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[bookmark: _Toc124195242]INTRODUCTION

The purpose of this study is to examine and assess economic statistics as a reference for Apple organisation policymaking. The selected product this company is the iPhone; the report will apply a variety of economic ideas to managerial decision making within the organisation, as well as demand and supply factors. The paper will also discuss the factors that influence the price elasticity of demand.

[bookmark: _Toc124195243]About Apple

Steve Jobs at age 21 had co-founded Apple with Steve Wozniak in his parents' garage back in 1976. He was worth $200 million by 25,
made the cover of Time magazine at 26 and was thrown out of the company at age 30, in 1985. Smart phones had been around for a while, but the iPhone's 2007 launch gave rise to the present mass market consumer smartphone industry. Prior to that, RIM controlled a much smaller market with its Blackberry corporate communication devices and programming frameworks, which were heavily favoured by both employers and a community of app developers who specialised in creating business-oriented applications. With its associated diversification strategy—which includes selling computers, mobile phones, audio players, televisions, tablets, and laptops—Apple has gained brand awareness and remarkable customer loyalty.
Jobs and Wozniak released the Apple II, an enhanced version of the Apple I, in 1977 at the inaugural West Coast Computer Fair. The creative features of this model made it an instant hit with home users and small enterprises. 1980 saw the arrival of Apple III, designed for larger organisations and corporations, to compete with IBM and Microsoft.
In 1997, Bill Gates, CEO of Microsoft, and Steve Jobs decided to settle a long-running legal dispute over patent infringement by bringing the Microsoft Office suite to Apple computers, making Internet Explorer the default browser on all Apple computers, and having Microsoft invest $150 million in the Apple company (Arthur, 2011). 

[bookmark: _Toc124195244]Demand
The quantity of a product or service that consumers desire is known as demand. The iPhone is a desirable premium item due to its outstanding build quality and wealth of features. It addressed a range of consumer needs, including phone, entertainment, email checking, and internet browsing, and as a result, the iPhone is regarded as a valuable product.
Most often, the appearance of a new technology on the market generates demand. Additionally, the company drives iPhone demand through advertising campaigns that have a significant impact on the market. Apple tends to increase its advertising during the debut of a new product model and when demand has reached maturity. As with any product, the iPhones demand is affected by factors such as its substitutes' impact on demand.
[bookmark: _Toc124195245]Price of substitutes 
The threat of substitutes is minimal in the industry. Not identical products, but similar ones that may fulfil the same requirement as the original product. Apple gets ahead of the competition in this regard by developing items that replace their own before anybody else can. For iPhone substitutes are Samsung Galaxy, Samsung note, Nokia, HTC, Huawei.
Consumers often stick with a single smartphone platform. An iOS app may only be used by iPhone users; it cannot be used by Android, Blackberry, or Windows Phone users. However, developers may have to pay to create their app for each of the many platforms.
However, Apple's OS continues to be a competitive advantage that has no close equivalent. Apple's software store, iTunes, and iClouds represent a further advantage (Huettner, 2002).
When discussing economics, the concept of substitute goods refers to the various classes of products that can be utilised in place of one another. Therefore, an increase in the price of a substitute item will result in an increase in demand for the original commodity, which will lead to an increase in both the price and quantity that characterise the state of equilibrium.
[bookmark: _Toc124195246]Elasticity 
The degree to which variations in price are reflected in customers' preferences for a product or service is referred to as the elasticity of demand. It is argued that there is elastic demand for products if there is a significant response in the quantity demanded to change in the price of the commodities (Salvatore, 2012).
[bookmark: _Toc124195247]Income elasticity 
The degree of consumer income is a crucial component in determining the product's demand. It is derived by comparing the percentage change in iPhone demand to the percentage change in consumer income.

[bookmark: _Toc124195248]Price of complements
 Complementary products are distinct from substitute products, which are distinct goods or services that fulfil the same consumer need. iPhone is a replacement for Samsung phones. Although complementary items work together as a unit, there is a dynamic relationship between the fluctuating demand for one product and the need for the other product that arises from this relationship. This kind of link is referred to as "negative cross-elasticity of demand" in the field of economics. Therefore, as the price of a product goes up, the demand for the product that goes with it goes down among customers. In addition, if there is a decrease in customer demand, the price of the complementary product or service on the market may go down.
When people say they use Apple items, they often mean not only an iPhone but also a computer or other Apple devices like a watch. If you convert to Android, you will lose all of the benefits of having complimentary Apple products, like the ability to share contacts without any difficulty. When the price of a product goes up, demand for its complementary product goes down because customers are less likely to buy the complementary product on its own when the primary product's price goes up.

[bookmark: _Toc124195249]Consumer Income 
The effect of revenue on the quantity of a product that consumers are willing and able to purchase varies on the nature of the commodity. There is a positive link between a consumer's income and the amount of a good that he or she is willing and able to purchase for the majority of items. In other words, when income increases, the demand for these things will increase, and when income decreases, the demand for these goods would decrease. We refer to these as ordinary things. According to a survey conducted by the crowdsourced buying platform Slickdeals, iPhone customers typically have better incomes and spend more money on technology. Android users, on the other hand, prefer to spend less on technology. According to the report, people who use iPhones have an average yearly salary of $53,251, making them more inclined to indulge in extravagant buying than people who use Android devices, whose average annual salaries are $37,040.
Even while Apple's handset sales have been stagnant over the previous few years, the number of active iPhone users has increased annually. As customers maintain their phones for longer, Apple has shifted its focus to services and other long-term revenue streams. That means that the demand for these things will increase

[bookmark: _Toc124195250]Consumer tastes and preferences 
It displays a desire to employ the products of a particular company even though there are alternatives that are both comparable in price and comparable in availability. In point of fact, a preference for a certain brand is almost always indicative of a willingness to seek out a particular product, even if doing so necessitates paying more for it or exerting more effort to acquire it. The extent to which customers are loyal to a company, the effectiveness of its marketing strategies, and the quality of the brand are all key considerations for businesses. Brand preference is an indicator of all three of these factors.
It is common practise to describe brand loyalty in a behavioural sense by referring to the number of repeat transactions. Consumer brand loyalty involves the consumer continuing to purchase the brand in question and declining the offers made by other businesses in the same industry. This can be related to the brand's image as well as its equity (KAUR, 2015).
This is likely one of the primary reasons why Apple is so popular. This is because they make the buyer feel like a better person for possessing the thing. The story that they communicate via their marketing is a powerful one
The reason why consumers prefer to pay more on an IPhone than an android is because Apple products offer a higher level of security than Android ones. Forbes has shown that almost all malicious software for mobile devices is designed to infect Android-based devices. Malware and viruses can notably be transmitted to Android devices through app stores.
Consumers are faced with a sizable number of competing items in each category in the market of limitless options. Some customers no longer limit themselves to user friendliness or pricing when making purchases of particular items. They look for companies that most accurately reflect their way of life and appeal to their emotions.
[bookmark: _Toc124195251]Consumer expectations of price 
The pricing determines the level of demand for both Android and iPhone. Nevertheless, in the actual world, consumers take into account a variety of factors in addition to price. The average customer spends a significant amount of time on their phone each day. Our demand for phones is somewhat price inelastic due to the fact that we can spend a significant portion of each day using them. We are not looking for the most affordable phone; rather, we are looking for the phone that would provide the best functionality overall. Because of this, if we believe that one phone has superior characteristics, the price of the other phone becomes less relevant.
In recent years, competitive pricing pressure from an oversaturated market has compelled major consolidation and transformed the PC market and computer hardware sector.
Prices that end up being higher than the desired point for optimising revenue or profit can be reduced quite easy. A company can reduce the price in order to eventually sell excess inventory. Such a pricing adjustment would be unconnected to the ITPD and additional. When the price is first set too low, however, the products are destined to be sold, and the lost revenue cannot be recovered.
A progressive price decrease is viewed more favourably by consumers than a gradual price increase. Consumers frequently use the previous price as a point of reference, which may influence their impression of the product's worth (Chulkov and Nizovtsev, 2014).
There is a substitute in the form of smartphones and iPhones. These are examples of products that are interchangeable with one another or that may be used to accomplish the same goals. If the price of cell phones drops, more people will buy iPhones instead of other brands, and vice versa.
[bookmark: _Toc124195252]Demographics 
According to the demographics provided by Apple, there are about 2 billion people in the world who use Apple products. This covers not only iPhones and iPads, but also old Apple goods such as desktop Macs and MacBook computers, as well as wearables such as Apple Watches.
According to data from 2019, Apple's customer demographics suggest that around 51% of all iOS users were female, while 43% were male. In addition to this, there was a 58% female user population in the United States. It is the only major smartphone provider with a majority of female users, despite the fact that this majority is quite tiny.
Apple customers might be as young as 16 years old or as old as 70 years old, depending on the product they use. According to surveys conducted in the United States, people between the ages of 16 and 24 are the most likely to own an iPhone, and the vast majority of individuals in this age range favour the iPhone over Android. In addition, individuals between the ages of 24 and 35 who predominantly use their computers for work or for academic purposes favour MacBooks. In point of fact, the average age of an iPhone user is above 35 years old. Apple's products and services are targeted mostly on young adults in the workforce and students in higher education.

[bookmark: _Toc124195253]Conclusion 
In order for Apple to continue making a profit off of the iPhone, the company needs to constantly develop and create new demands for their customers. It will be vital for Apple to offer new high-technology models each year, and it will also be necessary to restart the life product cycle.
There is still much to be discussed regarding the economic situation of Apple however the fact that the company is one of the most profitable organisations in the world stands as a conclusion of good economic managerial policies.
Nonetheless, it should be noted that by not allowing any other company to use their system, IOS, Apple managed to not only create one of the most secure and appreciated systems used world-wide but also secure an economic growth by obtaining their customers loyalty.  
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