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[bookmark: _Toc113902085]Introduction 
Marketing and promotions of a flagship product can be tricky for an organisation. This is because the market has already a great deal of set expectations from the product, and there is a huge number of brand-loyal customers whose perceptions are to be taken into account before taking account of any step. Hence, the overall requirement of environment analysis (internal and external) becomes extremely important. 

This report focusses on Apple iPhone and carries out an environmental analysis through usage of different popular tools such as PESTLE, SWOT, and Marketing Mix. The purpose of the report is to analyse the challenges and kind of business environment faced by Apple iPhone and how efforts can be made in order to improve the same. 

[bookmark: _Toc113902086]PESTLE Analysis 

PESTLE can be defined as a strategic management and environmental analysis tool largely implemented by a business owner or analyst to evaluate the external factors that might influence the company (Pathak, 2017). The acronym PESTLE (or PESTEL) stands for Political, Economic, Social, Technological, Legal, and Environmental factors that influence a business or a product. For any long or short-term marketing strategy, a decision-maker needs to take account of all these factors. The method is comprehensive because it covers all the factors and aspects related to a business. 

[image: What is A PESTLE Analysis with Examples - Dijital Serüven]
Figure 1.0: Acronym of PESTEL explained (Tutuş, 2022)

As a luxury and premium smartphone, the decisions around iPhone are to be taken into account after a careful assessment of the external factors. Here is the description of PESTEL for the brand:

Political Analysis
iPhone has its presence in almost all parts of the world. Hence, the political stability of the regions in which the brand is used and operated along with the stability in the regions in which the iPhone is manufactured is quite critical. It is interesting to underlined that the iPhone is not manufactured or assembled in one country but in various parts of the world. Apart from China, Taiwan, Thailand, Vietnam, Philippines, Malaysia and Indonesia, India has emerged as one of the key production regions for the iPhone (Statista, 2022). Hence, political stability of these nations, trade agreements between countries, and their overall relationship with the United States shall be critical in ensuring smooth production and supply of the key flagship product of Apple. 

Economic Analysis
iPhones are considered as a luxury and premium smartphones. Owning an iPhone is still considered as a matter of pride and gives the owner a sense of satisfaction (Hayes, 2022). Due to the premium brand image of the company, the price range can start with $1100 for the basic Pro Max version (Apple iPhone 13 price in US, UK, 2022). In a struggling global economy as well as the UK economy when the economic growth has been affected due to Covid-19 and Brexit (in case of UK), it will be quite challenging for iPhone to maintain the same trend for growth as the customers might prefer other economical option. In addition to this, increasing labour cost in China can also be a critical determinant and might affect the future of iPhones in the world. 

Social Analysis
iPhone is blessed (and cursed) of having the image of a valuable and expensive brand. The societal perspective towards the product might change based on the existing trends and environment. For the Gen Z that looks forward to having products that provide higher value for money, something that the iPhone might not attract them (Apple vs. Samsung: Is Samsung Making a Comeback in Gen-Z?, 2021). 

Technological Analysis 
Apple has been considered as one of the most innovative companies in the world (Forbes, 2022). The company is responsible for changing the smartphones industry through the introduction of iPhone that helped in fusion of different electronic devices. There is no doubt that iPhone can be deemed as one of the best designed and performing smartphones in the industry with a continuous focus on innovation. However, factors such as data leaks and failed projects can bother the company on a whole. 

Legal Analysis 
There is a significant hue and cry around the importance of privacy and copyrights issues surrounding the product (O'Flaherty, 2021). In addition to this, there are different regulations related to intellectual property rights and privacy around the world which the company needs to take into consideration. There are increased calls for iPhone to make changes in the way private data of the users is managed. 

Environmental Analysis
Apple is considered as a market leader when it comes to environment and emission related factors. The company has constantly strived to reduce greenhouse emissions and carbon impact on the world. The decision to reduce packing size and excluding products such as chargers from the iPhone boxes has been taken to ensure that total carbon waste can be reduced. In 2019, the company was able to reduce 35% of its carbon footprints, a trend which is expected to continue in the future as well (Apple Newsroom, 2020). 


[bookmark: _Toc113902087]Michael Porter’s Five Forces Model 
After taking account of the external environment of iPhone, the next part of the report takes account of the Five Forces Model, a tool used by analysts to evaluate the overall competitive rivalry in a sector. As explained by Porter (2017), Michael Porter’s Five Forces Model takes account of five critical aspects related to a product or an enterprise which helps in concluding the overall level of intensity (and competition) between brands. 
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Figure 2.0: Constituents of Michael Porter’s Five Forces Analysis (Planium Pro, 2022)
For iPhone (Apple), the different aspects of Five Forces Model are discussed as follows:
1. Bargaining Power of Buyers (HIGH): The overall cost of switching a brand in the smartphone sector is too little for the customers. Even though an individual’s decision to leave iPhone for a rival brand does not really bother Apple, a collective decision by a group of buyers can be devastating. The buyers (on a whole) enjoy high bargaining power but this is countered by branding, innovation, and presentation of unique products in the industry by the company. 
2. Bargaining Power of Suppliers (LOW): In regards to iPhone and other products manufactured by Apple, most of the supply chain and production facilities are owned by the company. There are a huge number of potential suppliers for the company and hence there is no real issue for the business to shift from one company to the other (Maverick, 2022). The switching cost for Apple to exchange one supplier for another is relatively low and not a significant obstacle. 
3. Threat of Substitute Products (HIGH): There are a number of companies that produce smartphones such as Samsung, OnePlus, Vivo, Huwaei, and Sony. The threat of substitute products is quite high as the dissatisfied customers can easily shift from iPhone to any of the other brands and products. Apple manages this threat by providing the most innovative products and aligning luxury with the iPhone brand, something which the other smartphone brands have not managed to attain till now. 
4. Threat of New Entrants (LOW): The smartphone sector has high entry barriers. The overall requirement of capital for setting up a manufacturing and distribution facility are rather huge. Hence, the company does not need to worry about the threat of new entrants as far as the smartphones sector is concerned. 
5. Overall Rivalry (HIGH): The company faces overall high level of intense competion in the smartphones segment (The Week, 2020). Companies such as Sony, Samsung, and Huawei are international conglomerates and have no lack of capital. These organisations also spend a lot of amount in research and development and pose a critical threat to the supreme position of iPhone in the smartphones market.  

[bookmark: _Toc113902088]SWOT Analysis 
In continuation with the assessments carried out in the previous part, the report presents the SWOT Analysis of iPhone here. SWOT Analysis is a very popular and comprehensive method based on which the internal environment and capabilities of a firm could be analysed (Krwawicz, 2019). The acronym stands for Strengths, Weaknesses, Opportunities, and Threats, and aims at covering all these areas related with an enterprise. For the iPhone, the following points include the SWOT analysis:

Strengths: The product has a strong brand based on product marketing and perception of the users. The availability, supply chain, and service mechanism are also quite impressive and covers almost all parts of the world. The features and innovations included in the iPhone makes it the leader in the smartphone industry. 

Weaknesses: The most critical factor is the price of the product which is quite high. People always hope for an affordable version, but that’s not in the plans. It also goes against their brand. Hence, expansion in the low-income markets remains an impossible proposition. 

Opportunities: The company can seek entering into emerging markets more by aggressive marketing techniques, collaboration with fintech companies, and provision of EMI opportunities so that affording the iPhone can be easier. 

Threats: Factors such as security and privacy concerns along with significant competition faced by Korean, Japanese and Chinese smartphone brands, especially in emerging and low-income markets can be a factor of concern for the management of the company and for the smooth expansion of iPhone in these markets. 
[bookmark: _Toc113902089]Marketing Mix Strategy 
After taking account of the SWOT Analysis, the next aspect would be carefully analysing the marketing mix of the product. As explained by Srivastava (2012), marketing mix refers to the four most critical factors that eventually help in creating a marketing plan for an organisation. 

Product
The product keeps on updating each year with new features and aesthetics. There is a trend of owning the iPhone as soon as it is launched. There is hardly any other brand of smartphones where people can be seen queuing outside stores on the date of launch. This is something which the product has achieved. Since the product is linked with software and programs offered by the parent company, it also persuades a buyer to purchase other products (such as MacBook or iPad) along with taking subscription of different applications. Although each year new products, means cannibalization, but in iPhone’s case, the lesser price of older product attracts a different segment of customers than the newer ones, focus more on tech specifications 

Place
iPhone is distributed through Apple stores located in almost all major cities. In addition to this, there are official retailers and supermarkets which also keep stock of these phones. Furthermore, the product is easily available on different ecommerce stores such as Amazon. The product has a strong service network which improves overall reliability of the brand. 

Price
Since the product is a pioneer in the smartphones industry and a luxury product, the company charges a premium price on the product. When a new iPhone is launched, the company follows a price skimming technique as the buzz around the new launch is quite high. 

Promotions
iPhone has created a unique position in the market, with its in numerous differentiating factors. Its new models always have a new tagline which positions itself to promotes the brand. The brand does not compete with other competitors but simply presents how iPhone has evolved digitalisation and made the lives easier by presenting different innovative features. iPhone product launches are spectacular and well-received events. 

[bookmark: _Toc113902090]STP Analysis of Apple
[image: ]
The summary of the STP Analysis of the company has been drawn and demonstrated in the above diagram which takes account of various aspects of segmentation, positioning, and targeting areas of the enterprise. 

[bookmark: _Toc113902091]Conclusion and Recommendations 
To conclude, the report took account of a comprehensive marketing analysis of iPhone which is a flagship product of Apple, Inc. The report underlined how external and internal environment has evolved and constantly changing and the impact thereof on the long-term marketing goals of the enterprise. 

Ansoff Matrix for the company has been prescribed as follows:
[image: Ansoff Matrix - Apple India]
Based on the report, there are a few recommendations:

1. The company should take account of a plan through which expansion in critical markets such as Korea, China, and Japan could be possible. Currently, these markets have a low Apple presence. 
2. The company can also distribute its production to different locations around the world in order to reduce its dependence on China as in event of any further pandemic, the supply chain would not be affected. 
3. The company must have a well-detailed approach to target the emerging economies such as Russia and India. 
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