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	Apple is the world’s wealthiest and most successful corporation with its best-selling products, advanced software and technology, and inventive concepts. This company surely stands far ahead of the rest, but what is oft less considered are the marketing strategies Apple implements that make for such successful products. The strategic concepts themselves can be seen in Apple’s latest marketing strategies, which take the four Ps of marketing into careful consideration, with two of its latest products. 
	In September of 2013, Apple held one of its latest keynote presentations. Apple CEO Tim Cook presented two brand new iPhone products: the iPhone 5s, and the iPhone 5c. Simply put, the iPhone 5 became an obsolete product altogether while two variations of the initial product were introduced to the market. The iPhone 5s comes complete with an A7 chip (the highest Apple offers), a higher resolution camera, fingerprint-reading technology, and a much sleeker design with three color options:  silver, gold, and space gray. The iPhone 5c has more color options—offered in green, yellow, blue, pink, and white—and the same camera introduced with the 5s, but no new technology and a lower-grade chip. The iPhone 5c is offered for $99 (16GB) and $199 (32GB), while the iPhone 5s is offered for just $100 more in each category with a $399 option available for a 64GB iPhone. (Apple) For most users, the choice seemed clear: the iPhone 5s trumped the iPhone 5c in many a category—as even the higher price seems to fit the advances—so many technology-driven blogs and websites deemed the iPhone 5c a failure, as they failed to recognize the clever marketing strategy behind this new product.
	The price to produce the iPhone 5c is far less than it is to produce an iPhone 5s, especially considering the quality and appearance of the casing—colored plastic versus shining aluminum. While some were bound to purchase the iPhone 5c over the iPhone 5s, it appears that the iPhone 5c did exactly the job it was meant to: draw more consumers to the iPhone 5s by offering only one other option (the iPhone 5c) that was less innovative than its comparative product (the iPhone 5s). When faced with a decision between an iPhone 5 and an iPhone 5s, a consumer may choose the iPhone 5c in order to spend less money and only miss out on two or three new features, while the iPhone 5s is a completely different alternative to the iPhone 5c. With no option “in the middle”, consumers will almost always be more drawn to a more innovative design with more features, even if the expense level is higher. Dave Thiers of Forbes mentions the luxurious status of the iPhone as a product in its entirety, claiming that a $100 difference will not matter to a consumer purchasing an iPhone if one model appears more superior to another. 
This theory has been proved to apply with higher correlation to seasoned Apple consumers. Those who have previously owned an Apple product make up a higher percentage of iPhone 5s purchasers, while those migrating from other platforms like Android make up the higher consumer base percentage of iPhone 5c buyers, according to Brad Reid of BGR. In fact, most business analysts concede that this “low-budget” iPhone [5c] as it has been called was meant to target Android users. One of the top cited reasons users prefer Android to iOS—the software utilized in Apple products—is the customization options, according to Business Insider. Allowing consumers to select a vibrant color for their iPhone, in addition to obtaining the newest software—iOS 7—seemingly made to accompany the iPhone 5c with all of its varying customizable options, became a way for Apple to compete with one of Android’s only competitive fronts. “Later in the purchase cycle, more sales may shift to the 5c—a less expensive, non-flagship product is for later adopters, not the day-one buyers,” claims Sascha Segan of PC Mag. This would be consistent with the standard product life cycle, projecting that profit does not peak at a product’s introduction, but instead after the product has been saturated over a period of time. Segan references a claim by analyst Ben Bajarin that “the time for the iPhone 5c is early to mid 2014.” Later success for the iPhone 5c as a product of its own—not as a marketing ploy for the iPhone 5s—would be consistent with Apple’s past patterns when it comes to sales of inferior iPhone models later in the quarter. (Umiastowski) The iPhone 5s, according to sales analyst Ben Popper of The Verge, was much higher in sales ratio to the iPhone 5c in its first week of release as opposed to its forth, as shown in the chart below:
[image: ]
Though sales of the iPhone 5s still exceed those of the iPhone 5c at slightly less than a 2-to-1 ratio, if this number continues to decline into 2014, this sales pattern would be highly correlational to previous sales patterns for past iPhone models. 
In order to accurately gauge the initial success of the product based supply and demand, Apple manipulated the place where the new iPhones would be sold. With no preorder option available, consumers were forced to physically pick up their new iPhones in-store on September 20th, or any day after that if the products had not sold out yet. Would more consumers default to the iPhone 5c when the iPhone 5s became unavailable? Would the nature of this sale affect sales of either new iPhone? Can this consumer behavior be predicted? Sales analysts found that more consumers were more likely to wait for the iPhone 5s to be available than choose to buy the iPhone 5c instead if the 5s had been the intended purchase. 
In all reality, the iPhone 5c was never intended to overshadow or be more successful than the iPhone 5s. Consumers in today’s society feel like they are smarter shoppers because of the research tools available to them. A simple Google search with the keywords “iPhone” and “comparison” can provide a consumer with a side-by-side list of each feature of every iPhone since the first was introduced back in June 2007. At the end of the day, marketing research is a step ahead of the consumer. Patterns in sales predicted a shorter selling of the iPhone 5c when stacked up beside the iPhone 5s, which is why Apple ordered less production for this product and allowed the news of this decision to reach the media. Such a company plans its press releases very strategically, and to alert the media and consumer of a failing product would simply be out of character for Apple. Having consumers believe the iPhone 5c is failing subconsciously convinces them to make the alternative purchase: the iPhone 5s. Is it any shock that sales of the iPhone 5s skyrocketed within a week of that news reaching media outlets? According to Adam Levine-Weinberg of The Motley Fool, “the iPhone 5c's primary purpose is to boost Apple's margins by cutting production costs and minimizing cannibalization of the highly profitable iPhone 5s,” and it is believed to be succeeding in that very task.
	In allowing news of its “failure” to be advertised by the media, Apple utilized the effectiveness of the 4th “P” of marketing: promotion. The iPhone 5s was, in turn, advertised as a product with more capabilities, more advanced technology, and more consumer appeal, while the converse was highlighted for its opponent, the iPhone 5c. The initial marketing of each product also varied greatly. The iPhone 5s was advertised with the tagline, “The greatest thing to happen to iPhone since iPhone,” while the iPhone 5c was marketed as, “For the colorful,” and “Plastic, perfected.” The iPhone 5c received billboard advertisements in all colors, while the iPhone 5s received more Internet and television promotion, appearing futuristic with its molded metal and highlighted redesigned features. The difference in these marketing approaches aptly illustrates Apple’s bisected intentions for each product—that each was designed for a different purpose and audience, and shall therefore be marketed differently. 
	Some may argue the effectiveness of even releasing an iPhone 5c, claiming that only offering the iPhone 5s could have improved sales of the overall product, but realistically, without the iPhone 5c, the more advanced technology would not be showcased with no comparative product. With the higher production costs of the iPhone 5s, Apple choosing to produce a “cheaper” benefitted the company while similarly offering rewards to the consumer as well. Though it is true that analysts predicted much higher sales for the iPhone 5c based on polls and previous sales data (Segan), it served its purpose as a “low-budget” phone meant to attract consumers from competitive platforms and promote sales of its sleeker, more advanced cousin, the iPhone 5s. 
	All in all, Apple’s latest marketing strategy aptly utilized all aspects of the marketing mix and implemented careful consideration of each of the four Ps: product, price, place, and promotion. Apple considered two products, and how each could benefit the company and the consumer symbiotically. These two products were designed to fit varying consumer needs and wants, each with distinguishing features, thus making the products more attractive to a diverse market and, in turn, expanding Apple’s market. The price of both sale and production of the products were considered, and selling one product for less money proved to be successful for consumers with a lower budget and made up for marginal costs in production of the more expensive product. As far as the sales place, Apple waited to make either model available for sale online in order to increase in-store sales and measure consumer behavior based on supply and demand—the push-pull economy. Finally, the promotion of both models varied based on the targeted market, while some “negative” promotion boosted sales of the more expensive model, almost ruling the iPhone 5c as an inferior good. Apple’s tactful marketing strategies make for successful company sales, being a significant reason for Apple’s ongoing triumph in the technological market.
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