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1. INTRODUCTION
This report examines and contrasts various business aspects of Apple in the United Kingdom and India, including the Macro environment, Hofstede cultural dimensions, Porter’s five forces, SWOT analysis, STP analysis, Marketing mix elements, Ansoff matrix, and TWOS analysis. 



























1. BACKGROUND INFORMATION
· Apple’s Vision Statement
“To make the best products on earth and to leave the world better than we found it. “
Apple's vision statement directs the company's decision-making, strategic management, and operational processes. It guarantees that every decision aligns with the company's mission and objectives, bringing it closer to achieving its overarching goals. (Abbot,2021)
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· Apple’s Mission Statement
“To bring the best user experience to customers through innovative hardware, software, and services.” 
This mission statement underscores Apple's dedication to delivering top-tier products and services tailored to fulfill the distinct needs of every customer. It serves as a guiding principle for the company's pursuit of long-term objectives, playing a pivotal role in its achievements and overall success. (Abbot,2021)
Apple Inc (Apple) is a renowned tech company that designs, manufactures, and markets a range of electronic devices, including smartphones, tablets, personal computers, and wearable gadgets. Additionally, the company offers various software applications, services, accessories, and third-party digital content. Apple's product lineup comprises the iPhone, iPad, Mac, iPod, Apple Watch, and Apple TV. It provides advertising, payment, and cloud services, along with consumer and professional software applications such as iOS, macOS, iPadOS, and watchOS. The company operates globally, serving customers in the Americas, Europe, the Middle East, Africa, and Asia-Pacific, with its headquarters located in Cupertino, California, USA.
For the fiscal year ending September 2023 (FY2023), Apple reported revenues of US$383,285 million, reflecting a 2.8% decrease compared to FY2022. In FY2023, the operating margin was 29.8%, slightly lower than the 30.3% recorded in FY2022. The net margin for FY2023 stood at 25.3%, consistent with the net margin reported in FY2022.
1. THE MACRO ENVIRONMENT
Definition:
According to Philip Kotler, "Macro environment creates forces that create opportunities and pose threats to the business unit. It includes economic, demographic, natural, technological, political, political and cultural environments."
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Political Forces
The most important factor is advancements in trade policies and the maintenance of political stability in developed nations, both of which serve as advantageous circumstances for Apple. Particularly in the context of developing countries, the evolution of more liberal trade policies over time becomes a catalyst for Apple's expanded opportunities (UKEssays,2018)
-Political forces are favourable in India for Apple
India is still a developing country where political stability is less when compared to developing countries. However, It has recently been observed that the ruling body of the country is favouring foreign companies to manufacture in India. Recently, Apple started manufacturing some of its iPhone variants in India. This has brought benefits to both, the country and the company. Furthermore, Apple’s cheaper versions are sold more in India comparatively, those models have less tax which is ultimately cheaper for the company and customers.
-The United Kingdom has favourable political environment for Apple
The UK is a developed and more stable country for any business to operate in. However, there have been a lot of fluctuations in the government of the UK which has affected businesses but somehow Apple has managed to keep a stable position for itself across the years. 
Economic Forces
The economic stability of developed nations and the rapid growth in developing countries offer expansion opportunities for Apple. For instance, the robust economic growth in Asian nations provides Apple with a chance to boost revenue through international sales. Higher disposable incomes also create more selling opportunities for Apple's premium-priced technology products. However, in exploring these economic opportunities, it's crucial to consider global market competition.
Companies like Samsung and Huawei, with more affordable tech products, pose a challenge for Apple in entering the high-growth Asian market with its premium pricing strategy. (Theophilus,2022)
-Economic forces are both Favourable and unfavourable in India
As per the Reserve Bank of India (RBI), the current account deficit of India for the fourth quarter of FY2023 (January–March 2023) stood at $1.3 billion, equivalent to 0.2% of the GDP. This marks the lowest deficit since the first quarter of FY2022. The RBI attributes this decline primarily to a reduction in the trade gap and a simultaneous increase in services exports. (MarketLine,2023)
The Startup India initiative, launched in January 2016, has resulted in the recognition of more than 92,000 entities as startups by the Department for Promotion of Industry and Internal Trade (DPIIT) as of February 2023. This initiative is designed to stimulate innovation, promote private investments, and cultivate the startup ecosystem in India. (MarketLine,2023)
-Economic Forces are Favourable and unfavourable in the United Kingdom
From January 2022 to December 2022, the Bank of England raised its policy rate on nine occasions, accumulating to a total increase of 325 basis points, reaching 3.50%, the highest level in 14 years. This move was a response to the country's efforts to tackle surging prices, with indications from the Bank suggesting a likelihood of continued interest rate hikes in the following year.
In November 2022, public sector net borrowing, excluding public sector banks, amounted to GBP 22.0 billion ($27.0 billion), marking an increase of GBP 13.9 billion ($17 billion) compared to November 2021. According to the Office for National Statistics, this represents the highest level of borrowing since monthly records began in 1993. (MarketLine,2023)
The UK is dealing with the cost of living crisis after the pandemic. The rental prices are growing drastically, since 2016 rent prices surged by 6.2% approximately. Furthermore, the average price of a house in the UK is GBP 291000 in the last quarter of 2023 according to Office of National Statistics. (www.ons.gov.uk, 2023) This has affected to disposable income of UK residents; therefore, it can affect the sale of Apple products as well. People may reduce their expenditure on high-end phones. 

Cultural Forces
· Hofstede Cultural Dimensions Comparison between India & UK
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Power Distance:

-United Kingdome
With a PDI score of 35, Britain occupies a lower position in the rankings, indicating a societal inclination toward minimizing inequalities among individuals. Notably, research reveals that the PDI index is lower among the higher class in Britain compared to the working class. The seemingly paradoxical nature of the PDI score in relation to the well-established British class system highlights an inherent tension within British culture. This tension lies between the significance of social status on one hand and a deeply ingrained belief that one's birth should not impose limits on life's possibilities. A commitment to fair play underlies the conviction that individuals should be treated with a degree of equality.
-India
India exhibits a high score of 77 on this dimension, signifying a preference for hierarchical structures and a top-down societal and organizational framework. To encapsulate the Indian perspective, one can use the following descriptors: reliance on the boss or authority figure for guidance, acceptance of unequal rights among the power-privileged and those lower in the hierarchy, accessibility of immediate superiors while that one level above may be less accessible, a paternalistic leadership approach, management providing direction, assigning meaning to individuals' work lives, and offering rewards in exchange for employee loyalty. The concentration of real power is centralized, even if it may not be immediately apparent, and managers rely on the obedience of their team members. Employees anticipate clear direction regarding their roles and responsibilities, finding comfort and psychological security in the familiar structure of control. The attitude towards managers is formal, even when using first names. Communication follows a top-down and directive style, with negative feedback seldom moving upward in the hierarchy.


Individualism 

-United Kingdome
With a score of 76, the UK is characterized as an individualist society, reflecting the British inclination toward independence and privacy. From an early age, children are instilled with the value of thinking independently and discovering their distinctive life purpose and contribution to society. Personal fulfillment is considered the pathway to happiness. The nation's growing affluence over the past decade, accompanied by the spread of wealth to Northern regions, has sparked discussions around the perceived surge in consumerism and the reinforcement of a pronounced "ME" culture.

-India
India, scoring relatively low at 24, exhibits a society marked by a combination of collectivistic and individualistic characteristics. The collectivist dimension underscores a strong inclination towards being part of a larger social framework, where individuals are expected to act in the interest of their defined in-groups. In such scenarios, individual actions are influenced by factors like family, extended family, neighbors, work groups, and other affiliations within broader social networks. For those embracing collectivism, facing rejection or disapproval from their peers or in-groups leaves a profound sense of emptiness. The employer-employee relationship is characterized by mutual expectations, with employees expected to demonstrate loyalty, and employers providing a sense of familial protection. Hiring and promotion decisions often hinge on relationships, which hold paramount importance in a collectivist society.
The individualist side of Indian society is attributed to the predominant religion/philosophy, Hinduism. Hindu beliefs center around a cycle of death and rebirth, where each rebirth is contingent upon how an individual lived their preceding life. Consequently, individuals bear personal responsibility for the way they lead their lives and the impact it will have on their subsequent rebirths. This emphasis on individualism coexists with the overall collectivist tendencies in Indian society, resulting in its intermediary score on this dimension.
Motivation Towards Achievement & Success

-United Kingdom
At 66, Britain embodies a Decisive society, characterized by a strong emphasis on success and ambition. A source of confusion for outsiders often arises from the seeming contradiction between the British inclination for modesty and understatement, which contrasts with the underlying success-driven values ingrained in the culture. It is crucial to grasp the British mindset, as the ability to "read between the lines" becomes essential; what is explicitly stated may not always align with the intended meaning. In contrast to Consensus cultures, such as those found in the Scandinavian countries, the UK places a significant emphasis on living to work, harboring clear aspirations for performance and success.
-India 
India with a score of 56 in Motivation towards Achievement and Success, categorizing it as a Decisive society. The country strongly emphasizes the visual manifestation of success and power, evident in the widespread practice of showcasing designer brand labels and embracing flashy and ostentatious displays of achievement. Despite this, India maintains its roots as a spiritual nation with a multitude of deities and diverse religious philosophies. As one of the world's ancient civilizations, India possesses a rich cultural heritage that imparts lessons in humility and restraint. This cultural backdrop often restrains individuals from indulging in overtly decisive displays, despite the inclination to do so. Unlike more decisive nations where success is predominantly measured by material gains, India places value on spirituality and ancient cultural principles. While work holds a central position in one's life, visible symbols of success in the workplace are also deemed significant.

Uncertainty Avoidance
-United Kingdome
With a score of 35, the UK exhibits a low Uncertainty Avoidance, indicating a national inclination to embrace unpredictability and navigate through the day without a predefined plan. The British are comfortable adapting plans as new information surfaces, embodying the concept of 'muddling through,' which is uniquely British. While British society isn't heavily rule-oriented, the existing rules, such as the renowned love for queuing, are generally adhered to, reflecting values of fair play.
In the realm of work, this translates to less detailed planning, where the ultimate goal is clear (attributed to high Masculinity), but the approach is flexible, adapting to the evolving environment. Planning horizons tend to be shorter. Crucially, the combination of a highly individualistic and inquisitive population fosters a culture of high creativity and a robust inclination for innovation. The attraction to what is different permeates British society, evident in its humor, intense consumerism for new and innovative products, and thriving, fast-paced, and highly creative industries such as advertising, marketing, and financial engineering.


-India
India's score of 40 on this dimension indicates a moderate inclination to avoid uncertainty. Within the Indian cultural context, there exists an acknowledgment of imperfection; there's no insistence on perfection or strict adherence to plans. Traditionally, India embodies patience, welcoming the unexpected as a refreshing break from monotony. There's a prevailing lack of compulsion for individuals to take proactive initiatives, as they comfortably embrace established roles and routines without much questioning.
Rules in India are often seen as existing to be circumvented, and reliance on innovative methods to "bypass the system" is common. The term "adjust" is frequently employed, encompassing a broad spectrum of actions, from overlooking rule violations to devising unique and inventive solutions to seemingly insurmountable problems. This attitude, while serving as both a source of challenges and empowerment, significantly influences the country's dynamics. A widely embraced saying in India underscores that "nothing is impossible" as long as one knows how to adeptly "adjust."

Long Term Orientation 
-United Kingdom
Scoring 60 in this dimension categorizes Britain as a pragmatic culture. In pragmatic-oriented societies, individuals recognize that truth is contingent on the situation, context, and time. There is a notable capacity to readily adjust traditions to new conditions, coupled with a robust inclination towards saving and investing. Thriftiness and persistent efforts to attain outcomes are prominent characteristics in such cultures.

-India
With a moderate score of 51 in this dimension, pinpointing a definitive preference in Indian culture proves elusive. In India, the dominance of the "karma" concept in religious and philosophical discourse is notable. Time, viewed as non-linear, lacks the same emphasis as in Western societies, which typically exhibit low scores on this dimension. Countries like India demonstrate significant openness to diverse global religious perspectives. Hinduism is often perceived more as a philosophy than a rigid religion, embodying a fusion of ideas, perspectives, practices, and esoteric beliefs.
Within India, there exists an acknowledgment that multiple truths coexist, often contingent on the seeker's perspective. Societies with high pragmatism scores tend to overlook punctuality lapses, adapt plans based on evolving realities, and generally embrace the discovery of a destined path rather than adhering strictly to a predefined plan.

Indulgence
-United Kingdom
With a substantial score of 69, the British culture falls into the category of Indulgent. Societies with high scores in Indulgence typically demonstrate a readiness to fulfill their impulses and desires, particularly in terms of deriving enjoyment and having fun. Individuals in these cultures tend to maintain a positive outlook, leaning towards optimism. Moreover, they attribute a greater significance to leisure time, acting according to their preferences, and allocating money as they see fit.

-India
India with a score of 26 in this dimension, classifying it as a culture of Restraint. Societies with lower scores in this dimension lean towards cynicism and pessimism. Unlike Indulgent cultures, those with a Restraint orientation don't prioritize leisure time and exercise control over the fulfillment of their desires. Individuals in such societies perceive their actions as restricted by social norms and hold the belief that self-indulgence is somewhat inappropriate.
Considering the comparison of the Hofstede Model between both countries Social Forces are Favorable and Unfavorable for Apple in India and the United Kingdom. 
Hofstede Model’s Advantages and Disadvantages
Advantages:
---Deepens cultural understanding: Facilitates comprehension of diverse cultures, fostering an appreciation for their differences. (Wale, 2020)
---Encourages global collaboration: Supports effective management of individuals from varied cultures, minimizing misunderstandings and conflicts, and optimizing communication and collaboration. (Wale, 2020)

Disadvantages:
---Outdated dimensions: Some argue that dimensions such as power distance index, masculinity/femininity, individualism/collectivism, short-term versus long-term orientation, and uncertainty avoidance may not fully capture the complexities of diverse social cultures. (Wale, 2020)
---Cultural, not individual focus: While the model aims to define cultural traits rather than individual characteristics, each person remains inherently unique, shaped by personal experiences that continuously shape their values throughout their lives. (Wale, 2020)
The evolving social landscape, particularly changes in consumer lifestyles, presents a significant opportunity for Apple to boost revenue and sales. Apple demonstrates high innovation to align with modern lifestyles, establishing its presence across international markets.

Technological Forces
Technological advancements exert a profound impact on the operations of Apple Inc. The expanding integration of technology into businesses offers Apple a growth avenue, enabling the extension of its technology services to a broader customer base and institutions.
Apple deals with significant competition from companies like Samsung, Microsoft, Intel, Dell, and others that have introduced innovative products at comparatively lower prices. In response to this competitive landscape, Apple has adapted by introducing enhanced versions of its existing products. Given the rapid obsolescence of technology, Apple must continually update its products to stay ahead of competitors. (Theophilus,2022)
-Technological Forces are Favourable in India 
In May 2023, India and Israel entered into a memorandum of understanding (MoU) to enhance collaboration in industrial research and diverse high-tech sectors, encompassing artificial intelligence (AI), quantum technologies, and sustainable energies.
In July 2023, Dell Technologies and chipmaker Intel disclosed a partnership to establish an AI lab in India. The joint effort aims to prepare students for the industry by addressing the digital skills gap. (MarketLine,2023)
-Technological forces are Favourable in the United Kingdom
As per the Global Innovation Index (2022) by the World Economic Forum, the United Kingdom secured the second position among 132 economies in the overall information and communication technologies (ICTs) category. Additionally, within the same group of nations, the UK achieved the fifth and ninth ranks in the ICT use and ICT access parameters, respectively.
In June 2022, the government introduced a digital strategy aimed at strengthening the country's digital economy. According to official sources, the newly unveiled UK Digital Strategy has the potential to boost the contribution of the UK tech sector to the economy by GBP41.5 billion ($50.2 billion) by 2025, creating an additional 678,000 jobs. (MarketLine,2023)
Legal Forces
Laws and regulations exert significant influence on companies, potentially posing threats if not adhered to. In the era of digital advancements, governments' emphasis on privacy has led to heightened privacy regulations affecting firms like Apple Inc. Failure to comply might expose Apple to legal challenges and threaten its standing. However, such circumstances also present an opportunity for Apple to enhance its business by implementing stronger privacy measures.
Apple's recent foray into the regulated financial services sector, with the introduction of Apple Pay, could subject the company to increased regulatory scrutiny. Offering financial services might elevate the risk of litigation for Apple. A substantial portion of Apple's revenue is derived from various products protected by intellectual property regulations, including software and music, rendering the company susceptible to both piracy and legal action. (Theophilus,2022)
Environmental Forces
Apple confronts a significant environmental challenge in managing the disposal of electronic products that are discarded or no longer functional. The expenses associated with disposing of such devices, particularly those containing lithium batteries, could be excessively high, obligating Apple to bear these costs due to environmental apprehensions about these devices ending up in landfills.
Concerns are escalating about pollution and environmental repercussions stemming from manufacturing facilities in China, potentially leading to heightened regulations and increased production costs. The impact of climate change due to global warming has the potential to affect transoceanic shipping and disrupt Apple's supply chain. Anxieties related to energy consumption and other environmental effects from data centers may result in intensified regulation and associated costs.
The business landscape, shaped by rapid and unpredictable changes in social, technological, economic, and political realms, necessitates Apple's commitment to innovative trends to meet customer preferences and stand out from competitors. Despite these challenges, Apple's demonstrated ability to adapt positions the company to thrive in a dynamic environment. (Theophilus,2022)
Similarities and differences- Macro Environment


















1. PORTER’S 5 FORCES

Source: Self Developed
(1) Threat of New Entrants
Substantial capital demands are inherent in the manufacturing of technological devices and the development of operating systems. Key market participants commit significant financial resources to research and development (R&D), ensuring a continuous stream of innovative products and services. Emerging entrants must generate competitive products and services, contending with industry leaders who annually invest billions of dollars in R&D. (Dudovskiy, 2019)
Formidable barriers to entry into the consumer electronics and tech sector arise from significant economies of scale. Emerging contenders will encounter challenges in competing with renowned global names like Apple, Samsung, and Google, which capitalize on economies of scale to achieve a cost advantage.
To put it differently, dominant players in the established market can secure resources at highly competitive rates and manage operations with low expenses due to the extensive reach of their activities. Conversely, new entrants are unable to enjoy the advantages of economies of scale, especially during the crucial initial years in the industry. (Dudovskiy, 2019)
· Threat of new entrants is medium in India. India is a price-sensitive market and people here want to get more benefits for the price they pay. Therefore, Apple has to compete with the new Chinese companies entering the Indian market that offer high specs and that too for lower prices compared to Apple.
· Threat of new entrants is low in the UK as people here prefer established brands and for a new brand it is difficult to create a strong brand equity. This is the reason why companies like OnePlus, Nothing, and Iqoo are not successful in the UK.

(2) Bargaining Power of Buyers
Apple commands a substantial degree of customer loyalty, attributable to the straightforward yet appealing design and advanced functionalities of its products. The company has cultivated a sizable community of devoted enthusiasts, a trend that is consistent across various markets and other Apple product categories. Increased customer loyalty diminishes the negotiating power of customers. Additionally, this heightened level of loyalty empowers the world's leading IT company, in terms of revenue, to market its products with considerable profit margins. (Dudovskiy, 2019)
Apple's product range seamlessly integrates, eliminating the need for downloads or installations. The cohesive Apple ecosystem encourages customer loyalty and significantly diminishes their bargaining power with the brand. (Dudovskiy, 2019)
· In India bargaining power of buyers can be considered medium, because there is less brand loyalty in the Indian market. 
· Buyers in the UK have low bargaining power as customers in the UK are loyal and not price-driven. 

(3) Bargaining Power of Supplier
-The bargaining power of Apple suppliers varies across supplier groups:
While the majority of components crucial for Apple's operations are typically accessible from various suppliers, there are specific components that are currently sourced from either a single provider or a limited number of sources. In general, Apple's suppliers can be broadly categorized into four groups, and the bargaining power of each category is depicted in the Table below. (Dudovskiy, 2019)

	Category
	Supplier
	Threat

	Processor and computer memory suppliers
	Motorola, IBM, Intel
	Medium

	Movie and TV program suppliers
	Disney, ABC, Fox, Sony
	Low

	Music suppliers
	BMG, Sony, Warner, Universal
	Low

	Suppliers of parts and components
	Acbel Polytech Inc., Cheng Loong Corp., GoerTek Inc
	Low



Most of Apple's suppliers consider Apple a significant client, and the costs associated with switching suppliers are not substantial for the company. Since 2012, Apple has increased its utilization of bargaining power in dealing with suppliers, primarily through the implementation of supplier audit checks as part of its corporate social responsibility strategy. (Dudovskiy, 2019)

(4) Threat of Substitutes
Given the rapid pace of scientific progress and the existence of numerous competitors, Apple is exposed to a significant threat of substitute products. Customers can opt for alternatives from companies like Samsung, Huawei, and Xiaomi, which offer similar functionalities at varying price points. Moreover, technological advancements have the potential to make older products obsolete, as seen with tablets and smartphones affecting laptop sales. To maintain competitiveness, Apple needs to consistently invest in research and development, differentiate its products, and cultivate robust brand loyalty. (Khalid,2023)
· Threat of substitutes is high in India for Apple. As per India’s location, it is closer to China on top of that Indian market is similar to the Chinese market; therefore, Chinese players have a good grip on the Indian market compared to Apple; however, Apple has introduced some variants of its products which are suitable for a market like India.
· In the UK, substitutes, hold less power comparatively, it can be marked as medium. One of the reasons is, that people here are willing to experiment less with their demands and try to stick to a product that they are already using.

(5) Rivalry within the Industry
The industry rivalry is high in India and the UK.
Intense competition characterizes the technology industry, especially in the realms of smartphones and personal computing. Apple faces ongoing challenges from key competitors such as Samsung, Huawei, and Xiaomi, all of which consistently introduce new products to challenge Apple's dominant position. These competitors possess substantial research and development capabilities and offer a range of devices at different price points, appealing to a diverse customer base. (Khalid,2023)

Similarity and Differences 
Apple, being a global company, faces somewhat similar scenarios in both countries, India and the UK. For instance, customer loyalty, bargaining power over suppliers, less threat of new entrants, and high industry rivalry. However, there are some differences like the number of substitutes is higher in India compared to the UK. Expectations of the people are also different in both the countries.


1. SWOT Analysis

Source: Self Developed
   Apple stands out as a leading innovator in technology globally. 
	INDIA
	UNITED KINGDOM

	Strengths
· Tech Leader
Apple is the technological leader globally, but especially in India, it has a brand image as an innovative brand. Apple paves the way for other brands to explore new opportunities. 
· New Manufacturing Unit
Apple has introduced its new manufacturing in India to produce some of the variants of iPhones. Apple now sells “made in India” iPhones which is promoted heavily in India.
The company's ability to manufacture its hardware, software, and other products places it at the forefront of the industry.
	Strengths
· Strong Brand Image
Apple has a strong brand image in the UK. People in the UK prefer to purchase a product from a reliable brand. Brands need to create a brand positioning which 
· Tie-Ups with Network
Apple has collaborations with network-providing companies that offer iPhones and other Apple products at contracts of 12 or 24 months. These contracts boost Apple’s sales drastically.
· Retail Stores
The prevalence of Apple stores in the UK serves as a clear indicator of the company's robust presence in that specific market. As of June 2023, Apple commanded a 50.8 percent share of the mobile operating system market in the UK. 

	Weaknesses
· High Prices
Apple’s Products have higher prices compared to other brands.  On top of that tax rates on electronic products are higher in India which makes Apple products costlier.
· Domination of One Product
In India whole market of Apple relies on iPhones. Other products of Apple are struggling in India.
· Less Delivered than Expected 
Due to the high price Apple’s products often have high expectations that the company cannot seem to fulfil. 
	Weaknesses
· Innovation Challenge
Apple, as a technological leader, is often under pressure to innovate and the company cannot always innovate which brings a negative image and can bring sales down.
· Closed Ecosystem
Apple is known for its software experience; however, IOS is a barrier to connectivity to other systems. Some groups of people like developers do not prefer Apple products as they do not provide freedom.

	Opportunities
· Growing Market
India is a growing market in all terms, education, economy, technology, etc. With this growth, it is a good opportunity for Apple to expand its market more firmly in India.  
· Increasing Purchasing Power
With India’s economic growth, the purchasing power of Indians is also increasing, and so is overall spending on luxury items. Therefore; Apple can grab the opportunity and grow with the market
· Large Market
Overall purchasing power is indeed low in India but India is the largest market compared to any other market. The large market allows blending into Apple and finding their niche.
	Opportunities
· AI Development
The biggest opportunity for Apple is the development of AI in the UK. The UK already has education, technology, and resources to research in AI.
· New Markets
Apple can explore new markets in the UK, as new products like AppleTV, iWatch, AirPods, Mac, and Apple Music are already successful in the UK.

	Threats
-Volatile Market
India is a volatile market where customers change their preferences quickly. It poses a severe threat to the company as it has to adapt to the market.
-Competition
As India is a big market it attracts too many companies; therefore, there are many competitors for Apple to compete with.
	Threats
-Decreasing Disposable Income
Due to recession the disposable income has decreased in the UK. It has affected Apple in one way or another. 
-Economic Uncertainty
The UK is facing an economic downfall, there have been a lot of fluctuations in the economy, and companies including Apple are struggling to find a good position in the market.



Similarities and Differences
Examining comparable SWOT factors for Apple in India and the UK reveals some shared strengths, such as a robust brand loyalty, substantial financial resources, the provision of high-quality products, and a commendable user experience. India-specific strengths include Apple's establishment of a manufacturing unit and its technological leadership. In the UK, Apple's strengths are attributed to its strong brand image, partnerships with network companies, and the ongoing expansion of its retail presence. Distinct weaknesses emerge in each region. In India, Apple contends with a reliance on a singular product and high pricing, while in the UK, its weaknesses lie in a perceived lack of innovation and a closed ecosystem. Identical opportunities stem from advancements in technology. India presents opportunities through its rapidly expanding market, increased purchasing power, and considerable market size. The UK, being the focal point of AI development, provides opportunities for exploring new markets. Conversely, the volatile nature of the Indian market and intense competition pose threats in India. In the UK, economic factors pose more significant threats.























1. STP ANALYSIS
Segmentation
In both countries, India and the UK. Apple Inc.'s market segmentation includes both geographical and demographic factors. Geographically, Apple has a significant presence internationally, with a focus on urban and suburban areas. Demographically, the company targets individuals aged between 20 and 45, irrespective of their marital status, who possess substantial purchasing power. Apple's products are tailored towards professionals, particularly those in executive roles. In terms of behavioral segmentation, Apple seeks to attract and retain loyal customers who not only continue to purchase its products but also show a willingness to explore and adopt new offerings. Psychologically, Apple targets specific social classes, primarily the middle and upper classes, indicating a preference for consumers with a sophisticated lifestyle. (Tien,2019)

Targeting
Apple targets a consumer base characterized by affluence, demonstrating a readiness to invest premium amounts in technologically advanced products and services renowned for their sophisticated design, extensive functionalities, and superior capabilities. The shared traits within Apple's target customer segment encompass a genuine appreciation for technology products and services that prioritize design aesthetics, exceptional quality, and high performance, valuing these aspects more significantly than the associated price points. (Dudovskiy, 2023)
Apple uses a combination of undifferentiated and differentiated targeting strategies. Apple has many products suitable for many types of customers. For example, iPhones can be used by content creators, gamers, and video editors. Similarly, iPads and Macs are also marketed for users who need more processing power in their usage. For these products, Apple uses a differentiated targeting strategy.
However, the quality, premium user experience, latest technology, and high-built quality remain the same in all the products. So, for these aspects of its products, Apple uses an undifferentiated targeting strategy.

Positioning
During Steve Jobs' tenure as Apple's leader, the company primarily adopted a mono-segment positioning strategy, catering to the preferences and needs of a singular customer segment. However, since Tim Cook assumed the role of CEO, Apple has consistently broadened its product offerings, transitioning from a mono-segment approach to a multi-segment positioning strategy.


· Perceptual Map Apple’s Brand Positioning

[image: ]
Source: TheInformedSheep

In the context of multi-segment positioning, Apple now endeavours to simultaneously target diverse customer segments by offering distinct product or service packages. This shift is evident in the fact that the iPhone, for instance, is no longer a one-size-fits-all device; instead, there are specialized high-end models, consumer-oriented models, and a range of older products that Apple maintains to address various niches and price points. (Dudovskiy, 2023)

Apple mainly uses a benefit positioning strategy. Apple charges premium prices for all its products, in exchange all Apple products users feel a sense of luxury and rich which Apple aims to do with the other aspects of its products. Nevertheless, Apple, recently, has been promoting the environment friendliness of its products. For instance, Apple has eliminated the charging adapter from the box of iPhones to contribute to reducing electronic waste. Furthermore, Apple has reduced its water usage, has made its product boxes smaller, and paper usage has also declined. Considering this, Apple has also started using the Pro environment strategy of positioning.







1. [image: ]MARKETING MIX – 7Ps
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Definition: 
· ‘Marketing mix is defined as a set of controllable marketing tools that a company uses to create a desired response in the targeted market.” (Riaz,2011)
· “Marketing mix is a combination of all of the factors at the command of a marketing manager to satisfy the Target market.” McCarthy (1964)
· “Marketing mix is the controllable variables that an organization can co-ordinate to satisfy its target Market.” McCarthy and Perreault (1987)
Product:
Apple boasts an impressive array of products in its lineup, including the MacBook, MacBook Air, MacBook Pro, iMac, iMac Pro, Mac mini, iPad, iPod, iPad mini 4, iPad Pro, iPhone SE, iPhone 15 Pro Max, iPhone 14 Pro, iPhone 13, iPhone X, iPhone 8, iPhone 7, iPhone 6s, iPhone SE, Apple Watch Series 3, Apple Watch Edition, Apple Watch Series 1, Apple TV, Apple TV 4k, Apple Music, and iTunes (Apple, 2023).
[image: Missed Apple 'Far Out' event yesterday? Here's full recap of all the ...]
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The success of Apple can be attributed, in part, to its adeptness in designing exceptional products. The company upholds an extraordinary level of confidentiality in its design processes and engages in extensive research to achieve innovative designs. Beyond the design realm, all Apple products are distinguished by remarkable features. For instance, the iPhone 15 Pro stands Max out with groundbreaking safety measures and an inventive 48MP camera (Apple, 2023).
Apple uses Family branding for its products in the United Kingdom and India, as Apple has a strong brand name and reputation. However, it markets different ranges separately. For example, Macbooks, iPhones, iWatches, Airpods. Therefore, it can be said that Apple uses a combination of Range branding and Family branding. Despite, operating in two entirely different countries, Apple’s branding, packaging, product design, and features remain similar. However, there is a difference between power adapters: in India, Apple uses TWO PIN Power Adapters and, in the UK Apple, uses THREE PIN Adapters.
India:                                                                                United Kingdom:
[image: Iphone Charger]              [image: iPhone power brick supplier to move into electric vehicle chargers made in  India - NotebookCheck.net News]
Source: IndiaMart                                              Source: NotebookCheck
Price:
Apple has implemented a strategy of premium pricing, as exemplified by the cost of the iPhone 15 Pro in the United Kingdom, which is £1099 or 41.62 per month for a 24-month contract (Apple, 2023). 
In India, the price of the iPhone 15 pro starts at Rs. 1,34,900 or 21,400 per month for a 12-month contract. 
Apple uses premium prices for most of its products; however, Apple also uses price skimming for the newest of its products while charging premium prices. 
Apple offers innovative products which are often different from those offered by the competitors. In addition to high profits, this premium pricing helps it maintain its high-end image of the company. It is one of the factors influencing price.
Another factor that manipulates price is the tax rate of the country. India has a higher tax rate compared to the UK on luxury products. Hence, higher price.
Place:
A place can be described as the structure by which products and services are transferred from the supplier or producer to the end consumer (Goi, 2009). It is a component of the marketing mix and encompasses distribution channels, storage facilities, transportation methods, geographical positioning, product variety, merging points, logistics, and the administration of inventory control (Singh, 2012). 
-In India, Apple has a website, recently opened its authorized store in Mumbai, and app as well. 
-The UK has more places, Apple has stores in almost every city, a website, an app, and tie-ups with network brands. 
Market Entry Methods
INDIA:
Strategic Alliance: In India, Apple plans to get in contract with Tata Group to manufacture its iPhones, the plant is set to take place in Tamil Nadu.  Tata is already an established brand name in India strategic alliance with Tata can boost its sales and will uphold its brand equity. (Bloomerg, 2023)
UNITED KINGDOM
Licensing: Apple uses licensing as a market entry method in the UK as it has given rights to several sim card companies.
Promotion:
Apple uses different types of promotions, some are common like newspapers, TV, social media, emails, events, etc as its promotion in both countries; nonetheless, its approaches are different in both countries. Similar forms of promotions: it focuses on customized marketing for each user on its social media, and customer support.
In India Apple focuses on the lower end of variants as its major sales come from cheaper models. 
In the UK, Apple is keen to sell its flagship products which cost more and the majority of revenue from those models.
People:
India:
As India is one of the manufacturing countries of Apple’s products, employees in India are trained differently. Indian employees are trained in how to assemble products of Apple.
United Kingdom
In the UK, Apple hires salespersons and managerial individuals mostly and trains them accordingly. For instance, sales-related training and managerial training.
Process
India
Apple’s Customer complaint process in India follows simple steps one way is a website or App where complaints can be registered, and a toll-free number on which customers can have a chat with customer assistants. 
United Kingdom
In the UK ways to contact Apple for complaints like Apple’s online store, Apple’s retail store, and Apple’s authorized resellers.
Similarities and Differences
Apple’s marketing mix is somewhat similar in both countries, with small differences. For example, all the products are the same but charging adapters are different. Similarly, places are also of the same type except for manufacturing units in India. Promotion strategies vary because of the country and customers’ preferences in the two countries. The combination remains the same. Employees are also different; India has manufacturing people and the UK has managerial and retail staff. Whereas, the process of customer complaints is generalized in two countries.









1. DIRECTIONAL DEVELOPMENT STRATEGY
Ansoff Matrix
[image: Ansoff matrix model]
Source: AQA
India 
Apple in India used a diversification strategy. Apple is known for its premium products; nevertheless, Apple introduced a new line of products which was a cheaper variant of iPhones named as iPhone SE
United Kingdom
In the UK Apple has used a product development strategy. Apple has introduced Apple TV+ in the UK. Apple TV is entertainment streaming platform.




1. Conclusion and Recommendation
[image: ]
Source: Vecteezy
Strengths-Opportunities: MAXI-MAXI
This Strategy is to maximize opportunities and maximize strength.
Strengths-Threats: MAXI-MINI
Strength to threats is to maximize strengths while eliminating or minimizing the impact of threats.
Weaknesses-Threats: MINI-MINI
WT focuses on minimizing weaknesses and removing threats.
Weaknesses-Opportunities: MINI-MAXI
WO means minimizing weaknesses and utilizing opportunities at maximum potential.


Recommendation
India:
The Indian market has a lot of potential and opportunities. In a market like India, a tech giant like Apple should maximize the opportunities and minimize its weaknesses. It means Apple should use MINI-MAXI in India. As Apple already has minimized its threats with its strong brand name MINI-MAXI looks prominent option to follow in India.
UK
The UK currently has a lot of fluctuations and uncertainties. This indicates there are threats in the market and in terms of internal factors Apple needs to work on maximizing its strengths. This clearly tells that Apple should use the MAXI-MINI strategy to grab its grip on the UK market again.
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