of technological items and services that are more expensive (DARBINYAN, 2021).
In today's corporate climate, one of the most significant marketing strategies is differentiation. With so many brands, so many product types, and so much promotional noise, it becomes extremely difficult, but ultimately crucial, to separate the company’s brand from the competitors. As a result, all of the top corporations adopt the Differentiation approach for their products. 
Inventing or innovating is the most effective technique to develop a differentiation strategy. Apple Inc became the market leader due to their unique goods by developing and inventing. Inventions are, of course, complex and need ongoing R&D expense. However, innovations are more practical and are employed as a Differentiation strategy by technical firms like as Apple (Bhasin, 2020).
Positioning
Apple targeted its client segment by tailoring its products, services, and overall company strategy to appeal to the section's consumers as much as feasible. Apple mostly used mono-segment messaging to respond to the needs and desires of a particular user segment (Temporal 2010). Apple Inc., on the other hand, has steadily expanded its product options, shifting from a single - modal to a cross stance. Cross positioning, as the name implies, aims to target multiple customer segments with diverse good or service bundles at the same time.
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The word "marketing mix" refers to a commercial foundation model that has traditionally revolved about product, pricing, place, and promotions (Sood, 2017 ). The marketing mix has indeed been described as the collection of marketing techniques used by the company to achieve its product to the target audience. Following the 4Ps of the marketing mix:
· Product
· Place
· Price
· Promotion
The diagram of 4Ps of the marketing mix that is shown below:

                                      Title: 4P’s of the marketing mix
Source: (Sood, 2017 )
Following is the marketing mix of the Apple Inc.:
Product
From the beginning of Apple Inc., the creator, Steve Jobs, has constantly attempted to develop and deliver new variety of unique advantages and benefits to its products. Job's ideas and efforts were constantly directed towards finding solutions to issues with electronics such as computers, telephones, wearables, and software (Sood, 2017 ). Apple offers a diverse array of technology items. 
Branding is an essential component of success for many businesses. A brand is a complicated system with several moving elements. Every touchpoint should be carefully selected to reflect the ideals of the firm. Of course, a strong design system will not make a bad firm successful, but neither will a good company with poor design (NIMMI, 2011).
Apple embraces an emotional branding procedure. The Apple brand identity is around way of life, creative energy, recovered freedom, advancement, enthusiasm, trusts, objectives, and yearnings, and giving individuals control through innovation. Apple's brand character is additionally around effortlessness and evacuating complication from people's lives, people-driven item plan, and being a humanistic association with a profound association with its consumers. The Apple brand isn't just recognizable to its customers; it is additionally well-liked, and there's a honest to goodness feeling of community among clients of its fundamental item lines. Apple's brand value and client establishment are outstandingly solid (NIMMI, 2011).
Following are the products of the Apple Inc.: 
· Apple Watch
· IPhone
· IMac
· MacBook
· IPod
· MacOS
Place
Despite the reality that Apple contributes a lot of work into their physical areas, circuitous dissemination channels represent a critical extent of their deals and profit. In 2018, Apple claimed that coordinate channels accounted for 29% of net deals, whereas circuitous channels accounted for 71%. Apple is able to form enormous wholes of income through coordinate and circuitous distribution channels all around the world. Apple's coordinate distribution channel comprises of both physical areas and an internet store. Apple has 510 shops over the world, but it moreover conveys its merchandise through third-party sellers and carriers. All of their areas all through the world highlight the same clean white fashion and a tall employee-to-customer proportion. They too regularly open their businesses in overwhelming activity regions in arrange to pick up as much exposure as conceivable. Apple's company workplaces in California comprise of six structures traversing 860,000 square feet (Parisa, 2021).
Price
Apple uses a predominant pricing approach to cost its items. It isn't in competition with the adversaries. Or maybe, Apple charges far away more than its competitors. This implies that Apple products are available to people of higher financial status. In this approach, it builds an unmistakable picture of the trade and produces intrigued (Khanlari, 2015).
Apple utilizes a retail strategy known as least promoted pricing, or MAP. This strategy debilitates shops from offering Apple items at costs lower than the MAP. Apple can support product offer by ensuring that the cost of Apple products never falls underneath a certain level. This permits Apple to keep its distribution routes clear while keeping up its profit. All of this contributes to the continuation of Steve Jobs' unique approach, which was to supply quality merchandise at premium pricing (Apple, 2020).
Promotion
Apple is one of the most exquisite advertisers, as seen by any of its print advertisements in newspapers. Customers frequently find Apple advertisements to be straightforward and concise in their content. Their background will be white, with a burst of colour on the print ad presenting or identifying the product. That is one of the brand's primary assets. Apple has so many differentiators that it can run a flood of advertising all aimed at distinguishing the things it offers. Not only do print commercials achieve this, but so do video ads. They inform customers one point that emphasises the product's benefits. Apple promotes its products through online media outlets as well as its corporate websites, magazine articles, and tabloids. It also leverages its time of sale to market and educate clients about its services (Hooley et al., 2019). Apple somehow doesn't spend as much money on advertisement as other corporations. Their items have been creating qualitative experience, one that has served as a promotional power. 
When a new product is released, Apple's advertising and marketing are multiplied tenfold. The excitement has become so intense that customers are unable to ignore it. This enthusiasm will persist until the product is a success. Because Apple has fewer goods, it is understandable that it wants each of them to be a success.
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When a trade has the potential to extend its market share, it utilizes a market penetration strategy. Apple Inc. contains a Market Development plan in place to discover unused markets and distribution channels for its merchandise (Rahman, 2021).
Pioneers at Apple Inc. may use the Ansoff Matrix to better understand the market entrance, market development, product advancement, and product diversification strategies that Apple Inc. can apply to set up more maintainable benefits. Product development entails Apple Inc. to either including extra highlights to an existing product or creating unused products for an existing market. Market penetration may be done through growing sales touch points, reaching straightforwardly to clients, improving merchant networks, boosting client lifetime value, and expanding bushel share of add up to client spending, among other things (Khanlari, 2015). This might involve entering modern abroad markets, setting up unused local markets, or collaborating with complementary firms to advance deals of display items. Clients and markets for the product stay significantly the same, although the enterprise proceeds to make upgraded forms of the items to target the current market.
[bookmark: _Toc92669769]Conclusion
According to the aforementioned research, Apple Inc. has several strengths along with limitations that would provide it just a strategic advantage over its vulnerabilities, attributable to its brand and consumer loyalty. Furthermore, the analysis found that it would be helpful for the organisation to solve the aforementioned flaws by applying effective management systems and reducing possible hazards that this could encounter along the way. Apple indicates that the iPhone's reliability and uniqueness are major qualities. Finally, the analysis found that the intermediaries in the nations are restricted, and the pricing is expensive, and there might be a solution.
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