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Introduction
For the purposes of this assessment, Apple Inc. will be referred to as Apple. It was founded by Steve Jobs and Steve Wozniak in 1976 as a technological company (Rawlinson, 2017). Apple designs, manufactures and sell consumer electronic products such as phones, laptops, music players as well their accessories (Apple 2017a; Wang et al., 2009). It sells its products worldwide directly through over 250 Apple Stores and provides support through its website (Apple, 2008). The company also sells content via its online store known as iTunes Store which includes videos, audio books, television shows and films (Wang et al., 2009). Apple enjoys the highest brand loyalty than any other manufacturer in its sector (Power, 2009) and in 2008 Fortune magazine named it the “most admired company” in the United States (Fortune, 2008). According to Wang et al. (2009), Apples existing products includes the Macintosh (desk top computers), MacBook (notebooks), iPod (portable music player), iPhone (mobile phone) and iTunes (a media player application).
In November 2017, a Bloomberg report by Web (2017) revealed that Apple had achieved a market capitalisation of $900 billion, the first US company to achieve this. According to Johnson et. al (2012), in 1984 a power struggle led to the departure of Steve Jobs and other executives. By the mid 1990’s it found itself struggling and making losses (Doughtery, 2011 cited in Johnson et al, 2012). The company rebounded to record an outstanding performance, selling more music than Wal Mart in 2008 who was the leading music provider (Johnson et al., 2012). The rise and fall and rise of apple is multifaced and multidimensional. Whilst this is not the subject of this assessment there are relevant lessons to be learnt and the important role marketing plays in either making or breaking an organisation. Surely, marketing has played an important role in the Apple’s meteoric rise to global market dominance. A critical evaluation and explanation of the role and activities of Apple’s marketing department will be the main point of focus for this assessment. Pertinent issues such as how the organisation uses marketing mix, Segmentation, Targeting and Positioning (STP) and the buying behaviour of customers and how it uses it in its marketing effort will be discussed and analysed. Also, the issue of the presence or absence of Corporate Social Responsibility (CSR) as a marketing tool in the organisation and how it is used to achieve its organisational goals will be discussed. 
1. Marketing Function

Marketing plays a significant role in any organisation, but this is often misunderstood. It has often been confused with advertising which is just one form of marketing communication (B2B-Club, 2018). Hanson (2017) throws more light on the issue stating that the words marketing, and advertisement have been used interchangeably but there is a difference. Marketing is an overarching term that includes advertisement. It is the entire process of determining what is refereed to as the 4 Ps; product, placement, promotion and pricing whereas advertising has only got to do with promotion (Hanson, 2017).
Everyone within the organisation, whether consciously or unconsciously is part of marketing by definition. The Chartered Institute of Marketing (2015) defines marketing as “... The management process responsible for identifying, anticipating and satisfying requirement profitably”.  The interplay between the various departments with regards to marketing can be explained using the organisational structure of Apple.
1.1 Structure of Apple
According to Dudovskir (2018a), the organisational structure of Apple can be described as hierarchical. Apple’s own website has a list the profiles of 17 executives, 3 of whom work directly in marketing namely Senior Vice President Worldwide Marketing, Vice President Communications and Vice President Marketing communications (Apple, 2018). This underscores the importance of marketing to Apple.
Fig 1.1 Organisational Structure of Apple (Dudovskir, 2018).
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All the departments apart from the 3 that were identified to be directly linked with marketing, are all involved in indirect marketing. For example, if the design of the product does not appeal to customers, the company will be viewed as producing products with bad designs and this is will be the market perception. Marketing therefore has to work closely with the other departments to ensure that an overall product positioning
 is achieved. One way Apple achieves its positioning is by clearly defining the activities and role of marketing.
1.2 Activities and role of marketing
To understand the general activities and role of marketing, the American Marketing Associations (AMA) definition provides an insight. It defines marketing as “... a function of the organisation and a set of processes for creating, communication and delivering value to the customer. It also manages customer relationship in a way that benefits both the customer and shareholders” (AMA, 2013). By definition, it implies that marketing is that part of the organisation which aides in creating an idea, service or product and then reaches the consumer through marketing communication (usually advertising) in the hope of delivering value to the customer. This is done in a way that generates income for the organisation via purchase of its products, services or ideas. The activities and role of marketing varies from organisation to organisation and Apple is no different. Jenkins and Mcnelis (2014) elaborate on 9 marketing functions of Apple and they are listed below;
· Marketing Planning: This is the process of understanding and identifying the markets the company is targeting. Apple manufactures with its main target being the upper middle class and consumers who want convenience (Jenkins and Mcnelis, 2014). It carries out the planning process of the marketing strategy.
· Product and Service Management: Apple designs products with high specifications but are still easy to use (Jenkins and Mcnelis, 2014). This aspect of marketing is carried out by Production and is an example of every department being either directly or indirectly involved in marketing. 
· Distribution: As stated previously, Apple has over 250 stores and it sells its products directly through these stores (Apple, 2008) and through large retailers worldwide. It also sells some of its products on its website. Distribution fits into operations.
· Pricing: Apple prices its products to be affordable to middle class and wealthy consumers (Jenkins and Mcnelis, 2014). Pricing fits into finance and accounting.
· Selling: Employees at Apple stores provide prospective buyers with the information the need in order to make a purchase. Selling fits into accounting and finance category (Jenkins and Mcnelis, 2014). This is because some of the sales are through finance and record of sales need to be kept for accounting and purposes.
· Financing: Even though Apple’s main target are wealthy and middle-class consumers, it has ways to appeal to consumers who cannot afford an outright purchase. One of these is through financing. This is simply selling products to consumers and allowing them to pay it over a period of time, usually in instalments.
· Risk Management: This is reducing risks with regards to marketing by providing security for products (Jenkins and Mcnelis, 2014). Apple uses multiple suppliers to reduce risk, for example in the case of industrial actions.
· Marketing-Information Management: This, according to Jenkins and Mcnelis (2014) is “... using gathered information from other marketing activities to improve”. Apple uses the pros and cons of its existing products to design better products or make improvements in the next generation. 
It can be seen form the above that marketing is multifaced and multidimensional. It permeates through the other functions within the organisation resulting in cross-departmental collaborations as can be seen in the case of Apple. The marketing activities described above do not exist in vacuum but are part of Apples wider marketing strategy.
1.3 Marketing Strategy
To understand Apple’s marketing strategy, we need to understand the philosophy of one of the founders, Steve Jobs. Below are three quotes of Jobs retrieved from Studymarketing (2018);
· ‘Being the richest man in the cemetery doesn’t matter to me but rather going to bed at night knowing that we’ve done something wonderful’.

· ‘You’ve got to start with the customer experience and  work your way back, not the other way around’.

When Collins and Porras (1994) wrote their book, Built to Last, they stated that the primary aim of businesses was not to make money but to fulfil the organisation’s core mission. Whilst it may be difficult to argue that Apple’s primary business is not to make money, it cannot be disputed that they have contributed to technical innovation. The personal beliefs of Steve Jobs have been imbibed into Apple’s core purpose and has helped shaped its organisational culture. It is within this environment and principles that has shaped its marketing strategies (Apple, 2017). Apple’s 2017 annual report highlights some of its strategies which are listed below;
· To bring the best user experience to customers through software, hardware and services (Apple, 2017).
· To leverage its own ability to design its software and hardware to provide customers a superior design and ease of use (Apple, 2017).

· To expand applications and digital content through internet services (Apple, 2017).

· To support a community of third party developers (Apple, 2017).

· To invest in research and development (R&D) (Apple, 2017).
· “Marketing and advertising is critical to the sale and innovation of innovative products and technologies” (Apple, 2017).

This strategy is what actually help shape the customers perception of Apple and not just the advertisement on TV. 

1.4 Key Performance Indicators (KPIs)
KPIs are simply an organisation’s way of measuring success. According to a Harvard Business Review article by Kaplan and Norton (1993), Apple uses 5 KPIs. These are customer satisfaction, core competencies, employee commitment and alignment, market share and shareholder value. These concentrate on the measurement categories from the financial perspective, the customer perspective, internal process perspective, innovation and improvement perspective (Kaplan and Norton, 1993). These are not the only performance indicators the organisation uses but are the key ones. 

The use of marketing frameworks provides a useful starting point for a marketing.
2. Marketing Frameworks

According to WFP (2011, p 1), “Marketing analysis frameworks provides the guidelines and tools that help carry out a market analysis and decision making”. Popular examples of marketing models by Chaffy (2018) are the 7Ps of marketing mix, Unique Selling Position, Segmentation, Targeting and Positioning, Boston Consulting Group Matrix, Brand positioning map, PESTLE, Porter’s 5 Forces, Product Life Cycle, Loyalty Ladder and Growth Strategy mix. These provide the guidelines and basis within which an organisation sets out its marketing plan. Each of these frameworks have their advantages and disadvantages and marketing organisations seldom stick to one. Usually, a combination will be used (Kotler, 2000) in what is termed as marketing mix.
2.1 Marketing mix

The marketing mix is defined by Kotler (2000, p.9) as “the set of marketing tools that organisations use to pursue their marketing objectives”. A popular example is the original 4 Ps which are product, price, place and promotion developed by Edmund McCarthy in the 1940s (Needham, 1996). During the time of its development, the service industry was not given much consideration (Booms and Bitner, 1981). As stated previously, Apple sells both products and services and it therefore uses the 7Ps which accounts for both (Dudovskiy, 2018b).
2.2  7Ps

Booms and Bitner (1981) expanded the original 4 Ps by adding 3 extra Ps to account for the service industry. The 3 extra Ps are process, people and physical evidence. These are known as the 7 Ps (Booms and Bitner, 1981). Below is how Apple uses the 7 Ps;
· Product: This refers to what is ultimately being provided to the customer which includes items and services (Farrall and Lindsley, 2008). Apple designs and manufactures devices such as the iPhone and the iPad. It also provides digital content through its iTunes Store, Mac App Store, App Store, iBooks Store, TV App Store and Apple Music (Apple, 2017). Apples product strategy is simplicity of design and convenience in usage (Dudovskiy, 2018b).
· Price: According to Kotler and Armstrong (2011), price refers to the amount of money consumers pay for a product or service. Apple uses three types of pricing strategy which are premium pricing
, price skimming
 and geographical pricing
 (Dudovskiy, 2018b).
· Place: This refers to where and how products are made available to customers (Farrall and Lindsley cited in Frazzer-Morris, 2018). Apple sales its products through the following channels; Apple Stores, Online Store (https://apple.com/), Direct Sales Force, third party cellular network carriers (e.g. AT&T Inc. and Vodafone Group PLC), wholesalers (e.g. Carphone Warehouse and Argos), retailers and value-added resellers (Dudovskiy, 2018b).
· Promotion: Apple uses advertising, personal selling, sales promotion and public relations as part of their promotional mix (Greenspan, 2017). Advertising as a communication channel is used more than the others. Evidence of this is the money allocated to advertising. In the 2009 fiscal year for example it spent US $501 million which was up from 2008 and 2007 (Nudd, 2001). One element of the promotion mix Apple has mastered well is public relations (Greenspan, 2017). It uses interviews, leaks new product features, press releases and carefully choregraphs the lunch of new products to maximise publicity (Greenspan, 2017).
· Process: This refers to how the product is manufactured and delivered (Farrall and Lindsley, 2008). Apple designs and manufacturers its own products but it relies on external suppliers (Apple, 2017a). Most Apple products come with a limited warranty of 90 days after purchase, but an Apple Care Plan can be purchased to extend this warranty (Apple, 2017b). 
· People: This refers to who interacts with the products/service such as employees involved in selling, advertising, public relations and the consumers themselves. Apple’s co-founder was somehow of a ‘cult’ figure and its CEO Tim cook is doing a pretty good job in taking over his role. Apple Gurus are employees that have been specially trained to deal directly with customers in Apple Stores.
· Physical Evidence: This refers to what a business can do to shape how their service or products is perceived by the customer (Fazzer-Morris, 2018). Although this forms part of branding, it refers to the component of it that is visual. It can be anything from a brochure, a uniform or store design (Farrall and Lindsley, 2008). Apple adopts a characteristic minimal design for its stores, with an open plan and wide spaces as can be seen in fig 2.2.
Fig 2.2
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2.3 Segmentation, Targeting and Positioning (STP)
Dudovskiy (2018c) argues that STP represents the core of Apple’s marketing effort. This basically involves dividing the population in groups according certain characteristics (Dudovskiy, 2018c). Apple manages its business primarily on a geographic (using region and density) basis (Apple, 2017). Dudovskiy (2018c) also points out other segmentation types Apple uses include demographic (age, gender, life cycle stage, income, occupation), behavioural (degree of loyalty, benefits sought, personality, user status) and psychographic (Social class and life style).
Apple focusses its marketing on middle and upper-class income people because people in this demographic are willing to pay more for a “a better user experience” (Johnson et al, 2012). Although the above demographic is its primary focus, it has extensive line of entry devices that appeals to all ages especially those who like to have fun with technology (Johnson et al, 2012). 

Dudovskiy (2018c) points out that Apple’s positioning is mono-segment and appeals to one customer segment. It has positioned itself to be a premium brand offering products with technologically advanced functions (Dudovskiy, 2018c). It can be argued that, all of Apple’s marketing function has the end goal of achieving its positioning in the market, which is simply how customers perceive its products and services. 
3. Current and Future Issues
It has not been all rosy for Apple. Although it just became the first US company to achieve a market capitalisation of $1 Trillion (Bary, 2018), there are signs of fledging cracks. Apple positions itself as a company that “offers products and services with advanced functions and capabilities at an additional cost” (Dudovskiy, 2018c, p.1). Lately, this is increasingly coming under attack by some of its competitors. Gurman and King (2018) reported in Bloomberg article published in July, that Apple’s iPhones trailed Samsung and Google devices in internet speeds. For a company that charges more than its competitors by offering superior performance this comes as very bad news and may be a hint of things to come. Faster internet speeds mean a better experience of watching movies, high quality video calls and generally have a better experience of features on the phone enabled by the internet. Samsung has already used this to its advantage by marketing the issue against Apple, highlighting faster internet speeds (Gurman and King, 2018). Also, a Tech crunch article reported that Chinese smart phone manufacture Huawei is now the second biggest smart phone manufacturer in the world, knocking Apple down to third place (Dillet, 2018). It is my opinion that these are just signs of a market dynamic that is fluid enough to change. Apple needs to address these issues if it is to keep its coveted place in the market.
3.1 Cross-departmental collaboration

Marketing on its own, by definition and function, cannot address the above issues raised. Those belong to the technical realms of design and manufacturing. It can however play a role in finding solutions to wider business problems by partnering other departments within Apple such as Design, Manufacturing, Research and Development and importantly, Human Resources (HR). The right talent with the requisite skills need to be hired, and this is done through HR. A collaboration between marketing and HR will ensure much more suitable candidates are recruited who would intend address the technical issues above.
3.2 Corporate Social Responsibility (CSR)
One of Apple’s marketing strategy is position itself as offering products and services which are technically advanced than its competitors. This works to a point. There is increasing evidence that customers, especially millennials, want to buy from businesses they consider to be socially responsible (Europeanceo, 2018). Apple can use CSR to build trust with customers and also provide it with a competitive advantage (University of Edinburgh, 2018). CSR will also promote Apple’s long-term profit (Rao, 2009).
4. Recommendation

Apple operates in a talent led economy and in a highly competitive market. It has relied on simplicity of its design and advanced functionality among other things to achieve its coveted place. But there is a limit to what technical innovation can do in terms of attracting new consumers. CSR presents Apple a good opportunity of attracting new talents, building trust with consumers, promoting long term profit and providing it with competitive advantage. It is recommended that Apple should expand, explore and communicate its CSR policy towards this end.
      5.  Conclusion

Apple as a company has had is ups and downs. From its beginnings as a disruptor to a sluggish performance in the 1990s. It steadily grew into the global giant that we know today as Apple Inc. But as stated earlier on, there are signs of fledging cracks with its competitors slowly eating away at it, despite news of it achieving a $1 Trillion capitalisation. If it wants to maintain its coveted status it needs to appeal to a new demographic and millennials and one way it can achieve this is through CSR.
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� Presenting products in the best light to different target audience 


� Putting the highest price tags on products and services 


� Setting high prices before competitors come out with similar products


� Setting different prices for the same product in different parts of the world
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