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[bookmark: _Toc133591265]Introduction: Product Choice 
Technology has been and continues to be vital in shaping how people do things and interact with each other.  Technological advances have been a constant revolution, with effects and impacts radiating across all industries. One of the notable subsets of technology is communication and information, which has increasingly gained attention considering the value the world currently attaches to information. With the size of the information technology industry growing from $ 8179 billion in 2022 to $ $8852 billion in 2023 at a sustained compound annual growth rate of 8.2% (The Business Research Company, 2023), it implies that it is a lucrative ground for players, most of whom are established such as Apple. Apple is a technology company headquartered in California, US, with a profound global reach. As of 2022, it was the largest company by capitalisation and revenue (Singh, 2022). Apple designs, manufactures and sells IT devices, including personal computers and mobile phones. Statistics indicate that it is the fourth-largest PC vendor and the second-largest mobile phone manufacturer, which gives it a significant position to command the vast technology industry. 
Apple’s expansive product line fundamentally includes the phenomenal iPhone, its flagship brand. While the LG Prada was the first capacitive touchscreen smartphone introduced in 2006, the iPhone stands out as iconic in this league. This is particularly considering that the brand was conceptualised and solidly built on an innovative culture (Son et al., 2018; Heracleous and Papachroni, 2016), which still radiates the company’s image to date. As a flagship for a company that commands a significant market share in the mobile phone industry, the iPhone stands out as a brand for this analysis, which seeks to investigate its market performance relative to competition and other factors that affect demand to determine equilibrium. The constant changes in innovations from one model to the next to continually capture a dynamic market in consumer tastes and preferences, market choices, and income dispositions also define its suitability considering that it’s a premium product. 
[bookmark: _Toc133591266]Demand and Market Equilibrium 
The expansiveness of the technology industry, and notably the mobile phone segment, attracts large players who carve unique paths to appeal to their respective customers. Besides Apple’s iPhone, the market is served by brands such as Samsung, Techno, Oppo, Xiaomi, Lenovo, Huawei, Sony, Vivo, and Nokia. Each of these brands comes in different models that appeal to specific segments and are priced according to the year of development and rollout. For instance, iPhone 14 competes directly with Samsung Galaxy S23, the Google Pixel 7 series, and Sony Xperia 1 IV, among other brands and models, in performance and other related features. 
The growth in the monetary value of the mobile phone market is in part credited to the change in prices over time. Statistics by Statista Research Department (2023a) show that the average price per unit rose from $277 in 2018 to $318 in 2021. While there was a light drop from $318 in 2021 to $299 in 2022, projections indicated a steady rise to $320 in 2028 (Statista Research Department, 2023). Consistent with the aggregate price increase is the individual hike in prominent brands. Research shows that Samsung, Xiaomi, Oppo, and Huawei increased their prices in some major markets (Kulesh, 2021; Udin, 2022; Kirton, 2020; Dayaram, 2023). Going by Andreyeva, Long, and Brownell’s (2010) analysis of the solid correlation between price and demand, a rise in the prices of these brands is expected to cause an upward shift in demand for iPhones. 
As is the case with other goods and services, iPhones require complementary goods for holistic usage. According to Giri, Mondal, and Maiti (2016), a consumer must purchase complementary goods to derive complete and comprehensive usage of the product in question. Without these complementary products, the product may become irrelevant or inconvenient.  The iPhone’s complementary goods majorly include earphones, chargers, and similar hardware accessories, without which using the phone becomes daunting. Besides, a customer must purchase applications from the Apple Store to access certain functions. Chargers and earphones are usually sold as a single package with phones, and so are some apps. However, these products are also sold separately on the market. 
Research, according to Hindustan Times Tech (2022) and The Times of India (2022), shows that the prices of earphones have been increasing. Additionally, with fast charging increasingly becoming a common phenomenon, prices of chargers have also been soaring. While there is no indication of price increments of apps, research shows that the apps sold are expensive. Giri, Mondal, and Maiti’s (2016) analysis, consistent with Zhang, and Bockstedt’s (2020), illustrates that complementary goods have a negative cross-elasticity of demand. With the price of earphones and chargers rising, the expectation is to have a reduced demand for iPhones. However, considering Apple’s decision not to include earphones in some devices (Calma, 2020) and the innovative plan to adopt a ‘universal charger’ (European Parliament. 2022), it is analysed that the prices of these complementary products do not affect the demand for iPhones. 
Consumer income affects the market’s affordability of products. Income levels are analysed to be rising, especially in major markets. Emerging economies have also been established to exhibit resilience in shocks and assume an upward trend. According to Horowitz, Igielnik, and Kochhar (2020), Euro Stat (n. d), and Asian Development Bank (2021), income levels in North America, Europe, and across Asia, despite the distortions in the economic vibrancy of all markets due to the Covid19 pandemic. Based on Heien and Pompelli’s (2014) analysis, changes in income lead to a responsive change in the quantity demanded of a given product. By constructing the link between price and demand, a rise in income levels leads to a rise in the proportion of income the target market consumes on various products. As Table 1 and Figure 1 below show in the US market, the rise in income has led to a consistent rise in unit sales, as company data reveals, except for the decline experienced in 2022 as attributed to the devastations of the COVID-19 pandemic (Curry, 2023). It is plausible that a rise in consumer disposable income has led to more unit sales, as records show. 
	Year
	2021
	2020
	2019
	2018
	2017

	Per capita income ($)
	36430
	33740
	33140
	31454
	29429


Table 1: Trends in per capita income in the US between 2021 and 2017: Source: https://www.ceicdata.com/en/indicator/united-states/annual-household-income-per-capita

Figure 2: Trend in the US per capita income
Besides consumer income, iPhone brands are also significantly affected by tastes and preferences. According to Chandrasekhar, Gupta, and Nanda (2019), consumer tastes and preferences, which are also affected by the intensity of advertisements (Bagwell, 2005) profound in the technology industry, play a crucial role in the changes in the patterns and trends of consumer behaviour. A change in preference and tastes will likely change their purchase and consumption patterns. With the correlation being positive, a shift in tastes and preference in favour of a given brand will lead to more consumption. The reverse holds in cases of an unfavourable change.  While tastes and preferences vary across markets, Mustafa and Al-Rifat (2019) reveal that consumers profoundly like phones with attractive colour displays. In support of this change, Siringoringo and Thaeras (2018) indicate that customers in the phone market prioritise various features in descending order, with processor speed and keypad size being a top priority. The general trend in these preferences and changes is an inclination towards more sophisticated mobile phones with higher performance. Since iPhones are considered high-tech and motivated by an innovative culture, this change is in its favour, leading to a rise in unit sales. 
Customer expectations combine with tastes and preferences to yield a profound framework for marketing activities. As Chandramma and Shashidhara (2018) illustrate, the importance customers place on mobile phones for communication and interactive engagements has resulted in higher expectations on manufacturers. With preferences and tastes for sophistication and unmatched performance, and user experience exponentially soaring, customers expect that the manufacturers will continually design and deliver what suits them. High quality, as a rule, fetches high prices, which explains why iPhones are high-end products in terms of pricing relative to the competition. As pressure on Apple Inc. to roll out high-quality phones, the company will continually invest in processes and systems to match this demand. Resultantly, there is no expectation that iPhone prices will come down in the near future.  In this case, the link between price and quality means that the demand would not dip due to this pattern. 
iPhones are a brand that radiates class. As is the case with other products, iPhones appeal to a specific demographic, unique and different from the rest. Research conducted by Hixon (2014) reveals that iPhone users are more educated, have higher income levels, and are generally more affluent. By implication, people who prefer this brand majorly belong to the middle and upper class of the socio-economic demographic. As Aigner-Walder (2014) illustrates, changes in the proportion of this population provide insightful information about future trends and patterns in sales and revenues. Based on Foot and Gomez’s (2006) clarification, population growth impacts economic growth, implying that the middle and upper-class size also affects iPhone’s position in the segment. Research by Statista Research Department (2022) indicates that the proportion of the middle class is expected to rise between 2015 and 2030 across the world, with Asia Pacific recording the highest growth from 1.38 billion to 3.49 billion in the same period. With everything held fixed, a rise in this demographic signifies a potential expansion of the market for iPhones. 
[bookmark: _Toc133591267]Price Elasticity of Demand
Prices are integral elements that determine the financial rating of a company. Prices affect revenue generation, including influencing how many units can be sold, especially in view of the industry and level of competition. Price changes considerably affect demand, explaining why companies must choose appropriate pricing strategies. The price elasticity of demand concept explains the changes in demand for the commodity in relation to price adjustments (Yaman and Ofiaeli, 2022). Based on this element, the demand for products may change less proportionately to changes in price, while others experience a more proportionate change as a result. The nature of the commodity, availability of substitutes, income level, habits, and the proportion of income spent crucially affect the demand for iPhones. 
One key factor affecting price elasticity is the nature of the commodity in question. Commodities are mainly categorised as necessities or luxuries, which explains the difference in their responsiveness to price changes. While basic or necessity commodities have inelastic demand, luxury gods have elastic demand. Inelastic demand, in this case, means that price changes have little impact on the quantities demanded. The reverse holds for elastic demand, in which a small change in price results in a more than proportionate change in the quantity demanded. While mobile phones would be considered luxuries in the traditional definition of what constitutes basic needs, Siddiqui, Jabeen, and Muntaz’s (2014) discussion of their proliferation and the continued technological revolution constructs them as necessities that make life better.
The necessity factor linked to iPhones is on a larger scale, especially considering that it is one of the core features that differentiate one social class from another. As noted, the general principle is that goods in the necessity league have an inelastic price demand. By implication, therefore, an increase in the price of iPhones has little to no effect on the quantities of units demanded. For instance, Palmer, Spoonauer, and Prakasha’s (2023) report indicates that iPhone 14 recorded a more exemplary performance relative to iPhone 13 over the same period despite the former selling at $ 799 and the latter at $ 699. The demand for iPhone models will likely keep rising despite price increments, provided the innovative culture continually holds the brand image of the phone. 
Besides the nature of goods, research on consumer behaviour shows that consumers would likely change their consumption patterns in price increments subject to the availability of substitutes. According to Anderson et al. (1997), the high availability of substitutes will lead to an elastic demand for the product in question. In this case, the speed and ease of switching to alternative products is high, implying that a small change in the commodity’s price will lead to a more proportionate change in the quantity demanded. In light of this link, it is deemed that a rise in the price of the iPhone would lead to a decrease in its demand as the market finds solace and comfort in Samsung, Nokia, Lenovo, Oppo, and other phones on the market with more or less the same features. However, as noted in the nature of the commodity factor above, iPhones’ price changes will have little effect on their demand amid other mobile phones. The demand is, therefore, inelastic. 
The level of income characteristic of the aggregate market also affects the price elasticity of demand for a given product. As Sabatelli (2016) illustrates, a change in the income level determines the market’s purchasing power as disposable income for consumption becomes increasingly constrained. In a logical connection, a rise in income would lead to higher consumption, while a shrinkage would constrict demand and consumption. Research reveals that demand is inelastic for people with high-income levels as they would generally be less price sensitive. High-income earners in the context of iPhone purchases appropriate a small fraction for this purpose, meaning that a change will only result in a slight increase in this proportion. Based on Hixon’s (2014) findings consistent with contemporary findings, iPhone users belong to the upper echelons of the income strata. Impliedly, a change in the price of these brands would have little effect on the quantities demanded. 
[bookmark: _Toc133591268]Conclusion 
The use of mobile phones has become habitual. People find it hard to stay far from their mobile devices, which explains why it would be in their hands most time. The modern era has seen online applications and social media interactions soar, making mobile phones a resourceful asset. Their use has, over time, become habitual. Based on Olmstead et al.’s (2015) study, a habit builds into a necessity, implying that a good whose consumption is habitual rates as a basic or necessity commodity. A habitual good, consistent with mobile phones, specifically iPhones in differentiating social classes, has an inelastic demand. In this case, an increase in the price of iPhones would result in an insignificant or no change in the quantity demanded. 
iPhone’s performance on the market is exemplary. It’s founded on and powered by innovation and the need to continually appeal to a unique niche in the mobile phone segment. The nature of its price elasticity of demand is formidable in determining the pricing strategy to apply. As demonstrated in Figure 2 below, a change in the price of this brand yields an insignificant change in the quantities demanded. An increase from P2 to P1 would result in a less proportionate drop quantity from Q2 to Q. Based on this pattern of response; Apple Inc. can apply a premium pricing strategy. As Subrahmanyam and Arif (2022) affirm, there is a positive correlation between premium pricing and customer retention, which is consistent with the inelastic demand pattern in this case. A rise in prices would have little impact on the quantities demanded.
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Figure 2: Inelastic demand characteristic of iPhones. 
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