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[bookmark: _Toc122136570]1-Apple Inc
Apple Inc. is the world's leading technology brand that design, produces, and sells various products and services including smartphones, computers, laptops, tablets, and various other wearable and portable devices. It also provides its customer with services such as third-party digital content, Apple News, etc. The company was founded by Steve Jobs and Wozniak on April 1, 1976 (Abdukarimova, 2021). Ever since the company's emergence, it has been growing rapidly and now has become the most famous brand in the technological industry and also a market leader. It has positioned itself so well in the market, that now many brands want to grow like it. While the company's vision is “We believe that we are on the face of the Earth to make great products, and that’s not changing,” its mission statement is “Bringing the best user experience to its customers through innovative hardware, software, and services" (Apple, 2022).
[bookmark: _Toc122136571]2-PESTLE Analysis 
Following is the PESTLE of Apple 
[bookmark: _Toc122136572]2.1-Political 
Apple has gained a high market share in the USA and has gained high revenues due to it. As a result, it has created higher taxation, especially when income inequality has become a higher issue. Moreover, It can be very costly for the company to find an alternative manufacturer to China. Thus leading to higher prices for the company (Nicas et al., 2021)
Apple also has the potential to become a nationalism and anti-Americanism's target, thus resulting in a lower market share. Moreover, similar to US and Japan, Apple’s close relationship with China could lead to the country being seen as a threat (Nicas et al., 2021)
[bookmark: _Toc122136573]2.2-Economic
As the labor costs in China are increasing, its economic advantage of Apple can get reduced. Moreover, as the US dollar is becoming stronger, it is becoming harder for Apple to do business with other countries like China and Europe (Nicas et al., 2021). The rapid growth of developing countries has enhanced the demand for Apple products 
[bookmark: _Toc122136574]2.3-Social 
Apple can expand and grow its market in Africa as very less people know about Apple and its products there (Amron, 2018). Since the brand is expensive there has been a backlash in the United States, Europe, and Asia (Amron, 2018). Moreover, Ethical concerns about Apple having its manufacturing units in China, can cause an uproar and limit sales (Nicas et al., 2021). Many customers residing in other countries than china can get offended and if tension between apple and china is created. Also, people's need to look rich and have a better social image has enhanced the demand for Apple products 
[bookmark: _Toc122136575]2.4-Technological 
With the overall world advancement in technology, the competitors of Apple, Google, and Samsung are not far behind. As soon as Apple launches a product or service, both companies create a copy and provide the same services to their users, not letting Apple have a USP for a longer period of time (Han & Park, 2010). There are also very less consumer products that Apply can introduce to the market now. Moreover, some of its products also have a very limited and small market.
As the trend for using smartphones and tablets has arisen, Apple computer demand is decreasing . The increase in cybercrime potential and incidents has also put Apple and its fame for security under great pressure (Han & Park, 2010). However, Apple uses the best available technology and is highly focused on innovation 
[bookmark: _Toc122136576]2.5-Legal 	
Apple pay also includes working in highly regulated financial services, thus causing higher government regulation and oversight. Moreover, Apple may face high litigation due to its financial services. A lot of products created by Apple are covered by intellectual property laws, thus there are risks of piracy and litigation.
[bookmark: _Toc122136577]2.6-Environmental 
Apple is highly concerned about the cost of disposing of its devices. If the disposal becomes a major issue in the future then Apple would be forced to bear high costs (Heracleous & Papachroni, 2016). Apple may also face higher regulation and costs by manufacturing in China due to the pollution created in the manufacturing units 
While China is working to cut greenhouse gases and limit the consumption of fossil fuels, Apple's manufacturing costs could increase (Heracleous & Papachroni, 2016). Due to climate change and global warming, Apple can also face disruption related to transoceanic shipping and supply chain
[bookmark: _Toc122136578]3-Environmental Scanning 
Given the PESTLE analysis of the company, it has been noticed association with China can bring a lot of harm to Apple in terms of increased costs, high tensions, more environmental concerns, etc. Moreover, Apple's technological gap with its competitors has been reducing day by day. The demand for some of the Apple products such as computers and TV has also been reducing due to the market trend of increased use of tablets and smartphones. Moreover, another trend focuses on not buying Apple products due to their higher price.
[bookmark: _Toc122136579]4-Environmental Analysis
The environmental factors that can harm the company and its operations are the price of the product, environmental aspects and pollution, higher costs in China’s manufacturing units, high competition in the industry and easy availability of technology, entering the financial services market, and price of the dollar 
The environmental factors that benefit the company are high innovation and use of updated technology, rapid growth in developing countries, and eople’s need to have a better social image in the society 
[bookmark: _Toc122136580]5-Porter’s Five Forces
[image: ]The elements of Porter’s Five Forces are, rivalry amongst existing competitors, bargaining power of suppliers, threats of new entrants, bargaining power of buyers, and the threat of substitute products 
Following is Porter's Five Forces model for Apple 
[bookmark: _Toc122136581]5.1-Rivalry Amongst Existing Competitors 
The rivalry amongst the existing competitors in the industry is very high. Very powerful companies such as Google Inc. and Samsung have associated in direct competition with Apple. All the companies in the market invest highly in their research and development and marketing departments, thus not only is the competitive force similar for all the companies but also strong.
Apply has tackled this competition by making innovation its competitive advantage. It keeps on creating newer and more innovative services and products that appeal to the target market. However, these products and services get copied by competitors very quickly (Kim, 2019).
[bookmark: _Toc122136582]5.2-Bargaining Power of Suppliers 
The bargaining power of suppliers is restricted as there are many suppliers of the company. Thus, the suppliers have very low bargaining power. Apple has a  lot of suppliers to choose from, thus every supplier tries their best to offer Apple the best deal and work according to Apple's conditions (Kim, 2019)
[bookmark: _Toc122136583]5.3-Threats of New Entrants 
The threats of new entrants that could compete with Apple are very low. Apple spends highly on research and development and creating a unique and favorable brand image (Google News, 2022). It also has a very high share of the market and a strong market position that most competitors can not beat. For a new company to make an impact it needs to do things accurately. First, it must invest highly in research and development, and next, it should create a strong and favorable brand image in the mind of the consumers. 
[bookmark: _Toc122136584]5.4-Bargaining Power of Buyers 
Due to low switching costs, the customers have very high bargaining power. They have the choice to switch to other brands since all the services and products offered by Apple and its competitors are almost homogeneous. Moreover, there are two types of consumers in this scenario; individual and collective. While the individual consumer has very low or no power, and the company is not affected if the individual consumer switches, the company is impacted by the collective consumers (Kim, 2019). The collective consumers' rejection of Apple's products rapidly decreases the revenue of the company. Thus, Apple makes sure to take consumer insights in mind. For its customers, it tries to be innovative and create unique products like AirPods and Apple watches and have good communication at all times with the customers (Gilmore, 2019)
[bookmark: _Toc122136585]5.5-The threat of Substitute Products 
 The threat of substitute products for Apple is relatively very low. The substitute products that Apple has, have very low or limited functions such as telephones, etc. The innovativeness and uniqueness of Apple shown in its goods and services have not let any other product gain a higher market share (Kim, 2019).
[bookmark: _Toc122136586]6-SWOT Analysis 
	Strengths 
· The company has the most valued brand as its brand value currently is $408 billion  (B.M, 2022)
· It is the most reliable company that has personalized advanced computers and smartphones as depicted by the products created
· It uses the top technology in its products and focuses highly on innovation
· It has been expanding its services as it has just entered the financial services market and is providing its services 
· The company highly spends on its research and development and as a result, develops unique and innovative products (Gawer & Cusumano, 2013)
	Weaknesses
· The prices of the products are very high, and not every person can afford them.
· It spends a very limited amount on promotion and marketing due to its already-created strong brand image
· There is incompatibility with other software as when an apple user starts using apple products he or she is not able to use any other software except for Apple’s 


	Opportunities 
· Due to Apple's innovation and technology, its market has been growing and its customer base has been developing. Moreover, the retention rate of Apple customers is increasing.
· Apple can create an expansive distribution network and gain higher revenues compared to its current very limited distribution network 
· Apple can create products that are made using green technology. By opting for sustainable and eco-friendly technology the company can enhance its brand image further and gain higher revenue (Shahan, 2022)
· Smart wearable technology is yet to grow and dominate. In research, it was found out that by 2022 smart wearable technology would have a +27 billion market and around 233 million unit sales. Apple can create products beyond Airpods and Apple Watch 
	Threats 

· There is no countermeasure for the Airtag problem. While these were primarily created to help people recover long items, currently they are being used for various criminal acts such as stealing and stalking (Snider, 2022) 
· Many counterfeit products of Apple have been created in developing countries and are sold at Apple's original price 
· Apple while having a strong position in the market faces high competition.  While Android owns 72 percent market share, Apple only owns 25 percent market share
· With the rise in hacking, Apple has to work hard to maintain its brand image (Guardian News, 2022).




[bookmark: _Toc122136587]7-Segmentation 
Demographic-  Apple’s target market includes 18 to 45 aged individuals who belong to various castes and religions. These are either single, married with kids, or married with no kids. While these include 66% percent female, only 34% include male customers. Moreover, Apple users are less likely to be old and retired individuals 
Geographic- Apple’s retail stores are in various cities worldwide. Moreover, official websites are present in 88 countries worldwide 
Psychological and Behavioral- Apple aims for individuals who want luxury products and are social status conscious. It also looks for individuals who believe in innovation and want premium products
Socio-Economic Status-  The individuals who buy Apple products are those who have ample money and want to have a good social status in the community
Geo-Demographic- While developing countries spend less on Apple products, developed counties spend higher amounts due to disposable incomes. Moreover, while females buy more apple products than men, people of younger ages buy more products than older age
[bookmark: _Toc122136588]8-Targeting  
Apple uses an undifferentiated targeting strategy as its target segment includes high-income groups, individuals between ages 20 to 40, and people who get emotionally attached to products. The company has become the premium provider of innovative and quality products, thus it targets individuals who enjoy advanced products and services and are social status conscious.
[bookmark: _Toc122136589]9-Positioning 
Benefit-  The benefit provided by the company is innovative and technologically advanced products that help the consumers live a high-quality life
User-  The users of Apple include mostly individuals aged between 18 to 45, who have higher incomes. While mostly the brand is used by the younger generation it is also used by mostly females.
Competitive-  Its products are competitive because of high innovation and technological advancement 
History- While the company started as a small brand, it has grown into a world-famous company. Over the years it has relied on innovation and technological advancement to grow 
Pro-environment-  While the company has very less green technology currently, it aims to follow green technology trends and adopt them by 2030
Apple has created a strong position of innovation and advancement in the market. The company has ensured to show how it uses technology and develops advanced features that help the customers live a high-quality life. The positioning of the company has made sure to attract advanced customers who love to use innovative and technologically advanced products.
[bookmark: _Toc122136590]10-7 P’s of Marketing 
[bookmark: _Toc122136591]10.1-Product 
 The company uses Family branding or corporate umbrella branding for all its products as it aims to brand all its goods and services under Apple. The company sells Bets products, iPhone, AirPods, Mac, iPad, Apple Watch, Homepad, and other accessories under Apple's name. Moreover, it also sells services such as Apple Music and ApplyPay under the same brand (Han & Park, 2010). Moreover, Apple has used brand and line extensions for its products. While it has used line extensions to bring newer models of its products such as iPhone 7, iPhone 8, iPhone 8+, etc., it has used brand extension by bringing in different products under the same umbrella such as iPhone, iPod, Macbook, etc.
[bookmark: _Toc122136592]10.2-Price 
For all the products Apple would use Premium pricing or value-based pricing. This would help the company get the value of the products that it is offering in the market. (Raketić & Rašević, 2017). While charging high for the products and earning high profits, the company can also position itself as a highly valued brand. 
[bookmark: _Toc122136593] 10.3-Place 
The company can use Apple Stores and Online Stores to sell the products directly to its consumers. It also has a Direct Sales Force in various markets to sell a few of its products. Many wholesalers have also partnered with the company to distribute and sell its products and services. Moreover, many retailers such as Carphone Warehouse in London also help the company distribute its products to the consumers. Apple should use its previously created distribution strategies as they work adequately and cater to the masses.
[bookmark: _Toc122136594]10.4-Promotion 
[bookmark: _Toc122136595]Apple should first use a limited-time price reduction technique where it should give a discount on or slightly reduce the price of newly introduced products in the market. Moreover, when loyal customers buy Apple products again they should be given a discount or a complimentary gift along with it. For instance, on the purchase of new iPhones, Apple should give free Air pods to its customers. 
10.5-People 
The Apple Care Protection Plan created by Apple also provides customers with services and support from Apple experts. The company has customer support through which the customers can contact the company. However, the company should keep on hiring more professionals to ensure that it remains productive and all the issues are timely solved. 
[bookmark: _Toc122136596]10.6-Process 
The processes used by the company are highly efficient and secret. However, the processes used by the company include designing products, manufacturing them, testing them, and then selling them in the market (Abdukarimova, 2021).  The company to ensure that it remains efficient and effective should focus on change management and should keep on updating its process. It should also cut down on processes that add extra weight and cost and result in lower profitability 
[bookmark: _Toc122136597]10.7-Physical Evidence 
Apple has created a minimalistic and inviting Apple store that provides customers with a personalized experience. The stores make the customers feel welcome and engaged. Moreover, the packaging provides the consumers with a sensory experience from the moment they see the advertisement to the usage period. Apple designers have the responsibility of making the packaging visually appealing, and similar to the product.
[bookmark: _Toc122136598]11-Recommendation 
[bookmark: _Toc122136599]11.1-Ansoff Matrix 
For market penetration, the company should market iPhone in the existing markets. It should focus on increasing Apple’s market shares by opting for extensive marketing techniques such as influencer marketing promotional offers and creating a further string brand image. 
For market development, the company should sell its iPhone, Airpods, and other products in Africa, where very less individuals know about the brand. This would help the company increase its market share and develop operations in a new market
For product development, it should introduce green technology and then sell them off in the same market. It should focus on environmentally friendly and sustainable products in America and Europe, where Apple has an already developed market. 
For diversification, Apple should create new wireless products such as the Apple auto driving feature, in newer markets such as Africa. This could help develop a strong base in newer markets. 
[bookmark: _Toc122136600]11.2-Product Life Cycle 
Following are the strategies that will be used by the company concerning defense and attack in the growth phase of the product life cycle
[bookmark: _Toc122136601]11.2.1-Defense Strategies for Pioneer
For defense strategies, the company would opt for a confrontation strategy in the growth stage. It would directly compete with the competitors by opting for better marketing options. It should also create advertisements that dis the competitors and reflect how their products have the upper hand. Moreover, the company should also focus on expanding its market share in Africa, so that it could directly compete with Android in the region. 
[bookmark: _Toc122136602]11.2.2-Attack Strategies for Followers 
For attack strategies, the company should opt for flank attack strategies as it should attack its competitors such as Samsung and Google in their weak spots. Apple should search for the markets its competitors are underperforming or not entering and gain a competitive advantage there. 
[bookmark: _Toc122136603]11.2.3-Strategies in the Maturity Stage 
The company in its maturity stage should opt for a Global expansion strategy. It should market the products in places where it does not have an already developed market.  Moreover, the company should also opt for penetration as it does. For the products that get old or reach the stage of maturity, the price should be lowered, so that more people buy the products and increase the sales of the company.
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