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Executive Summary

Introduction

In the world of information technology, Apple Inc. has been craving infinite milestones with a range of
inventions, including computers, televisions, mobile phones, tablets, and wearable devices, ever since
its inception in 1976. (Apple Inc., 2024a) Since then, Apple Inc. has established a range of retail stores
and invented several products to provide its customers with a better buying experience and to
connect effectively with its target audience across the globe. (Apple Inc., 2024a) In UAE, a country in
the Middle East, the organization’s mission is to provide the best technology and innovations in the
world while ensuring the well-being of its employees, protection of the environment, and safety of the
global communities where the retail stores of the company are established. Apple Inc., as a highly-
valued giant in the information technology industry, invests heavily in its brand marketing to connect
with its target customers even though the innovations that the company put forward in the market
speak for themselves. To internationalize its products and services, the brand’s marketing in the UAE
is so vigorously thought, planned, and carried out that it is often an inspiration for businesses and a
place of research for marketing professionals around the Middle East and the globe. However, with
the emergence of its competitors in the maturing technology market of UAE, including Nokia,
Samsung, and HTC Corporation, Apple has realized the role of marketing and marketing team in the
success of a venture from the beginning of new innovations and launch campaigns for the products to
connect with the target audience. This report presents a hypothetical marketing plan for an imagined
product called the iPhone XVI Ultra. Apple did not release a model by that name in its 2024 iPhone 16
lineup, which consisted of the iPhone 16, iPhone 16 Plus, iPhone 16 Pro, and iPhone 16 Pro Max. For
the purpose of this case study, the iPhone XVI Ultra is treated as a fictional product concept for the
UAE market.

Situation Analysis

The demand for personal cellular phones equipped with advanced and smart technology has
increased over the past few decades to ease a range of tasks, including online banking, education,
entertainment, bill payments, and, most importantly, communication. For the company to remain
relevant as well as competitive in the UAE market while taking advantage of the lucrative technology
industry, it is very necessary for Apple Inc. to invest in consistent advertising of its innovations and
latest products in order to maintain its position in the market. With the advancement, innovation, and
smartness in its products, Apple appeals to individuals who appreciate creativity, professionalism,
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safety, and a seamless user experience, but only upper-class consumers can pay higher prices for its
high-price products. Therefore, to increase market share, Apple must develop a common strategy for
manufacturing cheaper products for people from low-income strata in order to make products more
accessible to a broader audience.

PESTLE Analysis

According to the PESTLE analysis conducted for the host country UAE, an important landmark of the
Middle East, each of the seven emirates of the country has individual governmental organizations that
allow for flexible management. Politically, the UAE has conflicts with neighbouring countries over land
ownership or oil reserves, which have impacted the UAE’s stability in the past few decades. However,
the country has a low unemployment rate and high GDP per capita, attracting significant foreign
direct investment in the region. (World Bank, n.d.) The PESTLE analysis report on UAE provides the
view that UAE is a tech-savvy region consisting of a relatively young population. Also, the UAE’s
wealth due to oil reserves would enable Apple Inc. to introduce and launch more technological
advancements in the region.

SWOT Analysis

The following SWOT analysis report on UAE shows the major strengths and weaknesses of Apple Inc.
in the region as well as outlines the potential threats and opportunities.

Strengths

Apple provides quality products based on quality materials to give customers value for their money,
which gives the brand an advantage over its rivals in the market. Apple Inc. is always ahead of the
game because of the security and safety it ensures, as its products cannot be attacked by viruses, nor
does it require any training to operate its products. Apple’s products are built to be easy to use and
resistant to viruses. Apple’s unique designs, software, and hardware consistently enhance the
products’ features to keep its customers satisfied.

Weaknesses

The analysis provides a snapshot of weaknesses that Apple may face in the UAE, including premium
prices of Apple products. This makes it difficult for low-income Apple users to buy premium-priced
products that have negatively affected the brand’s reputation. The reliance on oil exports and other
environmental challenges, such as water scarcity, can negatively impact the marketing strategies of
the brand.
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Opportunities

Apple can capitalize on opportunities such as increasing demand for secure and efficient technological
products, which is why the brand has become an intrinsic part of people’s lifestyles. In the UAE
market, the demand for smartphones increases every year because more than half of the population
of the country is employed, so professionals use Apple products to communicate and have their work-
related information at their fingertips.

Threats

Apple’s products are expensive compared to those of its competitors, which might force Apple to cut
down on its products’ prices so that it can survive in the competitive technology market. Moreover,
many electronics companies in the UAE have crowded the market, which poses increased competition
and pricing pressure on Apple.

Market Entry Strategies

Apple Inc. can design a roadmap for market entry to advertise Apple products, especially the latest
iPhone XVI Ultra in the United Arab Emirates, by focusing on approaches that align with consumer
preferences and the UAE’s local technology and innovation market. The two potential strategies that
the UAE can adopt for market entry involve:

Apple Flagship Stores

The brand can establish flagship retail stores in Abu Dhabi and Dubai to enhance brand visibility and
create a strong presence in the UAE market. (Apple Inc., n.d.) Given the tech-savvy consumers and
affluent population of the United Arab Emirates in the key UAE cities, flagship stores would allow the
showcasing of Apple’s latest products and allow direct customer interaction by providing personalized
service. Apple flagship stores can leverage the preferences of luxury-oriented Apple users, but the
sales strategies for the brand should be adopted according to the cultural practices and local
regulations of the host country for Apple’s optimal success.

Strategic Partnerships with Telecom Operators

Another strategy that Apple Inc., as a high-valued technology giant, can adopt for UAE’s market entry
is collaboration with telecom operators in the UAE to bundle the iPhone smartphone series with
mobile plans. Bundling iPhones with data contracts can make it easier for the brand to make the
devices more affordable for customers and also to reach a wider audience. Moreover, joint marketing
campaigns and strategic partnerships among operators can drive more sales by maintaining
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consistent branding, negotiating terms, and ensuring quality user experience. A combination of
telecom operators and Apple Inc. for direct retail presence can maximize the market penetration of
the brand in the United Arab Emirates.

Targeted Market Segment

The target audience of Apple is quite diverse due to its global presence, but in the UAE, the brand
primarily focuses on consumers who value design and performance so that the products can become
popular among millennials, who are seen as the core audience due to their willingness to invest in
quality products. These consumers are typically known as “innovators” who typically adopt the new
technology at its earliest. To attract and retain customers in the UAE market, Apple studies
behavioural patterns such as app usage and purchase frequency of Apple users across the Middle
East to tailor the brand’s strategies. So, Apple’s primary customers tend to be middle- and upper-
class consumers, mainly students and professionals in the media and design fields who want to enjoy
the luxuries of life. This approach has helped Apple to become one of the most valuable and
trustworthy brands in the UAE and across the world. To stay ahead of its competitors, the brand
develops and designs its own hardware and operating system, capitalizing on the core competencies
of Apple’s products, unlike other smartphone manufacturers in the market, such as Samsung, which
uses Android, which is Google’s operating system. (Apple Inc., 2024a)

Targeted Market Demographics

In terms of geographic and financial demographics of a country like UAE, Apple’s target audience
primarily consists of individuals who have a higher disposable income from the middle and upper
classes of the social and economic strata across the continents. The financial report published by
Apple’s 10-K in 2018 references the continental presence of the brand in America, Japan, Greater
China, Europe, Asia Pacific, the Middle East, and Africa. Pertaining the European segment, countries
include the United Kingdom, France, Italy, Spain, Sweden, Greece, and others, whereas the Greater
China segment includes Taiwan, China, and Hong Kong, where premium-priced Apple products are
being purchased and used without any gender restriction, by both males and females. Regarding
Middle Eastern countries, the UAE is Apple’s target market due to the country’s low unemployment
rates and UAE’s wealth, which enables a specific segment of the Emirates’ society to have luxuries
like Apple products in their hands.

Forecasted Market Share

The products that Apple launches every year are high-end according to the preferences and luxuries
of the brand’s customers. Similarly, Apple’s customers in the UAE spend huge amounts of money to
show off their wealth and to maintain their classy style in society. They sometimes do so in order to
satisfy their own self-esteem needs, which is why a large number of UAE smartphone users are
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inclined to stay loyal to the Apple brand. Moreover, Apple appeals to customers who want to enjoy a
lifestyle that includes the latest technology as well as advanced value design and updated
functionality. Therefore, Apple’s products, such as the iPhone series, iPad, and Macbook, are
positioned as premium items among the Arabs and non-Arabs of the UAE that reflect their certain
status and lifestyle. Thus, in UAE, the brand’s targeting is geared towards customers with sufficient
income to afford Apple’s premium-priced products, which aligns with its image of innovation, security,
quality, and luxury. With an increasingly saturated smartphone market and diverse competitors in the
UAE, Apple forms approximately 65% of its total revenue from mobile accessories and services.
Although the high competition makes the smartphone market unattractive to enter, it is also an
attractive and lucrative one for which innovation is the key. In order to stay relevant in the technology
market, Apple’s well-thought-out product designs are a trademark that has set a trend in the
technology market due to why the brand is a serious threat to its competitors every year.

Market Management Functions

Apple’s current market strategy focuses on differentiation, emphasizing innovation and product
design, and creating an ecosystem to maintain a premium brand image in the United Arab Emirates
market. Apple has been successful with this market entry strategy, as seen in its strong position in
the premium segment of the UAE technology and innovation market. The company expands its share
through cross-selling and upselling opportunities, where it has held over 90% of the market share in
the $1000 and above price range, encouraging customers to upgrade the products and spend more.
While developing cheaper smartphones, personal computers, and wearable devices could potentially
attract more customers, it might also affect Apple’s position in the market and perceived value in the
premium segment, potentially affecting its loyal customer base and brand value. The brand’s strategy
has been to offer a high-quality customer experience that justifies its premium pricing and its focus
on product benefits, brand storytelling, and user experience rather than competing on price alone.
(Apple Inc., 2024a)
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