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ABSTRACT  
Apple Inc. is a renowned multinational corporation operating in the information technology industry on a worldwide scale.  In the current age of globalisation, characterised by advanced technology, consumers of Apple goods have a strong preference for performance-driven items that possess both aesthetic appeal and a focus on superior product attributes. The year 1976 saw the establishment of Apple by Steve Jobs and his associates with the objective of advancing contemporary technological goods.  This article discusses several competitive analysis techniques used to analyse Apple's competitive intelligence. 





INTRODUCTION 
Apple Inc. is widely acknowledged as one of the leading corporations in the information technology industry, specialising in the provision of internet services and consumer goods. Additionally, they have the distinction of being the biggest publicly traded organisation on a global scale.  In contrast, software includes operating systems such as maciOS, and iPad, among others. Apple Inc. was established by a trio of individuals, including Steve Jobs, Ronald Wayne, and Steve Wozniak. Simultaneously, Mike Markkula joined Apple Inc. and helped in facilitating the company's growth efforts. Furthermore, it is worth noting that Bill Gates made a substantial investment of $150 million and formed a partnership with Jobs, embarking on a protracted endeavour to build Internet Explorer for all Apple machines (Ahmer, 2019). Additionally, Apple Inc. has included a variety of captivating and innovative material into its devices, aiming to enlighten their intended consumer base (Al Jafari, 2016). 
 Demographic segmentation of Apple Inc.
  Based on the findings of a study conducted in 2018, it was observed that the mean income of those who use Apple iPhones was recorded at $53,251, while Android users reported an average income of $37,040. The demographic that is attracted to Apple goods has a greater propensity for engaging in shopping activities and allocating their resources towards premium merchandise. ( SOURCES , Flurry.2022)

Geographic segmentation of Apple Inc. 
Geographic segmentation profiling is a method employed by law enforcement agencies worldwide, drawing upon the principles of environmental criminology (Brantingham & Brantingham, 1981). It involves analysing the spatial patterns of crime scene locations associated with a series of interconnected offences to determine the probable geographic area where the offender is likely to reside or operate, commonly referred to as their anchor point (Rossmo, 2000a). This approach aids in narrowing down the investigative focus of the police to identify potential suspects. The anchor in question may include several aspects, including the individual's residential location, their place of work, or even their personal ties to a certain region via friends or family members. For instance, the domicile of a life partner. Geographical profiling classifies offenders into two distinct groups, namely Marauders and Commuters. (Rossmo, 2000a).

Examples of Geographic Segmentation
One instance of geographic segmentation may be seen in the strategic approach of an ice cream firm, whereby the company divides a nation into distinct regions based on varying levels of temperature. By specifically targeting the regions characterised by higher temperatures, the company aims to cater to the preferences and demands of consumers residing in these areas, who are more inclined to purchase ice cream products. However, this example is rather rudimentary. There are many aspects that one should consider while establishing their own geographic segmentation. There are several strategies that may be used to effectively target customers once the selection of a certain site has been made. Let us examine the optimal use of each option.
Example 1: Segmenting based on location
Segmentation based on geography is a common practise in several fields of study. This method involves dividing a population or dataset into distinct groups depending on their geographic location. By doing so, researchers may analyse and compare the characteristics, behaviours, or preferences of different groups within a certain area. This approach Although geographic segmentation generally entails categorising clients based on their residential or occupational locations, in this context, we are specifically referring to selling products only based on their availability in a particular region. This technology proves to be advantageous for organisations who own limited infrastructure or facilities, hence restricting their ability to cater to clients within certain geographical borders. Until recently, the food box subscription business known as Oddbox had limited logistical capabilities, restricting its delivery operations only to the geographical confines of London. Nevertheless, the company has recently extended its delivery services to include an additional neighbouring city, Brighton. 
Example 2: Segmenting based on time zone
Segmentation based on time zone is a common practise in several fields, including business, communication, and scheduling. This approach involves dividing individuals or groups into distinct categories depending on the geographical region in which they are located and the corresponding time zone they adhere to. By segmenting based on time zone, organisations may effectively manage, and coordinate activities Time zone marketing proves to be particularly advantageous for big enterprises due to their higher probability of conducting operations across several time zones. Smaller firms may find it advantageous to operate in countries, such as the United States, that include many time zones. Segmenting by time zone may greatly enhance the effectiveness of email marketing strategies. While it is always advisable to publish significant news and press releases at a predetermined time, generic email marketing campaigns frequently provide better results when they are sent at certain times of the day. Segmenting your email by time zone enables it to be sent at 8:45 am local time, so maximising the likelihood of it being received by your clients at the beginning of a Monday morning. This strategic timing ensures that your email is positioned at the forefront of their inbox.
Psychographic segments
Psychographic segments are generated based on the attitudes and beliefs that buyers have towards items. Psychographic segments tend to exhibit more accuracy in comparison to demographic segments, however their direct measurement poses challenges. In contrast, firms use indirect methods like as surveys or focus groups. Psychographics refer to a set of qualities that includes personality traits, attitudes, values, beliefs, interests, lifestyles, and behaviours. Psychographics may be used as a tool for discerning the underlying reasons that drive individuals' purchase choices.
Behavioural Segmentation
 Companies have the ability to monitor several aspects of client behaviour, such as online shopping activities, purchase records, and search inquiries. This information may also be used to ascertain clients' wants and needs. 
Apple’s marketing mix 4P
 The marketing mix of the organisation encompasses a range of methods and tactics that are used to execute marketing plans with the aim of attracting specific clients in sectors such as information .The primary emphasis of the marketing mix is in the four fundamental factors known as the 4Ps, which include product, location, promotion, and pricing. This business analysis case focuses on the marketing mix that is tailored to the distinctive technical characteristics of Apple's company.  Apple Inc. engages in activities that place it in direct rivalry with several entities in the information technology and consumer electronics sectors. These entities include Google (Alphabet), Samsung, Microsoft, and Sony. Additionally, Apple Inc. faces competition from video-streaming service providers, including as Netflix, Disney, Amazon, and Facebook (Meta), which directly compete with its Apple TV Plus service. Both IBM and Intel have a significant impact on Apple's competitive environment, marketing strategy, and marketing mix.  By implementing a comprehensive marketing mix consisting of the 4Ps (product, price, place, and promotion), this strategic approach to the market empowers the business to maintain substantial profit margins, hence facilitating the achievement of Apple's mission statement and vision statement.  (BY Greenspan. R, OCTOBER (26,2023).The formation of the Apple Computer Company occurred in 1970 subsequent to securing money for the development of Apple II.As the proliferation of personal computer use expanded, Apple saw a corresponding growth trajectory. The corporation had its first public offering of investment shares in the year 1980.The MacIntosh Computer was subsequently released by Apple in 1983, coinciding with the Super Bowl. The desktop publishing capabilities of computers have served as the fundamental basis for subsequent advancements that have now become standard inside the organisation. Currently, Apple, Inc. has a workforce of over 33,000 individuals and has achieved sales over 42 million dollars. Friesner, T. (2014, May).
Product

The product offerings include portable computers, namely Mac devices such as Mac Book Pro, iMac, MacBook Air, and Mac Mini. Additionally, servers are included in the product range, which consist of Xserve, Xsan, MacOS X Ser, and MobileMe. The accessories that are included include the Magic Mouse, Keyboard, and Led Cinema Display. The Wi-Fi based stations under consideration are Airport Express, Airport Extreme, and Time Capsule. 
Price
Apple is a computer brand that positions itself as a luxury product, prioritising factors other than price in its competitive strategy. The firm has implemented price reductions after the first introduction of its products.  The Apple iPad is available for purchase at a starting price of $499.The first price point for the Apple iPhone starts at $99.The initial pricing point for the Apple iPod Classic is set at $249.The retail price of the Apple iPod Nano is $149.The price of the Apple Mac Book is $999.The pricing of the Apple MacBook Pro is set at $1199.The Windows version of Apple QuickTime Pro is priced at $29.99.The pricing strategy used by Apple for the iPad involves the incorporation of a flexible approach, whereby the company retains the ability to decrease the costs in response to customer demand. This would align with a comparable reduction of $200 in the pricing of the iPhone in 2007.
Promotion
 A one-year guarantee is provided for all items in each instance. Apple, Inc has established authorised Training Centres around the United States, which provide comprehensive instruction in Mac systems, Mac OS X, and Apple's suite of professional apps. Apple Certified Trainers provide special educational options for IT and creative professionals, educators, and service technicians via a diverse selection of certification examinations and courses. 
People
Stephen P. Jobs serves as the Chief Executive Officer of the Executive Board at Apple, Inc. The Non Executive Board Directors at Apple, Inc. consist of William V. Campbell, Millard S. Drexler, Albert Gore, Andrea Jung, and Author D. Levinson.

Conclusion 
  This observation highlights the potential impact of risk-taking on individual outcomes, suggesting that it may either lead to success or failure. Furthermore, it underscores the notion that Apple have significant potential for growth and development. At now, Apple is exemplifying adverse characteristics associated with transnational corporations (TNCs), since it contributes to the worldwide debt crisis by exploiting its workforce. Apple's practises might be seen as contributing to the exacerbation of debt crises in less developed countries (LDCs) via their use of low-cost labour and access to inexpensive raw materials. The global economy might potentially get benefits if a transnational corporation (TNC) is ready to assume a positive role.
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