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Introduction
[bookmark: _GoBack]	The iPhone is one of the products of the Apple Company. Apple’s mission statement, well as, vision statements can be considered to be the bases for the firm’s success as part of the most valuable businesses around the globe. Incorporated in 1976, the company has turned out to be the symbol of both innovation, as well as, elegance in design. Basically, the firm’s corporate mission together with vision statements motivate its workforce to not only support but also contribute to innovation for purposes of realizing competitive advantage over its competitors. The firm’s generic strategy along with intensive growth strategies describe such competitive edge, specifically to counteract the impacts of competitors such as Samsung, Sony, Dell, Lenovo, Google among others (Hill & Jones, 2010).  The firm has instituted changes within its vision together with mission statements in the course of time for purposes of reflecting changes within the firm since the era of Steve Jobs to present leadership of Tim Cook. It can be argued that the mission statement together with the vision statement as at present represent Apple’s efforts within addressing the business opportunities within the computer technology, cloud computing, semi-conductors industries, consumer electronics and digital distribution services (O'Grady, 2009).  
Competitive and Market Goals
	Apple Inc. has developed a marketing plan that sets the objectives along with the strategies for making each of its products reach a wide customer base around the globe. The marketing environment has turned out as quite receptive to the firm’s high-quality products. The firm’s products like the iPhone have given clients fresh ideas about technology. The iPhone is considered to have satisfied the customers’ expectations in addition to providing a distinct value among competitors. Although the firm has positioned itself as the favorite brand, it has continued to invest in innovation in order to win and retain customers (Sadeghi, 2012). Apple does not simply target markets but it targets people. In that regard, it directs focus on the users and allows them to decide on the manner and where they will utilize its products. Due to such reasons, the firm’s target market is wide. Apple’s products attract a wide range of demographics, from the teenagers to the large firms. Adults, as well as, teenagers utilize the iPhone for their daily needs like phone calls, internet connection, map directions, cameras and documents. 
Financial Performance
	Since the launching of iPhone X, Apple has realized record financial performance. Within the initial fiscal quarter of 2018, that ended on December 30, 2017, revenue was $88.3 billion, which was 13% above the previous year’s quarter and a whopping 68% jump from the past quarter. In addition, net income, earnings per share and operating income also set records.   The firm managed to sell 77.3 million iPhones in the course of the aforementioned quarter, although that was not a record as in the previous year’s quarter it had sold 78.3 million iPhones. Even though that translated to a 1.2% decline, the firm’s management noted that the previous year’s quarter was made up of 14 weeks, whereas as this year’s “normal” turned out to be 13 weeks (Hill & Jones, 2010). 
Either way, within a weekly basis, the recorded quarterly sales were 6% above the previous year’s quarter. On the other hand, the mean selling price of iPhone increased by $101, from the previous year’s quarter price of $695 to this year’s price of $796, which reflects the iPhone X’s higher price. In accordance to Tim Cook, the Apple’s CEO, iPhone X turned out to be the best-selling smartphone around the globe, in the course of the December quarter, and has been the firm’s top-selling phone each week from when it was launched. 
Customer Targeting Strategy
	The Apple Inc. targets teenagers, college and university students, business people, as well as, adults.  The teenagers are classified as part of the firm’s target market. Teenagers make use of Apple products such as iPhone for multiple purposes. Part of the purposes include calling and socializing with friends, listening to music and many others. Apple Inc. also targets college together with university students. It is in that regard that the iPhone has been designed in such a manner that the students can make use of it to record notes in a quick manner. Moreover, the iPhones assist in keeping the notes in an organized form and besides the gadgets are light thus can easily be carried around every place that the students may be in need of them (Sadeghi, 2012).
	On the side of the business people, they are usually intrigued by the firm’s products. Apple devices such as the iPhones have a very useful business quality. The devices can be utilized in finishing various business tasks efficiently, in addition to communicating easily with clients. Most importantly, they assist in the sending of business documents in an easy manner. In addition, the adult people are also targeted by the Apple Inc. The adults make use of the iPhones for communication purposes among other purposes (O'Grady, 2009). 	
Product line and Product Positioning
	 Product positioning refers to a marketing effort and it is usually done through promotion, as well as, advertising. A firm’s product, its element and brand identity play a significant role within the positioning of a product.  Apple Inc. has been used of diverse strategies to differentiate its products from those of its competitors.one of the product strategies that Apple makes use of is the development of good high quality products.  Within the firm, it is termed as the “great product” strategy.  By putting much emphasis on the production of high quality products, Apple outshines its competitors as it introduces to the targeted customers user-friendly products that are user-friendly (Hill & Jones, 2010). In addition, Apple focuses on functional packaging of products. Instead of focusing on a flashy packaging, the firm tends to focus on a utilitarian aesthetic packaging that does not come out as boring or plain to the customers. 
Most importantly, the “great product” strategy direct focus on quality rather than quantity. This implies that instead of producing a wide range of new products year after year, the firm focuses on certain products and goes on enhancing them, in place of diversifying to develop other products that lie within the same category (Sadeghi, 2012). It is in that respect that Apple continues to enhance the iPhone and releasing new iPhone versions time after time. On the other hand, Apple Inc. has a unique manner of advertising its products, which makes it outdo its competitors. The advertisement of the Apple’s products is based on the philosophy of “The Less the Better”. In that respect, its advertisements are done in such a manner that they feature clear, as well as, straight messaging, in addition to making use of minimalistic colors. 
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