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Apple Inc.
[bookmark: _GoBack]The company selected for this assignment is Apple Inc., a multinational technology company that manufactures, designs, and markets personal computers, smartphones, tablets, accessories, and mobile communications (Downing, 2012).  The consumer service company also markets portable digital music players and sells related software. Its main products include the iPhone smartphone, Mac personal computer, iPad tablet computer, and wearables Home and Accessories (Apple TV, AirPods, Apple Watch, and iPod touch). One of the Apple services includes digital content stores and streaming services that allow customers to discover and download applications. Other services include AppleCare, iCloud, and Licensing. ICloud services stores music, stores, and contacts, whereas AppleCare is a fee-based service that extends phone support eligibility and hardware repairs (Downing, 2012).   
 The company was ranked 4th in the Fortune 500 in 2020, a dip from position 3 the previous year. 
Most recent annual report
Company name: Apple Inc. 	
Ticker (stock symbol): NASDAQGS: AAPL
GICS Sector: Information Technology 
GICS Sub Industry: Technology Hardware, Storage and Peripherals
Target customers
The target customers for Apple products is youth and working professionals aged 22-55, both males and females. This audience is brand and style-conscious and hence targeted by the company. These consumers also love new gadgets and technology, and since most are a working population, they can afford the products.  However, with different products, the age dimension varies. For example, iTunes, app store, and Apple Pay are mainly used by people aged 18-30 while the apple watch and TV apple are used by customers aged 20-45+. Finally, smart and compact devices are used by people aged 20-45 years. Apple products are affordable by medium to high-income households and individuals. Research shows that individuals who own Apple products have an average income of around $100,000. 
Factors that could shift the demand curve for Apple products
Demand curve shifts happen when a commodity is demanded at any price, even when the commodity's price does not change. Some of the factors that could shift the demand curve for Apple products include:
Changes in tastes: consumers may have a positive or negative taste of Apple products. People may like or dislike the products from the Apple Company. When the taste and preference are favorable, the demand curve shifts to the right and vice versa. For example, consumers may prefer mobile phones from Apple Company against its main competitor, Samsung. In such a case, the demand curve will shift to the right. 
Changes in Population: ideally, a large population is associated with an increased market for products. If the global population increases, Apple products may find more customers, which would lead to a shift in the demand curve. 
Income: income is perhaps the main factor in marketing, especially for expensive products like those of Apple. Compared to other companies, Apple products are more expensive, and most low-income households cannot afford its products. Thus, if the income of such individuals increases, the demand curve for Apple products will increase.  
Prices of substitute goods: this is another factor that affects the demand curve of a product. Consumers typically make comparisons in terms of quality and price for similar products. For example, for Apple iPhone, similar smartphones could act as a substitute for the company. These include Samsung, Huawei, Techno, Nokia, among others. Mac personal computer faces competition from HP, Samsung, Lenovo, and Dell. If the substitute products' prices fall, the consumers may ditch the Apple products and go for alternative products. 
Factors that could shift the supply curve for Apple products
Changes in technology: advanced technology could make the manufacture of Apple products easier and cheaper. In such a case, the supply of Apple products will increase, which will lead to a shift in the supply curve.
Government regulations: government interventions such as taxes and licenses could affect the supply of Apple products. Since Apple Inc. is a multinational company, the foreign market could preserve its products and impose hefty tariffs on imports. In such a case, the product's supply may be decreased, which would shift the supply curve to the left. 
Elastic or inelastic?
The company’s products are expected to experience elastic demand. People are likely to shift to other products if Apple products become expensive. For example, people will go for cheaper smartphones such as Huawei, Samsung, and Techno if the iPhone becomes costly. Like those provided by Apple, luxury goods are the most elastic goods (Giachetti, 2013). 
Accounting vs. economic profit
Accounting profit refers to a company's net income obtained by subtracting expenses from the revenue. Economic profit is similar to accounting profit, but it includes opportunity costs and explicit and implicit costs. Apple’s profitability is accounting profit because the cost of raw materials and wages have to be included. 
Expenses
The significant expenses incurred by Apple Company include operating expenses, R&D expenses, distribution expenses, sales commissions, and Labor expenses. The majority of the costs are variable. Variable costs include labor, commissions, and raw materials.  
Market structure
Apple Inc. maintains two types of market structures; oligopoly for smartphone brands and monopolistic competition for its branded computers (Fan, & Yang, 2020). Oligopoly structure arises because there are only a few Smartphone manufacturers (Apple and Samsung). Again, there are only two competitors when it comes to operating systems. These are Windows and Android. This makes Apple's computer operating system to be an oligopoly market. The company can maintain its position in the market because it’s too difficult for competitors to enter. This is mainly attributed to the company’s differentiation strategy through quality and workmanship (Johnson et al., 2012).
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