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Executive Summary
This individual report would focus on developing a critical analysis of marketing fundamentals and evaluating the impact of the covid-19 pandemic on the business operations of Apple Inc. This particular report would focus on evaluating the stages and process of marketing including understanding the role of the marketing environment and other situations analysis using suitable models and theories. The internal and external analysis of the chosen organisation would be conducted with the constellation of the impact of a pandemic on the business profitability and growth. Furthermore, it would determine the targeting segmentation and positioning of Apple with proper evaluation of the marketing mix of the company.
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[bookmark: _Toc108291263]Introduction
The sudden pandemic hit of covid-19 has impacted the business functioning of global companies. Navigating a wide range of issues, companies faced challenges due to employee and customer safety, complicated government programs, reorienting operations and challenges of cash and liquidity. Evaluating the impact of the marketing environment on business companies are focusing on the conduction of external and internal business analysis to focus on the principles of Marketing fundamentals. Marketing fundamentals, therefore, refer to the application of strategies that help companies in enhancing the consumer base. With the help of marketing strategies, companies are able to improve marketing practices that benefit the growth and development of business attributes. Further, overcoming the challenges of covid-19, marketing fundamentals are determining strategic plans to help in the growth and development of business. This assignment will conduct a SWOT and PESTEL analysis of Apple, determining the impact of internal and external factors on business. Further understanding of the stages of marketing the strategy of segmentation targeting and positioning of Apple has been determined. In addition to that, a marketing mix has been conducted discussing the 4 p's of Apple. 
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Figure 1: Logo of Apple
(Source: Ratto et al., 2018)
[bookmark: _Toc108291264]Evaluating the process and stages of marketing
Evaluating the marketing process Apple Inc focuses on creating high customer value and enhancing strong relationships with individual customers to enhance the brand image in the market. The five stages of marketing planning have been identified through which value can be created for the customers (Picasso et al., 2019). The marketers of Apple can capture the value from the customers in return.
Step 1: Understanding the Marketplace and Customers' Needs and Demands
Apple Inc should focus on understanding the needs of the customers to build satisfying market offerings and enhance the value of customer relationships with the brand. It will help in enhancing customer satisfaction and increase long-term loyalty among them.
Step 2: Designing A Customer-Driven Marketing Strategy
Reflecting on designing a marketing strategy, which is customer-given, focuses on the various factors including selective potential customers to serve products and services. It will focus on enhancing the best way to create value prepositions (Razak et al., 2020). The marketers of Apple Inc needed to focus on deciding the customers to whom the company will serve and dividing them into different segments to modify the target market.
The marketing strategies would be developed in the respect of delivery in value to the customers, which will improve customer satisfaction and build interest for the long term.
Step 3: Constructing an integrated marketing plan
The marketing strategy of Apple Inc will focus on outlining the needs of the customers, which will create value for them. The marketer will focus on enhancing the development of an integrated marketing plan, which will intend high value to the targeted customers.
Step 4: Building a Profitable Relationship
Apple should focus on the practices of customer relationship management to maintain a long-term relationship with the individual customers that are profitable to deliver high value and satisfaction to the customers (Ratto et al., 2018). The customer relationship management practices at Apple focus on producing high customer equity including generating lifetime value for the customers.
Step 5: Capturing Value From Customers
Customer relationship management aimed about producing high equity for the customers combined with the lifestyle value of the company among the potential and current customers. The more profitable customers of the company will focus on generating a loyal customer base that will come from the higher equity. The equity of the customer can be enhanced with the measure of their performance in the market or the current sales of Apple Inc.
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Figure 2: The process and stages of marketing
(Source: Dolata, 2018)
The last and major step of the marketing process at Apple reflected on arranging the sources that are important to carry out the marketing plan including controlling the actions and generating positive results (Dolata, 2018). The implementation of the marketing plan reflected building high value for Apple Inc with their best practices and strategic implementation. The company would be responsible for carrying out the market research, product development, advertisement and improvement of customer service.
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The COVID-19 outbreak was suddenly declared by the government, which resulted in the shutdown of the business operations including the corporate stores and officers of Apple in different locations. After a few months, the stores started reopening with maintaining social distance and few numbers of employees and limited visitors (Lau et al., 2020). The marketers of the companies, therefore, reflected on regaining their market profit by developing effective marketing environments and strategies. Apple reflected on identifying and understanding the improvement of the marketing environment with the purpose of regaining its potential customers.
With the use of situation analysis models like Porter's Generic matrix and Ansoff Matrix, the senior managers of the companies reflected on generating various strategies. The marketing environment reflects the arrivals and forces of the inner and outer environment of the organisation that impacts the marketing management abilities of the brand (Svensson-Hoglund et al., 2021). By understanding, the marketing environment Apple would be able to better manage the relationship with their customers and improve their business practices.
Ansoff's matrix
The marketers of Apple Inc adopted Ansoff's matrix model based on the different new products launched by Apple in the post-pandemic period.
Market penetration: The features of the product specifications of the new iPhone 13, directly attracted the target customise improving the market share of the company. Evaluating the past approaches Apple Inc focuses on designing effective marketing practices to grab the attention of new customers.
Market development: With the help of adopting social media marketing strategies and advertising the brand with effective market strategies would be able to increase the market development effectiveness (Xing et al., 2018). The brand Apple focused on marketing its products on the social media platforms like Facebook, Twitter, LinkedIn, YouTube, Instagram, Pinterest etc.
Product development: Reflecting on the product development the company Apple focused on improving the features and qualities of the iPhone 13 comparing its performance with the iPhone 12.
Diversification: Reflecting on the product diversification strategy, Apple focused on attracting worldwide customers with its excellent offerings. The company has considered various diversification strategies including implementing external and internal environment analyses of the brand.
Porter's Generic matrix
Apple Inc reflected on Differentiation Leadership strategies through which the company differentiate their product offerings and uniqueness from the other competitors. The competitors of Apple Inc are Samsung, Huawei, Redmi, Panasonic, LG, Motorola, Blackberry Limited, Plam, Sony etc (Olorunnimbe and Viktor, 2022). The differentiation strategies helped the brand to attract more customers. Proper market research and Competitor analysis have benefited the brand to strengthen the strategic management of Apple Inc to introduce the iPhone 13 in the market.
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Figure 3: Porter's Generic matrix
(Source: Olorunnimbe and Viktor, 2022)
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The pandemic outbreak of covid-19 has impacted the business functions of global companies. Impacting on operation attributes the companies faced challenges due to employee and customer safety (Bhardwaj and Ansari, 2019). Conducting an internal and external analysis of Apple will help in determining the impact of the pandemic as well as the solutions that should be undertaken to overcome those. 
Internal analysis (SWOT)
A SWOT analysis helps in determining the strengths and weaknesses of a business that benefits companies in access to future opportunities to negate threats. Although the pandemic hit of covid-19 has impacted the business functioning of Apple, the SWOT analysis will help the brand in overcoming the challenges to access opportunities in retaining viability for the long term. The SWOT analysis of Apple includes-
	Strengths
	Weaknesses 

	· Strong brand reputation
· Advanced technology
· Proficient research and development
	· High price product
· Limited advertisement and promotion
· Unfair business practice

	Opportunities 
	Threats

	· Consistency in customer growth
· Strong distribution network
· Utilising Artificial Intelligence (AI)
	· Impact of covid-19 pandemic
· Competitive landscape
· Complex regulations 


Table 1: SWOT analysis of Apple

Strengths
Strong brand reputation
One of the major strengths of Apple is its brand value. With a value of $408, Apple is ranked first followed by Amazon and Microsoft. The reliable company Apple has been able to retain a loyal customer base (Nadkarni and Neves, 2018). The brand is also developing ideas to focus on technological attributes enhancing growth and business success. 
Advanced technology
With advanced technology, Apple is introducing an innovative product line that is helping the brand craft new business ideas. The pandemic outbreak of covid-19 is also helping Apple to strengthen business functions in advance in technology attributes. 
Proficient research and development
The research and development team of Apple is proficient as the members carefully study customer needs to evaluate the recent market trends (Hao et al., 2021).  Investing money for future growth in gaining competitive advantages, Apple has focused on sustainable approaches to generate a positive impact on the environment. 
Weaknesses
High price product
The high price of the product is considered a luxury for people. Due to the pandemic outbreak of coronavirus people have lost jobs (Achrol and Kotler, 2022). The high pricing strategy of Apple products has impacted the business functions lowering sales and profit margin. 
Limited advertisement and promotion
Although technology advancement is helping Apple to enhance business functions, the limited advertisement and promotional measures are impacting the overall business functions. Due to a lack of advertisement and promotional strategy the company is facing challenges due to store closure in lockdown.  
Unfair business practice
Often news regarding discrimination and unfair business practices in Apple is observed. Due to unfair business practices, the company is facing challenges as it is unable to provide employment scopes to customers 
Opportunities
Consistency in customer growth
The changing demand of customers is playing an important role in determining the continuous growth of the business. Providing top quality and cutting-edge products, Apple is working with a product specialist team of developers, researchers and qualified professionals (Bahador, 2019). This is helping the brand to overcome the uncertain situation of the covid-19 pandemic and building new business opportunities. 
Strong distribution network
In future, Apple will be able to access future opportunities to enhance distribution channels. Generating high revenue, the distribution channel will focus on the development of marketing and promotional attributes. Therefore overcoming the pandemic outbreak of covid-19, a strong distribution channel will help in enhancing business growth and functions. 
Utilising Artificial Intelligence (AI)
Increasing profitable margin, Apple is aiming to utilise AI technologies in business to hold a strong position in the market. By identifying the importance of AI, Apple will be able to focus on the extension of its AI portfolio (Ganeshwari, 2021). This will help the brand in overcoming the challenges of covid-19 and strengthen the network. 
Threats
Impact of covid-19 pandemic
Currently, Apple is highly dependent on the supply chain consistency of the Chinese Market. However, the impact of the covid-19 pandemic has disrupted business operations in China (Shan and Troshani, 2020). A similar outbreak of pandemic attack can impact the overall business functions generating less profit revenue. 
Competitive landscape
Apple faces competition from different companies like Samsung, Dell, Nokia, Google etc. Due to high competition in the market in the future, it is important for the company to revise its pricing policy to sustain business functioning for the long term. 
Complex regulations
Considering the complex regulations of the countries in the future Apple can face challenges while expanding the business in rural and remote areas. Due to complex regulations, the company can also face challenges of market penetration, especially in the Chinese market. 
External analysis (PESTLE)
PESTEL analysis overviews the impact of the external factors on business. The high influence of external factors can degrade business functions impacting the overall profitability measures (Laestadius et al., 2019). The impact of external factors on Apple includes-
Political factors
Being an American multinational company Apple generates huge amounts of revenue by expanding its business across different countries. Different taxation laws, political conditions and other political factors play an important role in impacting the business functioning of the company. Apple is highly dependent on low Chinese manufacturing costs (Tien, 2019). This states that the company is highly vulnerable to political instability in the Chinese market. Apart from that, the growing anti-Americanism in China is impacting the business, making Apple reduce its market share. On the other hand, in countries like India England and others, Apple is able to retain a strong business hold. 
Economic factors
Currency fluctuation, inflation rate, interest rate, unemployment, and increased labour cost are a few economic factors that impact the functioning of businesses. Considering the increased labour cost in the Chinese and European markets Apple is facing challenges navigating products in those markets. However, they shrink in the labour cost within India and southeast station markets is helping the brand to enhance business functions. Apart from that, the high inflation rate of the covid-19 pandemic is generating threats for Apple. 
Social factors
Consumer spending on Apple is helping the brand to expand products by launching a new generation of Apple series. However, the unfamiliarity of Apple products in the African market impacts business functions. Considering the strong emotional attachment that Apple has been able to generate with consumers has helped the brand in retaining a solid and potential customer base. 
Technological factors
Technologically Apple is advanced which has helped the brand in attracting and retaining loyal customers. Gaining advantages from computers like Google and Samsung, Apple has been able to launch new smartphones and tablets (Tien et al., 2019). The technology is creating opportunities for Apple to increase the high level of security and safety fulfilling customer needs. 
Environmental factors
One of the biggest challenges that Apple is facing regarding environmental concerns is the disposal of used electronic devices. Since the cost of disposing of lithium batteries is high Apple, is unable to align with the regulations of waste management. However, Apple is focusing on the development of sustainable attributes in business to generate a positive impact on the environment by emitting zero carbon waste by 2030. 
Legal factors
Apple has regulated a financial service through the platform of Apple Pay offering financial service. The platform is helping the brand to attract new customer segments overcoming the strong regulations has helped the brand minimise the risks of piracy and litigation. The legal factors are creating opportunities for the brand to help the company in retaining employee health and safety. Overcoming the pandemic situation of covid-19 Apple has introduced new laws to focus on employee well-being facilitating them with medical benefits. 
	Factors
	Impact

	Political factors
	Threats

	Economic factors 
	Opportunities 

	Social factors
	Threats

	Technological factors
	Opportunities 

	Environmental factors 
	Opportunities 

	Legal factors
	Opportunities 


Table 2: Impact of PESTLE on business

By determining the impact of internal and external factors on business, companies are able to focus on the determination of strategies that help them in overcoming the challenges. The pandemic situation of covid-19 has increased business issues impacting the overall growth and functions of Apple. However, the brand has focused on the determination of Ideas to overcome the challenges to retain attributes of business for the long term. 
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Determining the targeting segmentation and positioning of Apple the core marketing efforts of the company improved its strategies. However, the company focused on continuing its product offering in a unique way to grab the attention of new customers with better offerings (Xu and Keselj, 2019). It will help in minimising the impact of the pandemic and redesigning the initiatives of the company in the following stages,
Segmenting the market
Segmentation of the market is reflected in dividing the population into different groups, characteristics and other features through which Apple can segment their target market with sustainable measurable and actionable ways and purposes. Apple INC can utilise different types of segmentation including Behavioural, Physiographic, Demographic, and Geographic.
Targeting selected segment(s)
Apple Inc targeted customers who have middle and high-income people. They have also targeted the people who have the urge for using unique Technological products, advanced designs and capabilities of modern technology (Shan and Troshani, 2020). Reflecting on the different states of characteristics the company targeted the customers who appreciate the quality performance and design of the technology products and services offered by Apple Inc.
Positioning the offering
Reflecting on the business operations and market trends the company Apple used the type of positioning which is known as mono segment reflecting on the needs and demands of a signal customer segmentation. The multinational technology company Apple is constantly working on increasing its product ranges in order to enhance the position of the company in the market shifting towards multi-segment Positioning.
	Apple Target Segmentation 

	Type of segmentation 
	Segmentation criteria 
	Devices(i-phone, i-pad, Mac, i-pod)
	Services (iCloud, iTunes, Mac Appstore, Apple Pay)
	Operating and System Software (OSX, iWork, iLife)
	Accessories 

	Geographic 
	Density
	Urban
	Urban
	Urban
	Urban

	
	Religion
	International 
	International
	International
	International

	Demographic 
	Age 
	18-55
	18-40
	25-45
	18-50

	
	Gender
	Male, Female and Transgender
	Male, Female and Transgender
	Male, Female and Transgender
	Male, Female and Transgender

	
	Lifecycle 
	From the bachelor stage to the elder generation 
	From the bachelor stage to the elder generation
	From the bachelor stage to the middle-aged generation
	From the bachelor stage to the elder generation

	
	Occupation
	Any profession and students 
	Professionals and students 
	Executive and professional consultant 
	Any profession and students

	
	Income 
	Middle to High
	High
	High
	Middle to High

	Physiographic
	Risk aversion
	Risk avoiding

Risk loving
	Risk neutral

Risk loving
	
Risk loving
	Risk avoiding, 
Risk neutral and
Risk loving

	
	Social class
	Middle and upper class
	Upper class 
	Upper class 
	Middle and upper class

	
	Lifestyle 
	Resigned

Succeeder

Explorer
	Resigned

Aspirer
	Succeeder 

Explorer
	Aspirer 

succeeded

	Behavioural 
	User status 
	Potential user
	Potential user
	Potential user
	Potential user

	
	Benefits
	Self-expression
	Sense of achievement and belonging
	Efficiency
	 Advanced features and capabilities

	
	Loyalty 
	Hardcore
	Switcher
	Switcher 
	Hardcore 

	
	Personality 
	Ambiguous 
	Determined 
	Ambiguous 
	Ambiguous 


Table 1: Apple Target Segmentation
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Marketing mix of the chosen company
Apple is one of the most well-known and popular technological brands operating worldwide that have focused on Technological innovation, maintaining product quality and improving marketing strategies. The company has been involved in designing and developing unique hardware products like iPods, iPhones, Mac and other accessories (Bahador, 2019). Conducting the marketing mix regarding Apple would evaluate the business strategies to promote the brand and focus on enhancing brand image to support and maintain business growth.
· Products of Apple Inc
 Apple is known for introducing unique and innovative products over the last few decades. The products of the company focus on meeting the needs of the Global customers including maintaining the quality of the services. Reflecting on the product line of the company it includes various elements of improving the business offerings. The products of Apple Inc are,
· Mac 
· iPhone 
· iPad  
· Apple tv 
· Apple watch
The services that have been provided by Apple Inc to the customers are,
· Apple Music 
· Apple news 
· Icloud
· Apple books 
· Apple fitness+
· Apple arcade 
· Apple podcasts
The product strategy of Apple reflected product diversification and enhanced uniqueness in the service offering.
· Pricing Strategy of Apple
Apple Inc reflected on building a brand image in the international market with the benefits of a diversified product range with high efficiency and quality. The company reflected on adopting premium pricing policies however the products are quite expensive maintaining a status symbol of the brand (Sedighi et al., 2019). Apple considered that the brand image can be diluted by lowering the price ranges. Maintaining superior quality and high-end technology makes the products Apple costly as well as unique.
· Place strategy
Apple Inc uses both online and offline mods to sell its products.
Apple stores: The customers can purchase the products of Apple from different locations of outlets directly from the brand store.
E-commerce platforms: Apple’s official website or other online portals like Flipkart, and Amazon sells the products of Apple Inc.
Corporate resellers: The brand has already tied up with different types of Corporate resellers due to having a premium and strong image of them. With the huge availability of the product, Apple has targeted a wide number of customers worldwide and created effective brand awareness across the world.
· Promotion Strategy of Apple Inc
Reflecting on the promotional strategy of the brand, Apple Inc focuses on expensive, aggressive, and unique advertising using different channels and mediums like billboards, television and online advertisement. The company to promote their products has used both the non-conventional and conventional techniques (Shah et al., 2019). The products of Apple have been also promoted from their official website or other online platforms like Facebook, Twitter, Pinterest, Instagram, YouTube, Linkedin etc.
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Figure 4: Marketing Mix of Apple Inc
(Source: Bahador, 2019)
[bookmark: _Toc108291269]Conclusion
Evaluating the Covid-19 impact on the business offerings and profitability of Apple Inc the company has started a selected segment of customers including enhancing the promotional activities to regain their market position. Due to the impact of covid-19 on the earnings and income statement of the people worldwide the sales of the company faced a downfall. The different marketing strategies have been analysed with the evaluation of internal and external environments with the help of different analytical tools to restructure the marketing strategies. The internal and external analysis of the chosen organisation would be conducted with the constellation of the impact of the pandemic on the business profitability and growth. Apple would be able to attract more customers with the utilisation of unique marketing strategies that can be developed with the analysis of the marketing mix and other functionalities.
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