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Apple Inc.’s Marketing Plan
Apple Inc. Company is an information technology firm dealing with a wide range of product portfolio. Having been established in the 1970s, Apple Inc. Company has developed from a computer software and hardware company to one of the successful companies in the world through its innovative creation of other technological products and devices. This transition into a wide range of product portfolio has been successful due to various factors, which will be examined in this essay through Porter’s Fiver Forces and SWOT analysis.
Portfolio Review
Apple Inc. Company was established in 1976 as computer software and Hardware Company. Since then, the company has revolutionized and transitioned into the information technology market through the introduction of the various product portfolios. Apple’s product line includes cell phones, computers, tablets, Ipad, iPods, televisions, and wearable devices such as smart watches. As Khan et al. (2015), Apple’s products are sold through the retailing stores in various countries across the world, online sites, and third-party wholesale shops as well as retailers. The company’s mission guides its product portfolio and innovations that help meet the customers’ demands and desires. Apple’s mission is to provide the best innovations and technologies in the world. This has been evident in its wide range of product portfolio.
Porters’ Five Forces
Rivalry among Competitors
The rivalry of the company among its key competing sellers is high as the technology market is dominated by other players. This makes it difficult for Apple to sell its hardware and software products worldwide due to the highly competitive market. According to Khan et al. (2015), Apple has been able to dominate the American market but finds it difficult to penetrate the international market. Apple’s performance seems to be losing in the external market like Europe and Asia. Khan et al. (2015) assert that apple’s Smartphone share declined its market share by 14% in 2015.
Potential Entry of New Competitors
Apple’s threat of entrants of new competitors is significantly low due to the huge capital required to establish a company like Apple. As Khan et al. (2015) further explain, Apple Inc. has widely dominated the information technology market world with the focus on a niche market. This makes it difficult for new entrants to take over the share market of even one portfolio like a Smartphone.
Competitive pressure from Substitute Products
Apple’s substitute product is moderately high. Almost all of Apple’s products have a substitute for its key competitors. For example, the iPod can be easily substituted by Samsung’s MP3 players, iPhone can be substituted by cheaper Samsung’s android smartphones like Samsung Galaxy, note, and other smartphone models like Nokia and Tecno.
Bargaining Power of Suppliers
The bargaining power of suppliers in Apple Inc. is moderately low due to the company’s unique capability to manufacture innovative technology devices. The company purchases a large number of supplies from other suppliers to enable them, manufacturer, these products; it gives its suppliers higher buying power (Khan et al., 2015).
Bargaining Power of Customers
Apple’s innovation gives it’s a greater bargaining power over its customers. Even though the bargaining power of customers is significantly low, the company can retain its customers through investment in innovations and high-quality products.
SWOT Analysis
Strengths: Apple’s strength includes innovation, quality products, and ease of use of its products. The company is known for its innovative strategies that give it a competitive advantage over its rivals like Samsung and Microsoft. That is why Apple has continued to dominate the American market share and closely competing for the external market with its rivals. Also, the company has been able to retain its customers despite high priced products due to focus on quality.
Weaknesses: Apple’s weaknesses include product prices and brand reputation in the international market. The prices of Apple products are extensively higher than those of its immediate competitors. This has given its rivals a lead in the other markets apart from the American market. Also, brand reputation has been negatively affected by poor and unsafe working conditions in some of its manufacturing firms in Asia, especially in China.
Opportunities: The increasing demand and economies of scale are among the key opportunities of Apple Inc. Company. Even though its products are highly-priced, the increasing demand for smart phones and personal computers worldwide over the last years is creating a market opportunity for Apple because its competitors alone cannot meet the demand of the market (Hitt, 2012). 
Threats: Pricing pressure and increased competition are some of the key threats that Apple Inc. Company faces. Even though the electronic business is lucrative due to the increasing demand for electronic products, many companies are emerging and taking lead in different markets. Samsung is the closest competitor to Apple because it deals with almost all the product portfolio Apple manufacturers. With this competition, Apple may be forced to cut down its product prices to ensure that it meets the target market in the international market environment. Apple can invest in other product lines that can enable it perform in other markets outside the American market. One such product includes a solid-state drive (SSD) storage device. This product can help Apple Inc. take over other markets, especially in the emerging markets in Asia and Africa. 
Target Market 


Targeting can always be explained as a strategy in which a company decides the customer they want to go after and also offer them profitable products. For Apple company, they have been focused on individuals aged between 22 and 55 years. Since Apple is aan highly affluent brand, the company is focused on offering products to the high income individuals in the society. The process of market segmentation can always be described as a process in which the company divides its broad customers and also their business market with an existing customer group in terms of their segments. These can be achieved through dividing the customers in terms of their psychographic traits, geography and also demographics. In terms of behavior Apple has always segmented the market in terms of the highly loyal customers. These are individuals who are likely to change their brand (McDonald & Keegan, 2001). 
Marketing Strategy 

Several forms of marketing strategies have been used by the Apple’s management. These include social media marketing, viral marketing and also direct marketing. The use of these three marketing approaches helps to ensure that Apple has marketed its product to the customers without any hindrances. The company has focused on delivering its products to its customers and also rivals without any challenges. This ensures that the company has directly marketed its products and also improves the sale of its products to the customers.  These marketing strategies will achieve improved performance over time due to his ability to communicate the developments of his company through social media. The CEO always updates his customers on the developments of the current products in the marketplace, which is a huge step towards increased achievement. The leadership and top management of the company needs to communicate the new market developments and provide more platforms in which the customers can engage with the company. This is due to fact that Apple produces innovative products but does not efficiently communicate with the market (Kapferer & Bastien, 2012). 
Positioning strategy 


Apple has positioned itself into three main areas. These include creativity, humanity and also simplicity. Its brand identity has always created a unique identity for Apple that it has been adopting and using for many years. Apple has its own unique employees, culture, tagline and also imagery. All these factors help the company to place its unique position and also to the minds of its customers with an aim of ensuring that it has outlined itself as a unique company. In addition, Apple has also been in the frontline of promoting itself as a unique company that is innovative and also has improved designs and technology. The company has positioned itself as a unique company especially in selling unique products (Kapferer & Bastien, 2012). 
Product Strategy 


The main strategy used by Apple in the marketing of its products is commonly known as the market leader strategy. This unique strategy is aimed at ensuring that Apple has marketed its products to its customers. The achievement of this strategy is based on the idea of collaborative effort that maximizes the efforts and the benefits that Apple gains after marketing its products to different areas.  Apple usually develops new products and brings them to the consumers for marketing purposes and also ensures that it has marketed them for many years over time (Kapferer & Bastien, 2012). 
Pricing Strategy 


A focus on premium pricing is the best strategy that has been identified by Apple for many years. This strategy has been helpful in guiding its customers in recognizing the sensitivity of its products and also ensuring that customers are satisfied with their products.  In addition, the company has become price sensitive and this has been helpful in helping the retailers in marketing its products (Khan, Alam & Alam, 2015).  Skimming pricing is the best approach used by Apple because it helps in ensuring the customers have achieved the best products for the market. On its high end products such as the Smart Phones, the company has always used value based pricing strategy due to its ability to bring in more revenue for the company. This has always helped the company to achieve profitability through unique delivery of its products (Carson, 2017). 
Distribution Strategy 


Apple uses one size fits all distribution approach as a strategy for its products. This approach helps to ensure that it has distributed its products to different customers in different localities. Direct selling and also dual distribution are the main strategies that are used in the marketing and also distribution of Apple products. This helps to ensure all products sold by the company are highly helpful to the customers and that they can be successful in developing customer needs (Strauss, 2008).  
Marketing communication strategy 

Apple’s communication strategy is based on the need to demonstrate the value its products offers on the consumers. The company markets its products as relatively simple to use and ones that create value to their own customers. The company is aimed at creating improved engagements to its customers hence ensuring continuous customer relationships. The communication strategy is aimed at demonstrating the highly innovative products to the customers with a focus of demonstrating that Apple creates value to its customers. This helps to engage the customers by demonstrating that their products are highly unique (Ahlstrom & Bruton, 2010). 
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