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Introduction																											                             Apple is a multinational corporation with its US headquarters in Cupertino, California. In 1976, Steve Jobs and Steve Wozniak founded the business (Finkle Todd & Mallin, 2010). The personal computer was their initial area of expertise, and this decision determined the company's destiny. Because of its focus on consumer electronics, the firm has developed a culture of innovation that has allowed it to create new products over an extended period.
Apple is a software company that is well-known for its mac and iPhone OS. Using their iTunes platform, they have a significant effect on the music business as well. The business is well-known around the world (FinkleTodd & Mallin, 2010). Apple has consistently performed admirably, which has allowed them to accumulate a sizable number of assets and take advantage of economies of scale.
Every business has a distinct culture that makes it possible to establish specific marketing, management, and planning techniques. The success of a business is a multidimensional process that involves many interrelated aspects.
Apple's business model is distinctive, as they have complete control over every aspect of their goods, from production to distribution.
[bookmark: _Hlk113298701][bookmark: _Hlk113298726]By producing their hardware electronics and offering a distinctive software environment of the mac OS and the iOS, they specialise in the whole tech business. On its iTunes platform, which sells a variety of music and films, Apple also works with media firms and performers.																			 Main Body																											            I chose Apple because its hardware and software offerings are in line with market demands. The devices' constant effectiveness and ease of use make them durable and well-suited to adapt to ongoing technological developments. Because of Apple's relentless focus on keeping its customers happy with well-designed hardware and exclusive software, the brand's value has surged. The gold standard for the selling and maintenance of computer devices was set by the posh retail establishments where Apple's products were sold. I respect Apple products for their unwavering commitment to the user experience and meticulous attention to every aspect of delivering a meaningful, cohesive, and enjoyable user experience. Apple's product designs demonstrate the designers' understanding of the consumer. Contrary to rivals, Apple does not extol the virtues of its technological prowess; instead, it concentrates on offering a wonderful user experience rather than solely using technology for its own sake. I've always used Windows, but I recently acquired an iMac, making this my first exposure to the macOS operating system. The real-time autocorrect in macOS is one feature that genuinely impresses me. It understands what I mean by focusing on letter clusters and word use rates, which has made my typing substantially faster and easier. On macOS, typing has been much more fun. I too really enjoy using Apple's touchpad and think it works better with my programmes than any mouse does. The swipe and multiple desktop features also increase my productivity. The fact that Apple devices give superb default settings rather than overloading the customer with alternatives is another extremely pleasant feature. This enhances the user experience. In contrast to an M1 macOS, an x86 Windows PC seems so clumsy and tightly put together. I recently learned a lot about design culture at Apple in the book “Creative Selection” by former Principal Engineer of iPhone Software Ken Kaieda. He was the guy who was on the team that built the first ever version of the Safari web browser, and who then designed the touchscreen keyboard for the first iPhone. It was great being walked through the design and creative process by the inventor/designer in his own words, and a touch keyboard was a hard problem because there was no such thing as a touchscreen keyboard before the iPhone. He was making the first keyboard of its kind, and the challenges were immense, and his solutions were brilliant and laser-focused on improving the user’s experience by trying to understand what they meant, and this helps to provide an immersive experience. This book captures what it means to have a rich design culture whereas much attention is paid to the human experience as to the underlying technology.																														                            		          												                                                                                                                        Products, Services, and Product Mix Decisions																		                                   A product is anything that a customer may purchase to meet their unique wants and requirements. Products may also be services rather than just physical things. Services are a type of intangible goods that don't grant ownership of anything. A corporation has a product mix when there are several goods in a line. Apple's product range is divided into four main categories: music devices, computers, tablets, and smartphones.																												  Demand and supply of Apple																					                   According to the general law of supply and demand in economics, demand drops when prices for a particular item or service rise. When a product's supply is reduced, demand rises as a result. When there is a greater demand for a product, the market will produce more of it to meet that need, which will cause prices to change. The economics of the iPhone, however, do not entirely fall within the norm. The popularity of the iPhone reflects customer preferences. In comparison to other products, customer needs are more favourable for Apple products. Consumers respect the iPhone for its high-grade features and its superior construction, making it a premium brand that is in great demand. The product's ability to meet a variety of demands has made it valuable to customers. The demand for iPhone is influenced by several variables, just like any other product. Its demand has been impacted by several variables, including the need for replacements. When the iPhone was first introduced in 2007, there was a difference between it and its rivals. However, over time, this difference was closed, and there are now some products that can closely replace the iPhone. When products using the same technologies are introduced, the demand declines. Another element that has had a significant impact on the product's demand is the brand image. The items have a good reputation, and customers have been loyal to them and have recommended them to others. Another aspect that has promoted product use is its technology, which has made customers more ready to spend more for more expensive product versions. The willingness of consumers to pay supports the product's demand.														                                                   Elasticity of demand													                                                                                                                                     Demand elasticity evaluates how shifts in quantity requested in response to price variations. The availability of a product's replacement is the most crucial element in the elasticity of demand. The product gets more elastic as there are more replacements. Even if there are alternatives, iPhone's distinctiveness makes it inelastic. The normal elasticity of demand demonstrates that when the price of typical items decreases, consumer demand increases. The demand for iPhones has a stronger vertical price elasticity. This suggests that the demand for iPhone is not much impacted when the price of the product rises. By analysing the separation between P1 and P2 and Q1 and Q2, it is possible to ascertain this. The demand for iPhone is quite like that of a necessity. It has a similar demand to a good that people cannot live without. There are a few possible causes for the demand, although they are not entirely evident. The company's global reach and distribution, superb design and material, ecosystem effects were possessing most of its items to increase value, and exceptional customer service are a few reasons cited for the inelasticity. The model and stage of the product affect the iPhone's flexibility. The number of iPhones that can be sold at the Apple store may be used to describe the product's supply. When there is a higher demand for the goods, the corporation will be keen to manufacture more. The increase in iPhone sales is a sign that customer demand for the product is growing. Prices have little impact on the availability of iPhones, though. Demand is generated by people's desire to use the commodities at the specified price. There is a significant demand for the iPhone despite the high prices in comparison to other producers and competitors. The supply and demand curve for the iPhone may be used to show how supply and demand for a product are related. The market is in equilibrium when there is an equal balance between consumer demand and the supply of iPhones on the market. However, this is not the case, especially in the market for iPhones for students. There are times when there are enough supplies to produce more goods than there is demand. There is constantly a scarcity in the iPhone according to the demand-supply curve. Every time a new iPhone model is introduced to the market, a lot of people are eager to get one, and in many situations, there is not enough supply to satisfy the demand. In these situations, the replacement effect is felt. When there is a strong demand for a product but insufficient supply, substitution effects result. In these circumstances, customers will decide to employ different alternatives. When it comes to the iPhone, customers choose alternatives like Samsung that offer similar features when Apple is unable to match their needs.												                                                                                                                                    Price elasticity 																								     			          Price elasticity is the proportional change in the amount of a good or service purchased because of the proportionate fluctuation in its value. We divide the proportional variation in the amount of the good or service purchased by the proportionate variation in the price of the good or service to determine the value of elasticity. The price elasticity of a luxury good is greater than one because a small change in the price will have a significant impact on how much is bought. If the price increases, the luxury product can be replaced by less expensive alternatives, therefore consumers do not necessarily need luxury goods. However, because typical commodities are essential and cannot be replaced, the proportionate fluctuation in the amount purchased of the good will not alter much when its price varies. For instance, if a consumer considers Apple's phone to be a luxury product, he will be more likely to buy the phone if the price drops even just a little bit. As a result, any change in the phone's pricing would cause a significant fluctuation in demand for the Apple phone. As a result, when the formula is used, the numerator, which represents the price change, will be greater than the denominator, which indicates the change in quantity purchased. However, for a typical item like salt, the denominator value will be lower than the numerator value. This is because when salt prices increase, consumers will continue to buy the same quantity that they did before the price shift. This is because salt is a necessary ingredient and there are no less expensive alternatives.															                                                                                                                                             Segmentation															                                                                                                                                         Market segmentation considers factors including behaviour, demographics (such as gender, age, education, and income), location, and psychographic traits, or those based on lifestyle and personality. The target market and market segmentation for Apple are:                                                               - Age group: 22 – 55      	                                                                                                                                          -Gender: Male and Female   	                                                                                                               -Income: Being an affluent brand, Apple targets medium to high-income individuals  	                                         - Lifestyle: Income becomes synonymous with lifestyle and since  Apple has medium to high-income individuals as segments, the lifestyle they target is to Modern, young, open to change etc.                                                                                                                                                                              Behaviour: Firm believers in the motto "Once an Apple user, always an Apple user" These consumer groups develop strong brand loyalty and seldom switch brands. Brand positioning is a marketing strategy that can only be carried out through promotion and advertising. Positioning a product requires consideration of a company's brand identity, components, product, and communication.                                                                                                                                                                      Brand Identity: All of Apple's intangible brand assets, including its brand values, culture, and personnel, as well as its brand colours, tagline, tone of voice, and types of imagery, all help the company take on a certain place in the minds of its customers.	                                                                                  Product Design and Quality: Since its founding, Apple has released items that are the pinnacle of style and excellence. Apple employs a mono-segment positioning strategy and directs its positioning appeal to a single customer segment. The global technology business markets itself as a luxury brand that charges more for goods and services with cutting-edge features and capabilities. Rich people who are prepared to spend more on technological items and services with cutting-edge design, functionality, and capabilities make up the target client categories for Apple.																		                       Conclusion																									                                    A company's success is a multi-faceted process with many interconnected factors. Apple has total control over its products, from manufacture to distribution. They specialise in the technology industry by manufacturing their hardware electronics and providing a unique software environment. The product designs of Apple show the designers' grasp on the consumer. One feature in macOS that truly impresses me is real-time autocorrect. By concentrating on letter clusters and word use rates, it gets what I mean. I prefer using Apple's touchpad and believe it performs better with my programmes than any mouse. Another incredibly appealing characteristic is that Apple products provide excellent default settings rather than overwhelming the client with options. Like any other product, the demand for the iPhone is impacted by a variety of factors. Customers like the iPhone for its high-quality features and outstanding craftsmanship. Customers are more willing to pay more for more expensive product versions because of its technology. Consumers' willingness to pay promotes the product's demand. The elasticity of demand measures how the amount sought changes in response to price changes. The availability of a product's replacement is the most important factor in demand elasticity. Even though there are alternatives, the iPhone's uniqueness makes it inflexible. It has the same level of demand as an item that people cannot live without. The rise in iPhone sales indicates that customer demand for the product is increasing. Apple's target market and market groups include males and females. These customer segments create high brand loyalty and seldom transfer brands. A product's positioning necessitates consideration of a company's brand identity, components, product, and communication. Apple adopts a mono-segment positioning approach and targets a single client category with its positioning appeal. The global technology industry positions itself as a luxury brand, charging higher prices for things with cutting-edge features and capabilities.																																										                                                                                                                                                              References:																									                               1. T. Finkle, Michael Mallin: Business Journal of the International Academy of Case Studies (Published 1 July 2010)						                                                               2. Elliot, J. (2015). Leading Apple. Hoboken, N.J: Wiley.                                                                               3. Hasan, R. (2016). Apple Inc. – An Analysis. Munchen: GRIN Verlag.                                                          4. Lashinsky, A. (2014). Inside Apple: How America’s Most Admired–and Secretive–Company Really Works. Paris: Grand Central Publishing.                                                                                                    5. Linzmayer, O. W. (2013). Apple confidential 2.0: the definitive history of the world’s most colourful company. San Francisco, Calif: No Starch Press.                                                                                         6. Lüsted, M. A. (2012). Apple: the company and its visionary founder, Steve Jobs. Minneapolis, MN: ABDO Pub.                                                                                                                                                                           7. Apple Inc.: Segmentation, Targeting, and Positioning                                                                                      8. Apple Segmentation, Targeting and Positioning                                                                                                   9. Segmentation, Targeting, and Positioning Process of Apple Inc                                                                         10. Find out all the details of the design process in: Inside Apple: How America's Most Admired--and Secretive--Company Really Works by Adam Lashinsky ISBN 97814555512157, Published January 25, 2012,                                                                                                                                                       11. And take an insight into Apple’s greatest designer’s mind in: JonyIve: The Genius Behind Apple's Greatest Products by Leander Kahney ISBN 159184617X, Published November 14, 2013
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