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Introduction

Apple Inc. is a well-respected international technological firm that has come a long way since its inception in 1976 (Khan, Alam and Alam, 2015). The business focuses on the creation of consumer products, computer programmes, and internet services. Apple has risen to the top of the increasingly competitive technology business because of its consistently ground-breaking product lineup. Apple has dominated the smartphone industry by providing innovative functions and simple interfaces, with much of the company's attention focused on the iPhone (Podolny and Hansen, 2020). The purpose of this research is to gain a deeper understanding of Apple as a company by looking at its background, operations, industry dynamics, product description, business environment, primary markets, and methods for completing the assigned tasks.
Demand and Market Equilibrium Analysis 

In this section, the author will discuss all the moving parts in the demand and supply equation for Apple's iPhone to see how they fit together.
Price of Substitutes:
Smartphones from competitors like Samsung, Google, and Huawei are viable alternatives to Apple's iPhone (Park, 2022). The demand for iPhones may be affected if the cost of alternatives lowers. Competition from cheaper alternatives might reduce demand for iPhones among those who prioritise cost. If the price of competing products rises, however, the iPhone may become more appealing and see an uptick in demand (Hadi, 2021). The availability and cost of alternatives have a significant impact on customer choices. According to conventional economic theory, consumer demand for a product fall as the price of available replacements drops (Gupta et al., 2021). This is so because customers now have more options to choose from, including cheaper ones. When demand for the iPhone rises, it is because buyers see it as a better value than competing products, which might be negatively affected when substitutes' prices rise (Angerhofer and Blair, 2021).
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Figure 1: Supply Demand Curve (Sloman, Garratt and Guest, 2019)
The demand and supply chart may be used to visualise this idea. If the demand curve for iPhones is already sloping downward, a drop in the price of alternatives would cause the curve to move to the left, signalling a drop in demand. The demand curve would move to the right, suggesting an increase in demand, if the price of replacements were to rise.

Price of Complements:

Accessories including cases, headphones, and smartwatches are available as iPhone complements (Park, 2022). If the cost of accessories drops, more people will be able to acquire iPhones because they can finally afford the accessories they need. On the other hand, if the cost of accessories goes up, consumers may be less likely to purchase iPhones (Beag and Singla, 2014). Things that work well together are called "complementary," and they can be either ingested together or utilised in tandem with one another (Gupta et al., 2021). Decreases in the cost of accessories tend to boost interest in the primary offering. In the case of the iPhone, if the cost of add-ons like cases and headphones drops, it becomes more appealing for customers to buy the iPhone along with these items, which might lead to increased demand for iPhones.

Consumer Income:

Consumers' disposable money is a major factor in the iPhone market (Khan, Alam and Alam, 2015). Increases in disposable income may boost iPhone sales since more people will be able to purchase these devices. On the other hand, if people's disposable income drops, they may be less likely to buy iPhones in favour of meeting their basic needs. iPhone sales may be dramatically affected by shifts in customer disposable income. Those with more disposable money may be more likely to splurge on a high-priced item like an iPhone. With more money in their pockets, shoppers may splurge on luxuries like the latest flagship cellphones (Hadi, 2021). So, it stands to reason that a rise in disposable income would boost iPhone sales. 
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Figure 2: Created by student
The income elasticity of demand is a metric used to illustrate how changes in consumer income affect demand. If there is income elasticity of demand for iPhones, then a rise in consumer income would lead to an even greater increase in demand. If demand is income inelastic, however, rising incomes will not boost it as much as they would otherwise.

Consumer Tastes & Preferences:

iPhone sales are very sensitive to consumers' whims and preferences (Park, 2022). The need for certain characteristics, layouts, or technical developments may rise or fall as customer tastes shift. For instance, iPhones that excel in specific categories, like camera quality or battery life, may see increased demand. Maintaining demand for Apple's products depends on the company's ability to adapt to shifting consumer tastes through product development and advertising (Giachetti and Giachetti, 2018). Consumer preferences and tastes are arbitrary and susceptible to change. Apple's ability to read and respond to these shifting tastes is crucial to the iPhone's continued success. It is possible for Apple to increase demand for its products by catering to consumer tastes through the introduction of novel features, designs, and technical improvements. If, for example, more people start looking for smartphones with top-notch cameras, Apple's decision to prioritise camera quality in its iPhone models will likely pay dividends.
Consumer Expectations of Price:

Demand for the iPhone can be affected by consumers' projections about its future price. Demand might temporarily fall if buyers put off purchases in the hope that prices would go down (Han et al., 2022). In contrast, demand for iPhones may temporarily surge if buyers are anticipating a price hike or the introduction of a new product. Current demand is heavily influenced by consumers' anticipations. Customers may decide to wait before making a purchase if they believe the price will go down in the near future (Gillespie, 2019). The anticipation of lower prices in the future might dampen demand in the here and now. On the other hand, buyers may rush to buy iPhones before the release of a new model with improved features or a price hike (Khan, Alam and Alam, 2015). The brief spike in demand might be attributed to the scarcity or price shock that consumers anticipate. Factors like rumours, product release schedules, and marketing campaigns all play a role in shaping these anticipations. Consumers' expectations about Apple's future pricing and product introductions might be influenced by the company's marketing and communication methods.

Demographics - Number of Consumers (Buyers):

Demand is also strongly influenced by the available consumer pool (Bogart, 2018). The potential market for iPhones grows as the world's population rises and as new markets develop. However, demand might fall if there are fewer potential customers (Gillespie, 2019). This could happen as a result of demographic trends or market saturation. The demand for iPhones is proportional to the size and expansion of the consumer market. The number of prospective iPhone customers grows in tandem with the world's population. Apple has been actively extending its market share, focusing on emerging economies and demographics with increasing purchasing power (Waterson and Doyle, 2017). However, growth may be stunted by an oversaturated market. Further expansion may be constrained in developed economies where a sizable section of the population already owns a smartphone. To maintain or boost demand, Apple may need to emphasise product differentiation, innovation, and market segmentation.
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Figure 3: Demand Curve (Bogart, 2018)
The demand curve illustrates the correlation between the availability of customers and the level of demand. Adding more prospective customers would cause the demand curve to move to the right, signifying a rise in demand (Han et al., 2022). On the other hand, if the number were to fall of purchasers would cause a leftward shift in the demand curve, suggesting a decline in demand.
Price Elasticity of Demand

The author will now discuss how the iPhone, Apple's primary product, responds to each of the elements that affect the Price Elasticity of Demand and determine whether or not the factor implies that demand is more elastic or inelastic.

Substitution Effects - Luxury vs. Necessity:

The iPhone is a product that users might perceive as either a luxury or a necessity, depending on their own circumstances. While smartphones in general have become indispensable for modern forms of communication, work, and entertainment, the iPhone in particular has become synonymous with high-end components, aesthetics, and reputation (Giachetti and Giachetti, 2018). The iPhone's premium image may make consumers less willing to negotiate prices.
The demand for a product is less responsive to changes in price when consumers view it as a luxury item, as opposed to a basic one (Bogart, 2018). The unique capabilities, design, and reputation of the iPhone may be more highly valued by customers who consider it a premium product. Therefore, they may be less concerned about cost and more likely to pay for the iPhone's high pricing. Therefore, the luxury factor indicates that iPhone demand may be less elastic.
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Figure 4: Substitution Effects (Gillespie, 2019)
It's worth noting, though, that the iPhone's prestige may be seen differently by different demographics and markets. Due to the iPhone's useful features and widespread acceptance in modern culture, it may be seen as a necessity by certain consumers (Park, 2022). The iPhone, for instance, may be viewed as more of a need than a luxury in workplaces and fields that rely significantly on technology. Therefore, the luxury factor's effect on iPhone demand elasticity is nuanced.

Income Effects - Percentage of Income:

A customer will spend a sizable chunk of their salary on an iPhone. The iPhone has earned a reputation as a high-end, expensive smartphone. For people with lower earnings or who live in areas with lower average incomes, the cost of an iPhone may therefore constitute a sizable chunk of their total disposable income (Beag and Singla, 2014). Demand is more flexible when a consumer is willing to spend a larger proportion of their money on a purchase (Bogart, 2018). As a result, the market for iPhones is extremely sensitive to price fluctuations. When the price of an iPhone goes up, consumers with less discretionary income may be more price sensitive and choose for less expensive alternatives or put off their purchase. This suggests that iPhone demand may be more elastic if the purchase constitutes a sizable proportion of income. Apart from that, the income elasticity of demand for iPhones may differ amongst socioeconomic groups. People with higher incomes may be less affected by price fluctuations because of their larger purchasing power, whereas those with lower incomes may be more price sensitive and have more elastic demand for iPhones (Hadi, 2021). It is possible that they will be able to weather price hikes without significantly altering their spending habits. Therefore, the income level of the target market can affect the income factor's effect on the elasticity of demand for iPhones. Demand for the iPhone may be less elastic than other products when considering both replacement effects and the luxury vs. necessity perception of the device (Remneland-Wikhamn et al., 2013). Those who consider the iPhone a luxury item may be more prepared to spend a higher price for the phone because of its superior design and prestige. The demand for iPhones, however, appears to be more elastic when income effects and the proportion of money spent on acquiring an iPhone are taken into account. Consumers with lower disposable incomes may be more sensitive to price fluctuations and more prone to adapt their spending habits accordingly (Han et al., 2022).

It's vital to keep in mind that a number of factors, some of which interact with one another, affect the iPhone's price elasticity of demand. The income element may imply elastic demand, while the luxury perception may indicate inelastic demand (Căpătînă and Drăghescu, 2015). The demand elasticity for iPhones is affected by a number of factors, all of which must be taken into account for the whole picture. Demand elasticity can also vary between customer subsets, markets, and time periods, all of which must be taken into account. The price sensitivity and demand elasticity of iPhones can be further shaped by consumer preferences, market rivalry, technical advances, and general economic conditions (Waterson and Doyle, 2017). Apple may better match customer wants and stay competitive in the smartphone market by taking demand elasticity into account when deciding on price strategies, market segmentation, and product differentiation.

Recommendation with justification 

Skimming pricing would be the proposed price policy for the company based on the examination of the elements that drive demand for Apple's iPhone and the understanding of demand elasticity. Skimming pricing entails setting a high initial price for a new product in order to attract early adopters and consumers who place a high value on the product's distinctive qualities and prestigious reputation. The reasoning behind this suggestion is as follows:

· First, The iPhone's high-end specs, sleek form, and well-known name all contribute to the impression that it is an expensive luxury product. Apple may capitalise on the iPhone's high-end reputation by using a skimming pricing approach to increase its selling price (Beag and Singla, 2014). Those who are eager to be seen with the newest iPhone model are the ones most inclined to spend the premium price.

· Second, apple's iPhone is distinguished from competitors by its superior design, intuitive user interface, and compatibility with other Apple products and services (Căpătînă and Drăghescu, 2015). Apple's strategy of charging a premium for the iPhone at launch helps to distinguish the iPhone's unique selling points from those of its rivals. The high pricing is warranted and the skimming tactic is bolstered by the unique selling proposition.

· Third, consumers are less likely to react negatively to the price of luxury items than they would be to those of more practicality. People that view iPhones as luxury items may be more inclined to spend a higher price for the product because to its superior quality, design, and reputation (Remneland-Wikhamn et al., 2013). In this scenario, a rise in the iPhone's price may have no effect on demand because of the iPhone's high perceived value.

· Fourth, people who are first to try a new product Skimming pricing techniques work best when aimed at early adopters. These buyers are prepared to shell out more money to flaunt their wealth by acquiring cutting-edge gadgets as soon as they become available (Beag and Singla, 2014). Apple can capitalise on the excitement and readiness to pay a premium for new inventions by establishing a high price at launch, attracting the early adopter market group and generating bigger profit margins.

It is necessary to keep in mind that the skimming price approach needs to be backed up with strong marketing and communication that highlights the iPhone's special qualities, technical advances, and overall value proposition. Apple has to keep pouring money into R&D to assure that the premium price and continued market dominance of each new iPhone release (Angerhofer and Blair, 2021). While skimming prices have shown to be successful for Apple's iPhone, it is important to keep an eye on changing market conditions, rivalry, and consumer tastes. Apple may need to make adjustments to its pricing strategy to remain competitive and sustain demand as market saturation grows and new competitors enter the market.
Conclusion

The complicated dynamics of pricing in the smartphone industry are brought into sharp relief by the examination of the factors driving demand for Apple's iPhone. Demand for the iPhone might be somewhat inelastic due to its prestige brand image, but it could be more price sensitive and hence more elastic due to income. To make the most of the iPhone's high-end reputation, innovative features, and early user base, Apple could use a skimming pricing approach. Apple may earn the most money possible in the beginning by charging a high starting price. However, the pricing strategy has to be constantly evaluated to ensure its continued efficacy and flexibility in response to changes in market conditions and consumer tastes.
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