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1. INTRODUCTION 

Apple Inc. is the most recognisable and prosperous technology company in the world. The company designs manufacture and distributes a vast array of products and services, including smartphones, workstations, laptops, tablets, and a variety of peripheral and portable devices. In addition, it offers digital content from third parties, Apple News, and other similar products to its consumers. Steve Jobs and Steve Wozniak founded the company that would later bore their names on April 1, 1976. 
Since its inception, the company has experienced unprecedented growth, to the point where it is not only the most recognisable brand in the technology sector but also the market leader. Due to how effectively it has positioned itself in the market, many other businesses are now interested in expanding similarly. Apple's mission statement is "Bringing the best user experience to its customers through innovative hardware, software, and services" (Apple, 2022), even though the company's vision is "We believe that we are on Earth to make great products, and that will never change". 
2. EXTERNAL ANALYSIS 
2.1 PESTLE Analysis 
2.1.1 Political Factors
Apple has a significant market share and revenue in the United States. It has increased taxes, especially as income inequality increases. Finding a manufacturer alternative to China is costly for the organisation. Nationalism and anti-Americanism may target Apple, lowering its market share and increasing prices (Nicas et al., 2021). Like the United States and Japan, Apple's close ties with China might make China a threat (Magwizi, 2020). 
2.1.2 Economic Factors
If China's labour costs continue to rise, it is conceivable that Apple's economic advantage in the country will wane. In addition, as the US dollar's value rises, it becomes increasingly difficult for Apple to conduct business in other regions of the globe, such as China and Europe (Van De Vliert, 2021). Rapid economic expansion in developing nations has increased demand for Apple products. 
2.1.3 Social Factors
Apple may flourish in Africa because few people are familiar with it. The price of the brand has been criticised in the United States, Europe, and Asia. Apple's production in China could also raise ethical concerns and decrease sales (Theophilus and Chaplynska, 2021). Many Non-Chinese consumers could be offended if Apple and China engage in a dispute. Apple products are also popular because people desire to appear wealthy and socially acceptable. 
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Figure 1: PESTLE Analysis, 2023

Source: Creatly, 2023
2.1.4 Technological Factors
Global technological advancement has placed Apple, Google, and Samsung's competitors in a position where they are not too far behind. Apple introduces a new product or service; its competitors duplicate it and offer the same services to customers. This hinders Apple's ability to maintain a distinct selling proposition for an extended period. Additionally, Apply is only able to introduce a small number of consumer products to the market currently (Chen, Liu and Gong, 2021). 
2.1.5 Legal Factors
In addition, implementing Apple Pay necessitates operation in highly regulated financial services, resulting in increased government oversight. In addition, Apple may be subject to a significant quantity of legal action because it offers financial services (Van De Vliert, 2021). 
2.1.6 Environmental Factors
Apple is concerned about gadget disposal costs. Apple would incur significant costs if disposal becomes a significant issue. As a result of industrial pollution in China, Apple may be subject to additional regulations and costs (Van De Vliert, 2021). If China reduces its greenhouse gas emissions and fossil fuel consumption.
2.1.7 Summary of PESTLE Analysis 
According to the company's PESTLE analysis, Apple's relationship with China may cause the company significant harm in the form of rising costs, heightened tensions, and increased environmental concerns, among other things. In addition, the technological disparity between Apple and its competitors is closing almost daily. The market trend of increasing tablet and smartphone usage has resulted in a decline in demand for certain Apple products, such as computers and televisions. 
2.2 Porter’s Five Forces Model – Apple 
The Five Forces of Porter consist of incumbent competitors, suppliers' negotiating power, new entrants, purchasers' bargaining power, and replacement products. 

2.2.1 Competitive Rivalry
Industry adversaries engage in severe competition. Google Inc. and Samsung, both large corporations, compete with Apple. All market participants invest significantly in R&D and marketing, resulting in a strong and comparable competitive force (Kim, 2019). 

2.2.2 Bargaining Power of Suppliers
Many corporate suppliers limit the negotiating power of their suppliers. Suppliers have little bargaining leverage. Apple has numerous suppliers, so each strives to provide the best value and adhere to Apple's terms (Kim, 2019). 

2.2.3 Threat of New Entrants
Low switching costs give consumers considerable bargaining leverage. Since Apple and its competitors offer comparable products and services, they may switch brands. There are also individual and group consumers present. (Kim, 2019) The firm is influenced by groups of customers, not by individual consumers.
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Figure 2: Porter's Five Forces Model, 2020

Source: Smart Insights, 2020

2.2.4 Bargaining Power of Customers  

Apple has few direct competitors. Apple spends a great deal on research and branding. It holds a dominant market position and a substantial market share. To succeed, a new corporation must be precise. First, it must invest significantly in research and development, and second, it must cultivate a positive brand image among consumers (Varo, 2022).

2.2.5 Threat of Substitutes 
Apple faces little competition. Apple's alternatives, such as mobile phones, have limited functionality. The uniqueness and innovation of Apple have prevented competitors from acquiring market share. 
3. INTERNAL ANALYSIS 
3.1 SWOT Analysis 
Strengths and Weaknesses 
	Strengths
	Weaknesses

	· Its products demonstrate that it is the most reliable company for personalized modern computers and smartphones, with a brand value of $408 billion. 

· It utilizes cutting-edge technology and places a premium on innovation.

· As a new provider of financial services, it has been expanding its offerings.

· The company invests heavily in R&D, resulting in the production of novel and distinctive products (LU and YANG, 2021).
	· Most individuals cannot afford the price of goods.

· It spends less on marketing due to its outstanding brand image (LU and YANG, 2021).

· Apple customers can only use Apple software if they purchase Apple products. 
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Figure 3: SWOT Analysis, 2021
Source: Slide Share, 2021
Opportunities and Threats 
	Opportunities
	Threats

	· Apple's market and consumer base have expanded as a result of its innovation and technology. Apple consumers retain 92%.

· Apple can expand its distribution network and increase its revenue (Li, 2021)

· Apple creates green products. Sustainable and eco-friendly technologies may improve the image and revenue of a brand.

· Intelligent wearable technology is in its infancy. According to studies, smart wearable technology will have a +27 billion market and 233-million-unit sales by 2022. Apple is not limited to Air Pods and the Apple Watch
	· Air Tag is intractable. These were initially intended to aid in locating long objects, but are now used for theft and surveillance (Li, 2021).

· Apple's original prices are paid for numerous counterfeit products manufactured in developing nations.

· Despite its market dominance, Apple faces formidable opposition.

· Apple has a 25% market share, while Android has 72% (LU and YANG, 2021).


3.2 STP Analysis – Apple 
3.2.1 Segmentation – Apple 

Demographic: Apple's ideal consumers are between the ages of 18 and 45, and they represent a wide spectrum of social divisions, religious affiliations, and spiritual philosophies. These people are either single, married with children, or married but childless. Despite there being 66% of female consumers, there are only 34% male customers. In addition, Apple product users are significantly less likely to be elderly or retired (Lessambo, 2022).

Geographic: There are Apple retail locations in a wide variety of cities around the world. In addition, official websites are accessible in 88 countries worldwide. 

Psychological and Behavioural: Apple targets consumers who desire luxury products and are concerned with their social standing on both a psychological and behavioural level. In addition, it recruits individuals who have a desire for luxury products and who value innovation. 

Socio-Economic Status: People who purchase Apple products typically have a high socioeconomic status, as they are wealthy and seek a positive reputation in their local community. 

Geo-Demographic: While consumers in developing nations spend a reduced proportion of their income on Apple products, consumers in industrialised countries spend a larger proportion. In addition, although women are more likely than males to purchase Apple products, younger consumers are more likely to do so than elderly ones (Primavesi, 2022). 

3.2.2 Targeting - Apple

Apple's target market consists of high-income groups, individuals between the ages of 20 and 40, and those who develop emotional attachments to products; therefore, the company employs an indistinct targeting strategy. The company has established itself as a prominent provider of innovative and high-quality products, and as a result, it markets its offerings to consumers who value maintaining a high social status and enjoying innovative products and services (Adelakun, 2020).  
3.2.3 Positioning – Apple 

Benefit: The organisation provides its clients with an advantage in the form of innovative and technologically advanced products that make it simpler for them to live a high-quality existence. 

User: Apple customers are almost exclusively individuals with higher incomes between the ages of 18 and 45 with higher education levels. Even though most users are under the age of 30, most customers are women. 

Competitive: Innovative and technologically advanced, which contributes to the competitiveness of the company's products in their respective markets. 

History: Despite its humble beginnings as a localised brand, the company ultimately became an international juggernaut, as evidenced by its past. Its expansion over the years has been driven by both inventive problem-solving and technological advancement (Adelakun, 2020). 

Pro-Environment: Although the company only has a small quantity of green technology at present, it aims to keep up with developments in the field and implement them by 2030.

Apple has established a dominant market position as an innovator and leader in technological advancement. 
4.1 Marketing Mix – Apple 
4.1.1 Product Mix 
The corporation employs family branding or corporate umbrella branding for all of its products. Apple provides Bets, iPhone, AirPods, Mac, iPad, Apple Watch, and Homepad, as well as a variety of accessories. In addition, Apple Music and ApplePay are available (Han & Park, 2010). Apple utilises brand and line extensions as well. It has utilised line extensions to introduce newer variants of its products, such as iPhone 7, iPhone 8, iPhone 8+, etc., and brand extensions to consolidate disparate products, such as iPhone, iPod, Macbook, etc., under one roof (Najafi-Ghobadi, Bagherinejad and Taleizadeh, 2021).

4.1.2 Price Mix 

Apple prices all its products at a premium. Apple products are innovative, so consumers are willing to pay more. Apple also engages in price gouging by inflating the prices of new products before reducing them. Due to differences in currency exchange rates, the company employs regional pricing for various products in different regions (Isa, Kelly and Kiumarsi, 2020).
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Figure 4: Marketing Mix, 2021

Source: Smart Insights, 2021
4.1.3 Place Mix 

Apple Stores and online shops sell products directly to consumers. It sells certain products through its Direct Sales Force in multiple regions. The company distributes and sells through multiple wholesalers. Numerous retailers, including London's Carphone Warehouse, assist the corporation in selling its products.  

4.1.4 Promotion Mix

It advertises via television, billboards, publications, and Nike Inc. Its product positioning enables customers to envision the products. Included in American programming are Apple consumers. Numerous advertisements, such as the Apple Macintosh Commercial, are regarded as the greatest of all time (Bahador, 2019). 
5. Recommendation – Ansoff Matrix – Apple 

· To increase market penetration, the company should concentrate on marketing the iPhone in countries where it already has a presence. It must prioritise expanding Apple's market share by selecting comprehensive marketing strategies such as influencer marketing promotional offers and establishing a more resolute brand image. 

· It would be advantageous for the company's overall market expansion if they began selling iPhones, Air Pods, and other products in Africa, where comparatively few people recognize the brand. This would aid the company in increasing its market share and expanding its operations into a new region (Li, 2021). 

· Introduce eco-friendly technology during the product development phase, and then sell the final product in the same market. Apple should prioritise the production of eco-friendly and sustainable products in the United States and Europe, where it already has well-established markets. 

· Apple could diversify its revenue streams by creating new wireless products, such as the Apple auto driving function, and selling them in additional regions, such as Africa. This may aid in establishing a strong foundation in fresh markets.
Defense Strategies for Managers: The corporation would employ confrontational defensive measures during expansion. Improved marketing would directly contend with the competition. It must also demonstrate its superiority over competitors. To compete with Android, the company should also increase its market share in Africa (Kurniawan, Iswahyudin and Suciati, 2020). 
Defense Strategies for Followers: Employing flank attack techniques, the company should target Samsung and Google in their weakest areas. Apple should target underdeveloped or underperforming markets to gain an advantage. The established business should expand globally. 
Defense Strategies for Maturity Stage: It should expand into new markets. Additionally, the corporation should pursue penetration. To increase sales, it is necessary to reduce the price of obsolete or antiquated products
6. CONCLUSION 
This study's conclusion emphasises the importance of analytical instruments for attaining business objectives. In the conclusion, PESTLE Analysis, Porter's Five Forces Model, SWOT Analysis, STP, and others contribute to the business's market objectives. Finally, the Ansoff matrix is utilised to develop new business plans and procedures. 
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