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[bookmark: _Toc131576130]Introduction
Smartphones, desktops, laptops, tablets, and other wearable and portable devices are just some of the many goods and services that Apple Inc. designs, manufactures, and sells. It also offers extras like Apple News and digital material from other sources to its paying customers. On April 1, 1976, Steve Jobs and Wozniak established the corporation (Abdukarimova, 2021). The firm has been expanding swiftly since its founding, and now it is the most well-known name in the technology sector. Its success in the marketplace has inspired imitation growth strategies from other companies. Its objective is to "provide the greatest user experience to its consumers via new hardware, software, and services," while their vision is "We think that we are on the face of the Earth to produce amazing goods, and that is not changing" (Apple, 2022).
[bookmark: _Toc131576131]PESTLE Analysis
The Apple PESTLE Analysis is as follows:
[bookmark: _Toc131576132]Political
Because of its success in the US market, Apple has seen significant growth in revenue. This has led to increased taxes, which is particularly problematic now that income disparity has emerged as a major problem. In addition, the expense of switching from China to another manufacturer may be prohibitive for the business. Apple might become a target of nationalism and anti-Americanism, leading to increased pricing for the firm (Nicas et al., 2021). This would also reduce the company's market share. In addition, Apple's ties to China may cause the nation to be seen as a danger, much as the United States and Japan have been (Nicas et al., 2021).
[bookmark: _Toc131576133]Economical
China may lose some of its economic edge over Apple as its labor expenses rise.
Moreover, when the US currency strengthens, it becomes more challenging for Apple to do business in other nations, such as China and Europe (Nicas et al., 2021). The rising middle classes in emerging countries have boosted sales of Apple devices.
[bookmark: _Toc131576134]Social
As few Africans are familiar with Apple, the company has a lot of room to build its business there (Amron, 2018). Because of its high price, the brand has received criticism throughout the Americas, Europe, and Asia (Amron, 2018). Moreover, having its production facilities in China might raise ethical issues and provoke an outrage, which can in turn reduce sales (Nicas et al., 2021). If tensions are heightened between Apple and China, many of its consumers in nations outside of China may get angry. The demand for Apple goods has increased because of people's desire to project an image of wealth and social status.
[bookmark: _Toc131576135]Technological
As technology improves across the globe, Apple, Google, and Samsung's rivals will follow suit. As soon as Apple releases a new product or service, both competitors quickly follow suit, offering almost identical offerings to their respective customer bases (Han & Park, 2010). Apply can also only bring out a limited number of consumer items this year. Also, the market for some of its items is quite niche and tiny.
Apple computer sales are falling because of the growing popularity of tablets and smartphones. The rising risk and frequency of cybercrime have also placed a strain on Apple and its reputation for security (Han & Park, 2010). Nonetheless, Apple is dedicated to innovation and employs cutting-edge technology.
[bookmark: _Toc131576136]Legal
Using Apple Pay necessitates employment in the strictly regulated financial services industry, which in turn increases the amount of government control. In addition, Apple's financial services might expose the company to a great deal of lawsuits. Apple faces potential piracy and legal action since many of its goods are protected by intellectual property regulations.
[bookmark: _Toc131576137]Environmental
Apple is really worried about the price of recycling its products. Apple may have to pay a hefty price if the disposal problem grows in the future (Heracleous & Papachroni, 2016). Due to pollutants caused in the production plants, Apple may potentially face increased regulation and expenses by producing in China.
Apple's production costs may rise as a result of China's efforts to reduce greenhouse emissions and reduce fossil fuel use (Heracleous & Papachroni, 2016). Transoceanic shipping and Apple's supply chain are both vulnerable to the effects of global warming and climate change.
[bookmark: _Toc131576138]Environmental Scanning
After doing a PESTLE study, Apple discovered that doing business in China might result in significant negative consequences for the corporation. The technology gap between Apple and its rivals has also been narrowing. As the industry shifts toward the usage of tablets and smartphones, demand for several Apple goods, like PCs and televisions, has decreased. In addition, there's been a movement toward avoiding purchasing Apple goods because of how much more expensive they are.
[bookmark: _Toc131576139]Environmental Analysis
Product cost, pollution, increased manufacturing expenses in China, intense industry rivalry, easy access to cutting-edge technology, new entrants in the financial services sector, and the value of the dollar are all environmental issues that might be detrimental to the company's operations.
High innovation and usage of current technology, quick expansion in emerging nations, and people's urge to improve their social image in society are all positive environmental aspects for the organization.
[bookmark: _Toc131576140]Porter’s Five Forces
Porter's Five Forces includes aspects such as competition among current rivals, supplier negotiating power, new entrant threats, buyer bargaining power, and substitute product threats.
This is Apple's Five Forces analysis using Porter's framework.
[bookmark: _Toc131576141]Rivalry Amongst Existing Competitors	
Existing firms in this sector engage in intense competition with one another. Google Inc. and Samsung, two very formidable corporations, have teamed together to compete with Apple.
Companies in the market all put considerable resources into R&D and marketing, thus the level of competition is high and uniform across the board.
Apply has responded to this challenge by focusing on innovation as a core competitive capability. It persists in developing cutting-edge offerings that resonate with its customer base.
But, rivals rapidly catch on and copy these goods and services (Kim, 2019)
[bookmark: _Toc131576142]Bargaining Power of Suppliers
Since the corporation has so many different suppliers, the suppliers have little leverage in negotiations. Hence, the suppliers have very little leverage in negotiations. Several vendors compete for Apple's business, thus the company demands the finest terms and service possible from its vendors (Kim, 2019).
[bookmark: _Toc131576143]Threats of New Entrants
Apple faces less competition from new comers. Apple invests much in R&D and in building a distinctive and positive brand identity. It also has a dominant market share and a sturdy standing in the industry, making it difficult for rivals to catch up. A new firm that wants to create an impression has to do things properly. First, it has to put a lot of money into R&D, and second, it needs to build a solid, positive reputation for the brand among customers.
[bookmark: _Toc131576144]Bargaining Power of Buyers
Customers may exert a great deal of leverage because of the low switching costs they face. As Apple and its rivals provide essentially identical services and goods, consumers are free to move to any. Moreover, both individual and group customers are present. Although an individual consumer may have little to no influence and the business would not suffer as a result of a customer's decision to switch providers, the actions of a sizable number of customers may have a significant effect (Kim, 2019). When people as a whole decide to stop buying Apple goods, the company's income drops precipitously. As a result, Apple always considers feedback from its customers. The company strives to provide its clients with cutting-edge technology and novel goods like AirPods and Apple Watches, as well as constant, open lines of contact.
[bookmark: _Toc131576145]The threat of Substitute Products
Competition from similar items is minimal compared to Apple's. Apple's alternatives, such as phones, offer few or no comparative features. Apple has maintained its dominant market share because to the novelty and originality of its products (Kim, 2019).
[bookmark: _Toc131576146]SWOT Analysis
	Strength
Current estimates place Apple's brand worth at $408 billion, making it the most valuable in the world. The company's goods demonstrate its status as the most trusted source for high-end, custom computers and cellphones.
It has just joined the financial services sector and is offering its services to a growing clientele.
The firm invests much in R&D, so its goods are always at the cutting edge of innovation.
	Weaknesses
Products are priced so expensive that they are out of reach for many people.
Because of the solid reputation it has established for itself, it needs to invest very little on advertising.
There is incompatibility with other software, since an Apple user cannot use any other software but Apple's once they begin using Apple products.

	Opportunities
Apple's expanding market and expanding client base are direct results of the company's commitment to innovation and technological excellence. In addition, Apple has a 92% client retention rate.
As compared to its existing, very restricted distribution network, Apple has the potential to establish a much expanded one, resulting in increased profits.
Apple has the ability to develop environmentally friendly goods. The corporation may improve its brand image and increase profits by adopting eco-friendly and renewable technologies.
There is yet to be a widespread adoption of smart wearable technologies. The market for smart wearable technology is expected to reach +27 billion by 2022, with over 233 million units sold. Apple's product lineup isn't limited to the AirPods and the Apple Watch.
	Threat
The Airtag issue has no known solution. Although initially designed to aid in the recovery of lengthy objects, they are now being used in a wide range of criminal activities, including theft and stalking.
Many knockoffs of Apple devices, often offered at full retail in emerging markets, have been manufactured there.
Even while Apple has a commanding market share, the company confronts stiff competition.
Apple's share of the market is 31%, while Android's is 72%.



[bookmark: _Toc131576147]Segmentation
Demographic: Apple's target demographic consists of people aged 18 to 45 from a wide range of ethnicities and faiths. These people are either unmarried, in a childless marriage, or with children. Although women make up the majority (66%), men account for just 34% of these buyers. Apple customers also tend to be younger and less likely to be retired.

Geographic: Apple has retail locations in a broad variety of global cities. In addition, there are 88 nations with official websites

Psychological and Behavioral: Apple's target demographic consists of people with high self-esteem who value premium goods. Those who value creativity and like high-quality goods are also sought.

Socio-Economic Status: Consumers of Apple goods tend to be well-off members of society who are eager to project a positive image.

Geographical/Demographic: Due to lower disposable incomes, consumers in poor nations spend less on Apple items than those in developed countries. Women outnumber men as apple product purchasers, while younger consumers outnumber those of advanced years.
[bookmark: _Toc131576148]Targeting
Apple's target demographic is broad, including those in the upper income bracket, those in their twenties to forties, and those who have strong attachments to the brands they buy.
Because of its reputation as the industry leader in innovation and quality, the corporation markets to those who value both technological sophistication and social standing.
[bookmark: _Toc131576149]Positioning
Benefit: The company's advantage is that it offers cutting-edge goods that assist people lead better lives.
User: Those with higher incomes and ages 18 to 45 make up the bulk of Apple's customer base. But mostly young people and predominantly women utilize the brand.
Competitive: Superior innovation and technical progress set it apart from the competition.
History: The company's history shows that it was once a relatively obscure name in the industry but has now achieved global prominence. It has prospered over the years thanks to creative problem solving and technology development.
Pro-environment: Although having just a small amount of green technology at the moment, the firm is committed to following industry trends and adopting green technology by the year 2030.
Apple has established itself as a market leader due to its commitment to innovation and technological progress. The organization has made an effort to demonstrate how it leverages technology and creates cutting-edge features to improve clients' standard of living. The firm has successfully positioned itself to appeal to affluent consumers who value cutting-edge innovation and technology.
[bookmark: _Toc131576150]Recommendation
[bookmark: _Toc131576151]The Ansoff Matrix 
The corporation should promote the iPhone in already established areas to increase its market share. The company's efforts in marketing should center on expanding Apple's market share via channels like influencer marketing and the development of a more solid brand image.
The corporation may expand its reach by introducing the iPhone, AirPods, and other items to the African market. As a result, the company's market share would grow and it might expand into other markets.
Products made using eco-friendly technologies should be sold in the same market. Apple's previously established markets in the United States and Europe provide an opportunity for the company to shine by introducing new eco-friendly goods.
Apple should expand into new areas like Africa by developing new wireless devices like the Apple auto driving capability. This might be useful in establishing a solid foundation in emerging markets.
[bookmark: _Toc131576152] The Product's Life Span
At the expansion stage of the product life cycle, the firm will use the following offensive and defensive techniques.
[bookmark: _Toc131576153]Product Life Cycle
The company's expansion phase would see it adopt a defensive strategy of "confrontation." By using more effective promotional strategies, it would compete head-on with rivals. It should also make ads that mock its rivals and highlight the superiority of its items. In addition, the business has to increase its market share in Africa to compete with Android there.
[bookmark: _Toc131576154]Follower Attack Methods
The firm's rivals, including Samsung and Google, have vulnerabilities that the corporation may exploit using a flank assault strategy. Apple has to find the areas in which its rivals are weak or absent in order to build a foothold.
[bookmark: _Toc131576155]Strategies at Maturity 
At this point, the firm should pursue a global growth plan. It has to promote the goods in regions where there is no established demand for them. In addition, the business should pursue penetration in the same way that it has. The price of a product should be reduced as it ages or reaches maturity so that more people will purchase it and the company's revenue will rise.
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