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Introduction
The study will analyse the environment marketing of Apple and estimate the impact of the internal as well as the external factors on the overall growth of the organisation. The environment marketing analysis is significant in the present study as it initiates the business organisation to understand the decisions that are adopted and implemented in all circumstances of the business. Apple indulges in proficient research and puts dedication into the designs of the product to be effective in meeting the needs and requirements of the customer. 
Explanation of the environmental marketing analysis
The term marketing environmental analysis can be defined by addressing the strategic analysis tool that is implemented with the primary aim to identify and take an account of the internal and external factors and estimate their effect on the organisation potentialities to work effectively (Steiss, 2019). The analysis further entails examining the level of threat and opportunity that is provided to the organisation and how the organisation can make use of them. Internal environment 
SWOT Analysis 
	Strengths 
	Weaknesses

	· Apple is the most valuable brand and has been ranked as number 1 by Interband for the 8th executive year and at present, the brand value of the organisation is $322 billion (Cowan and Guzman, 2020)
· The organisation is further globally iconic as attracts millions of customers with steady increment by facilitating smart technology devices as well as personalised advanced computers 
· The organisation uses top technology and innovative products like iPhones and iPads
· Apple stands as the most demanded brand in corporate offices and is a brand of choice for most customers (Bialkovaet al., 2020)
· The organisation makes sustainability possible through Liam and is considered as an iPhone recycling robot that works for breaking down and dissecting an iPhone with an aim that most parts of the iPhone can be reused
· The organisation is involved in the expansion of services as it is considered the second biggest contributor to its revenue 
	· The major drawback of Apple is it manufactures products that are high priced and considered a luxury due to the premium prices of the product (Li, 2020) 
· Customers having low-income can’t afford products of Apple 
· The organisations further have limited advertisement and promotions as it heavily relies on the iconic and flagship stores of the organisation
· Apple is now entering into the area of non-competency and essentially facing competition from dominant players such as Disney, Netflix, Paypal etc.
· Apple is incompatible with other software and the customers are left in a position where they have to continue using accessories of Apple
· Apple in recent times have faced allegations of tracking and revealing the precise location of the users (Kuhn et al., 2021)
· Apple has to undergo the process of investigation for indulging in unfair business practices even when they have received their payments to consider Google search engine as the one that will be involved with the job of default search engine for the Safari web browser  

	Opportunities
	Threats

	· Apple has the best chances for consistent growth of customers as the retention rate is 92% and the organisation can rely on the power of the internet for being effective in gaining new customers and indulge in forming new alliances (Skinner, 2018)
· Apple can be effective in building new opportunities by making the best use of qualified professionals who have experience in branding the products of the customer 
· Apple can further make efforts to include expansion of the distribution network by generating higher revenue and sales (Tien, 2019)
· The organisation must implement appropriate strategies for creating sustainable technology and produce eco-friendly products (Apple, 2021)
	· The major threat posed by the organisation is the outbreak of coronavirus as about 14.5 % of its $274 billion in revenue was received from China and the pandemic may continue to disrupt the sales of Apple in the upcoming years (Munson, 2021)
· Apple faces tough competition from Samsung, Dell, Google with the advancement of technology (Apple, 2021)
· The market penetration of other companies has affected Apple to a great extent as Android has effectively captured 72.23% of the market share while Apple has globally only captured 24.55% of the market share (Vasilaki, 2019)
· The government of the U.S has imposed a high rate of tariff on imports from China and this has resulted in increasing the cost of the products and the gross margin is affected significantly 



Table: SWOT Analysis of Apple 
(Source: Created by the author)


External environment 
PESTLE
Apple worldwide is known as the most recognisable and visible organisation that provides electronic products to customers. Apple is noted as the investor favourite as it provides strong growth of revenue and essentially high return on investment. 
Political Factors
Apple is one of the leading brands in America and it has been estimated that the company has accumulated $347 billion in the bank in the year 2015 (Wang and Doan, 2019). As a result, there exists higher corporate taxation in the country and inequality serves as the major political issue. The organisation to dependent to a great extent on the lower manufacturing cost in China and the social and political unrest taking place in China is likely to disrupt the manufacturing cost of the products. Further, the United States has restricted the Chinese imports in the country to engage in activities that enhance American manufacturing. Apple is essentially vulnerable to political unrest in China as it is dependent on the markets of the country and the cost of finding alternatives can be expensive for Apple. The dominant position of Apple in fields like music has the chance of leading to political pressure as well as antitrust concerns that break the organisation to limit the share of the company in the concerned markets (Shapiro, 2019). 
Economic Factors
A strong US dollar provides opportunities to enhance the rates in exchange and this makes it more expensive for the organisation to conduct business operations in key markets such as China and Europe. Further, the increased costs of labour in China addresses circumstances where the cost advantage of the products of Apple is likely to get affected significantly (Hao et al., 2018). The stagnating middle-class income in most of the developing and developed countries including the U.S could be engaged in activities that shrink the potential markets for gaining higher-end goods for the customers such as the products and services that are marketed by Apple. 
Social Factors
The organisation must work for taking efforts to build a strong emotional attachment to the markets and younger people through their products that are most effective in driving sales. There exist a backlash against products that are necessarily stylish and expensive among the buyers in Europe and United States. Apple’s ethical concerns related to the manufacturing process in China can restrict the appeal of the products among socially conscious customers (Javedet al., 2019). The close association of the organisation with China is likely to disappoint some potential customers residing in other parts of different regions such as Europe and North America. The marketing strategy concerning music has created and developed resentment and exposed public criticism from major recording stars that possess the ability to tarnish the image of the brand. 
Technological factors 
Google and Samsung are strong competitors and demonstrate the capabilities to duplicate the products and services of Apple. As a result, the signature services and products of Apple are no longer innovative and creative. The organisation has a limited market for providing new offerings such as Apple Tv and hence the ability to attract new customers is restricted and not up to the expectation. With the increased use of smartphones and tablets, there will be low demand for the products of Apple such as personal computers. The operating system of Apple’s proprietary can result in lowering and limiting the various applications that are provided to smartphone users. The system of Apple is made less secured and protected with the growing abilities of cybercriminals (Stadler, 2020). The competitive advantage of the organisation can face a severe blow with the rising hacking issues and the reputation of the organisation concerning the domains of security and safety will be hampered and destroyed. 
Legal Factors 
The organisation in recent times has entered the high regulated services of the finance department via Apple Pay. This approach can result in enhancing the level of regulation and the oversight of the government that the organisation faces and deals with. The levels of litigation can be increased and improved by effectively offering financial services (Poortet al., 2018). The organisation is highly dependent on products that are essential for covering the laws concerning intellectual property such as music and software for enhancing the income of the organisation. As a result, this leaves Apple being highly vulnerable to both litigation and piracy. According to the latest report, Apple is making strategies to make an appearance in another highly regulated sector such as automobile manufacturing (Yun et al., 2019). By entering the auto business, Apple will be successful in enhancing the regulatory, insurance as well as costs of litigation at Apple. 

Environmental Factors
The greatest environmental issue that is faced by the organisation is the disposal of already used and devices that are closely related to the networking electronic aspects. The organisation suffers added expenses to dispose of devices that comprise lithium batteries.  The pollution as well as other side effects of the environment resulting in China particularly manufacturing facilities is a growing concern (Zambrano et al., 2020). This approach has a high probability of enhanced regulation and high manufacturing costs simultaneously. In contemporary times China is willing to make efforts to cut greenhouse gases and indulge in the most appropriate strategies to limit the use of fossil fuel and be successful in increasing the rates of electricity and manufacturing costs for the organisation in particular. The costs in regulation can cross the limits with the growing concerns in matters such as energy use as well as the possibilities of other effects from data centres. Apple has the disadvantage of being vulnerable to the raising costs of electricity as it is dependent on data centres and other related internet infrastructure (Maguire and Ross Winthereik, 2021). 
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Figure 1: PESTLE analysis
(Source: Perera, 2017)

Porter’s five force model 
Porter’s five force model is used in order to find a company’s or product’s competitiveness in a market. Five different factors maintain the competition between other companies. The factors are bargaining power of buyers, bargaining power of suppliers, threats of new entrants, threats of substitutes and competitive rivalry. 

Bargaining power of buyers
Bargaining power of buyers refers to the demand of customers in order to lower the prices of a company’s products. The bargaining power of the buyers can be distributed into 2 different parts such as individual bargaining power and the collective bargaining power.The Bargaining power of buyers of Apple is low. Apple does not face any threats from individual customers bargaining power as Apple’s [image: ]iPhone has a fixed price range (Bruijl, 2018). However, in a situation where a large number of customers bargain for bringing down prices the company needs to face threats as they could potentially lose their profits. 
Bargaining power of suppliers
Apple have many suppliers to choose from in order to build their iPhones. Companies such as Foxconn, Pegatron, and Intel are some of the suppliers of the company (Bruijl, 2018). Apple faces a very low threat in terms of the bargaining power of their suppliers. 

Threats of new entrants
New companies are growing in to the electronic industries. However, in order to reach the position as Apple new companies needs to have experiences. A new company needs to build a new infrastructure for producing and marketing their products which is quite costly (Bruijl, 2018). As a result,Apple faces a low level of threats fromthreats of new entrants because of her strong brand name and good reputation,high start-up costs,special tax benefits that Apple has, customer loyalty and the strond contract that it has with her suppliers.
Threats of substitutes
Apple’s iPhone provides a unique operating system which is called IOS. No other company uses this system in their smartphones that leads the company to be unique and secured. However, in terms of counterfeits Apple faces the most threat in order to deal with this situation (Tien, 2019). Many 3rds party and un-recognised companies uses their self-made cheap quality products to counterfeit iPhones which rapidly decreases their brand names.  Apple possess low threats of substitutes. 
Competitive rivalry
Many other companies are present in a market for manufacturing smartphones. Companies such as Samsung, Razor, Google, Sony etc. are some of the companies that produces high-end smartphones in a global market (Tien, 2019). In order to compete with such big companies Apple feels a high level of threat from competitive rivalryas their rivals’ companies are based on android operating system which provides more freedom and features to a customer.   
    
Market segmentation, target marketing and positioning
Market segmentation is a process to divide a company's market based on demographic, psychographic, geographic and behavioural factors (Dolnicar et al., 2018). It helps a company to build a strong marketing system based on those factors. Apple builds their iPhone’s marketing strategies based on demographic and behavioural segmentation. It helps Apple to build their marketing plan based on customers' income, age, spending habits, loyalty, purchasing habits etc. 
Target marketing is a process where a company focuses on a part of the market in order to sell their iPhones to their customers. Target marketing influences and acts over a specific type of customer (Ezeh, 2017). A company chooses their target audience according to the iPhone’s values and functions. Apple uses target marketing to make their strategic marketing plans. According to their planning, Apple targets the medium to the high level of income sourced people to sell their iPhones. Target marketing helps them to focus on their customers more. 
Market positioning helps a company to select its approach in a market where other similar products such as smartphones or iPhone are produced by different companies (Dolnicar et al., 2018). The positioning is done according to their products' pricing and quality. It helps Apple to determine their positions in the competitive market. Apple uses high price high-quality for their iPhones and iPhone related products in order to make their strategic marketing plans accordingly (Apple, 2021).    
Marketing mix
The marketing mix is a concept that helps to strategize and implement a marketing plan in a company. Marketing mixes have 4 different factors such as product, price, place and promotion to make marketing strategies for a company.
Product
Product is the face of a company. A product's value to a customer determines the success of a company. Selling products or services are the primary way of income for a company. Apple has introduced their different variety of iPhones including iPhone 6, ihone7, iPhone X, iPhone XR, iPhone XSetc. (Fulgoni, 2018). The company also provides services such as Apple music, ICloud, podcast, Apple pay etc. as their iPhone’s features. It can help their customers to have a variety of products to choose from. With proper market segmentation, the company can sell their products to their targeted customers.  The branding strategy of Apple is focused and based on emotions and it concerns aspects of lifestyle, imagination, regained liberty, passion, innovation, dreams as well as the power-to-the-people by effective use of technology. The Apple Brand personality, Apple Brand Equity and Franchise of customers of Apple, The Apple Customer Experience, Apple Brand Architecture, the iPod Halo Effect are the strategies that are adopted and implemented by the organisation (Apple, 2021).  Apple is a company that use a brand extension strategy.From personal computers into MP3 players.
Price
Pricing determines a product's position in a market. It also helps to focus on their customers. Proper market segmentation helps a company to establish its pricing ranges. Apple uses market segmentation to focus on wealthy people around the world. Due to the segmentation process, Apple uses high pricing for their iPhone and it related products. Apple’s iPhone is considered to be a premium luxury smartphone in the technological products and service market (Razak et al., 2020). Using high pricing helps them to have more profits from their sales. It also creates a brand image of the company as a premium brand. Apple iPhones often utilese a price skimming strategy during the initial launch period.Then after competitors launch rival products i.e,the Samsung Galaxy the price of the product drops so that the product retains a competitive advantage.
Place
Place refers to the geographical marketplace for a company to perform their marketing operations. Finding a proper location can rapidly increase a company’s sales. Market segmentation based on geographic approach helps a company to late their marketplace in order to do business (Fulgoni, 2018). Apple can expanded their business all over the world using this strategy.The apple stores needs to be located in every major city in the country. It helps them to find more potential customers on a global scale. Apple use direct and semi-direct channels distribution.It has 516 stores worldwide and their website where sells directly.Consumers can buy Apple products from third-party sellers and carrier providers such is:BestBuy,Walmart and Target.In 2018,Apple reported that 29persent of their net sales came from direct channels and 71 persent came from indirect channels.
Promotion
Promotion helps a company to build up their brand name and to promote the information about their products. Market segmentation helps the process as it helps to identify their target regions (Fejling et al., 2019). Apple can use television commercials, online commercials, attractive billboards to promote their brand and their products such as iPhones. As a premium brand, Apple should not depend on their promotional activities heavily. Less advertisement suggests its premiumness as a company.
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Figure 2: Marketing mix
(Source: Fulgoni, 2018)
Recommendations for the future
Apple can grow its market share in other parts of the world such as Africa where individuals are not yet aware of the products of Apple. Apple can engage in activities that help in promoting advertisements that create awareness of the products that are offered by the organisation and how they are different from other available products in the market.  
Ansoff matrix
Ansoff matrix refers to the marketing strategy model that works for initiating multinational technology to be successful in determining the market strategy and the product of the organisation (Soltani-FesaghandisandPooya, 2018). Apple can involve in product development to be effective in creating and developing new products to the markets that already exist. The new product and service will help Apple successful fit in the ecosystem and strengthen the brand image. Apple makes investments of USD 18,75 billion in the year 2020 on research and development to be effective in catering for the needs of the customers (Westbrook and Angus, 2021). Apple can further indulge in diversification which allows the company to develop new products in new markets and experiment and explore new opportunities. It is essential for Apple as post-pandemic the company has been received low ranks and stands way below Netflix and Amazon Prime Video. Apple is expected to embrace this strategy when considering the short-to-medium term perspective and take an account of the market saturation. 
Conclusions
The present has effectively analysed the internal as well as the external environment of Apple. The market position of Apple is critically evaluated by examining the impacts of the external aspects and how far it regulates the operations of the organisation. The study ends with providing some suggestions to enhance the growth and expansion of the organisation.
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