Running Head: COMPETITIVE ANALYSIS





1
COMPETITIVE ANALYSIS

5

Competitive Analysis
Name
Institution

Competitive Analysis

Apple Inc. is an American multinational technology firm with its headquarters in Cupertino, California (Kang et al., 2010). It designs, develops and sells various products that includes computer software. Its hardware products include the iPhone smartphone, the Mac personal computer among others. Apple PC has positioned itself well in the market, and it is using the strategy of product differentiation in design and functionality. They have different products with different features. A consumer, therefore, buys a product depending on their needs. The more sophisticated the features are, the higher the prices for their PCs. Additionally, the quality and features of the products are essential regarding differentiating it from the competitors. Apple posted a record high returns of $53.3 billion, with PC apple contributing $12.2 billion of the revenues in the second quarter of 2018.  

Competition in the PC industry is high, with most firms producing quality and affordable products. For instance, PC apple faces competition from companies such as HP and Lenovo. All these companies manufacture similar products with those of Apple. Therefore, competition for consumers is high, and each of the companies works hard to have a high market share. 

Lenovo is a Chinese multinational technology company, which is headquartered in Beijing China as well as North Carolina in the US. The company produces personal computers and is among the biggest competitors of Apple. It has positioned itself based on the product as well as value-based positioning strategies (Kang et al., 2010). For instance, based on the characteristics of products, its products have distinct features such as high processing speeds. Price is also another critical positioning strategy that is being used by Lenovo. Different products have different characteristics and hence different prices. Therefore, a person buys a product based on the features they want. The more the features the high the prices. Positioning by competitors is also a strategy being used by Lenovo whereby they look at what competitors are doing and try to improve. Financially, the company is the best regarding revenues generated in the 2017-2018 financial year. Its quarter 4 of US $10.6 billion was the best in the industry.

HP Inc. is an American multinational information technology firm with its headquarters in California US. Personal computers are among the products that the company develops. HP has positioned itself among the big players in the industry. They are using the positioning by competitors strategy whereby they look at the portfolio of the competitors and look for counter strategies. Product quality is also a strategy that they are using in that they ensure their products are of the best possible quality (Kang et al., 2010). HP is also a financial powerhouse with revenues of US $14.5 billion in the first quarter of 2018. 

Various characteristics differentiate the three companies. Quality of the product is the first one. Apple is known to have high-quality products at high prices as compared to the other manufacturers in the market. Consumers are however not too much concerned with the prices because they know the company does not compromise on quality and distinct features. The prices have a range depending on the product's features. HP and Lenovo have also had PC products at different prices depending on the features. Their products are however not as expensive as those of Apple. 

All the three companies have global coverage regarding the distribution of their products. Lenovo has however dominated the Asian markets while HP and Apple are more in the western countries market. Apple Inc. has perfected the art of vertical integration. The company manufactures its chips for its products. It, therefore, enjoys the flexibility and freedom in its manufacturing capabilities. Lenovo has also succeeded in vertical integration. HP has not succeeded in its vertical integration attempts.
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