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Apple has become one of the most successful cell phone providers since releasing the iPhone in 2007 (Apple, n.d.). This product is revolutionizing the cellular phone industry in ways that no other product could ever do. But like any product, the iPhone must continue to grow to stay ahead of the competition and always to increase sales. One way to do this is preparing a sales plan that can keep the product successful and increase the products revenues as it goes forward. As vice president of sales for Apple (Apple, n.d.), it is incumbent upon Team B to implement such a plan. Topics covered include outlining where the product is in the product life cycle, an environmental scan, situation analysis, and a SWOTT analysis.  Other topics to include are sales goals, strategic plans, tactics, a budget, and measurement tools. By providing this data, Team B will ensure a successful sales plan that will not only maintain the products current success but also provide it with a very bright future to keep sustainability high. A discussion of the executive summary follows.

Executive Summary

The Apple iPhone is by far the most advanced and successful phone on the market today.  It set the standard for smartphones and left the competition far behind with the features and applications it offers.  Between all the applications available for download, the easy access to voicemail and an easy to use keyboard this phone has set itself apart.  With all these benefits and features the iPhone has eclipsed out of the growth stage in the product life cycle because of competition and to keep the iPhone on top was imperative to develop a successful sales plan. Implementation of this sales plan will increase sales 30%, enhance revenue 25%, and increase the sales of the product.  It would allow the product to reach out to a variety of different demographics and also allow apple to perform an environmental scan.  Doing this, Team B could analyze current and future competitors, future trends and technological improvements, which would ensure the iPhone as the premier smart phone provider for years to come. Another analysis that came from this sales plan was the situation analysis, which showed the smart phone market steadily increasing as many people are and will continue upgrading their current phones to smart phones (Apple, n.d.).
After Team B implements this sales plan there are sales goals that will go along with it because even though Apple controls more than 70% of the smartphone market it is still not good enough. To generate the 30% increase in sales Team B will incorporate advertising, promotions, and packages. Team B will stay ahead of competitors by increasing market penetration by 5% quarterly.  Another goal will be to continue establishing iPhone as the premier smart phone domestically and globally. There will also be a strategic plan to follow including changing some of the advertising and promotion strategies such as using celebrities to target a brand new market, and offering unique promotions new to Apple.  Apple will use certain tactics to ensure a successful execution of the sales plan, which will include a triple tiered strategy broken into three tiers, which are association, supplier, and customer. Apple will also use Internet marketing, sales incentives, and motivational tools to attain the sales goals. To make sure these goals are met, Apple will use different measurement tools such as a sales scorecards, number of new customers, customers reactivated, number of new orders, sales metrics, sales benchmarks, competitors results, and past year results (Apple, n.d.).
The Apple iPhone is acceptably the most innovative smartphone to date. This phone is paving the way for generations to come as it is the first smartphone with a touch screen, multifunctional device. Currently iPhone is referenced as the greatest invention that has ever graced the mobile phone world (Apple, n.d.). The iPhone is designed as a fast and easy cellular device, which incorporates communication technology with Safari and the music downloading and playing capabilities of the iPod. The iPhone, introduced to professionals at a conference in January 2007, later debuted for the general public in June 2007 (Hart, Valle p.1). This phone started at much higher prices of four and five hundred dollars and has since leveled off at much more affordable rates, making it one of the most desired phones around. Apple has produced applications for their iPhone, which can allow consumers to customize his or her technology specific to individual needs. An individual can download applications for stocks, shopping, placing dinner reservations, tracking caloric intake and outtake, and pinpointing the exactness of his or her location to users on Facebook (Facebook, n.d.). Voicemail on this phone is unlike any other with the touch of a button, individuals can hear the message from the caller and then touch another button to dial directly back. Calling the mailbox to enter a password is quick and easy, and the address book links the picture of the person for easier recognition as well. Everything is essentially right at the consumers fingertips, just like Apple had designed. 

Text messaging has revolutionized the way the public communicates today, and iPhone makes it just that much easier. “A touch screen enables the user to input information through a virtual keyboard and function buttons” (iPhone scale, p.1). Apple assembled a pop up keyboard that gives it much of the feel of a legitimate keyboard on a laptop computer. The design is so sheik and lightweight with iPhone offered in shiny black or white style. Possessing a large screen makes this device easy to read and maneuver. Consumers usually think acquiring innovative technology makes life harder; well the iPhone is proof of making everything easier. A discussion of the product life cycle status follows.

Product Life Cycle Status


Apple iPhone is eclipsing out of the growth stage of product life cycle because of competition. Effective strategies are needed to maintain the growth or sale of the product (Apple, n.d.). A sales plan will be developed for Apple iPhone to maintain its growth. 

Sales Objectives 

For the sales plan of Apple iPhone, sales objectives include.
· To increase sales up to 30%

· To enhance revenue up to 25%

· To increase the sales of the product

Target Demographic


Apple iPhone is a striking product that covers various catchy and additional features that are attractive enough to entice the attention of youngsters. For this sales plan, mainly three categories will be selected (Hill, O'Sullivan, & Hill, 2003)(Appendix A).
Teeny boppers. This age group ranges from 13-17 years. It prefers to use catchy products. So, it will be also targeted for the sales plan of this product. 

Young professionals. This age group ranges from 25-36 and it has high disposable income. So, it will be also targeted for the sales plan of Apple iPhone. 

Young & the restless. It is a college aged student group who also prefers to use iconic and distinctive product. 

Sales Strategy


Sales strategy selected for this plan will be cost leadership strategy. Pricing of the product will be charged less.  

Execution. For the execution, a set time-period will be followed. A strategy of sales plan will be followed to execute the developed sales plan. All the resources planned for the sales plan will be procured for the execution activity. 

Budget. $50,000 is an estimated budget for this sales plan. A required level of capital will be allocated to each important activity of sales plan. 

Sales force compensation. A highly skilled, enthusiastic, energetic and knowledgeable sales force will be selected for this sales plan. $5000 will be given to the selected sales forces to attain the stated SMART objectives (Lancaster & Reynolds, 2005).  

Sales force training. Sales force will be given training to ensure a successful implementation of the sales plan. On-the-job training will be given to the selected sales force for the sales plan to improve (Peter & Donnelly, 2002).  

Timeline. Timeline plays a profound role in the success or failure of the sales plan. For this sales plan, each activity will be allocated a sufficient time (Appendix B). A discussion of the environmental scan follows.
Environmental Scan

The environment in which the iPhone has been released must be evaluated to arrive at a full picture of the strategic plan Apple must put in place to continue the success they have seen so far with the product.  It’s important to analyze current and future competitors, future trends and technological improvements to ensure iPhone stays viable as the premier smartphone.  The iPhone currently has four main competitors in the 43 million-user smartphone market; RIM’s Blackberry, Google’s Android, the Palm Pre, and Microsoft (Lilly, 2010).  Of these, Blackberry continues to show the largest market share, with the iPhone in second.   The Android shows the greatest amount of growth recently and surely is headed toward becoming Apple’s greatest competitor in the coming year.  The greatest advantage of the Android smartphone is the ready availability of the product at all of the four major wireless providers, as opposed to the iPhone only being available through AT&T (AT&T, n.d.).

The market for smartphones has risen by 18% according to recent statistics and shows no signs of slowing (Lilly, 2010).  Even as the iPhone continues to see greater competition, they will also see a greater percentage of potential customers.  The greatest percentage of smartphone user’s tends to be in the 25-34 age range, so marketing efforts should be made to reach that particular group (Shutupandgoogleit, 2008).  New technological trends in smartphones seem to be geared along with “old-fashioned” cell phones toward better connectivity of both the telephone and wireless activities.  Currently 3G connectivity is the standard for both cell phones and smartphones, but 4G is the goal for most companies by the end of the year.  Apple could definitely see a competitive advantage by working with AT&T (AT&T, n.d.) to be the first to employ 4G in their service plans.  Further situational analysis into the smartphone industry will give additional insight into areas that Apple can expand and improve upon.

Situation Analysis


Despite the current economic conditions in the United States and abroad, the smartphone market has increased steadily (comScore, n.d.). In 2009, the mobile industry in the United States reported smartphone purchases increased from 11% to 17% of mobile users, and 3G phone purchases increased from 32% to 43%. Worldwide, consumers purchased 172.4 million smartphones. First quarter 2010 (Sandstrom, n.d.), smartphone shipments surged 50% at 54 million units--the strongest growth in three years. The iPhone’s year-over-year growth increased 131% in first quarter 2010. Growth was largely the 474% year-over-year unit sale increase in Asia Pacific, 183% increase in Japan, and a 133% increase in Europe. The current forecast for iPhone market share is a 3.2% in 2010 and 11% by the end of the Trefis forecast period (Trefis, n.d.). As highlighted in earlier article, iPhone market share could reach 4.5% in 2010 (implying 58 million iPhones sold in 2010).

Consumers purchasing behaviors continue to show a trend toward purchasing phones with smartphone capabilities as they upgrade cellphone plans. Some markets such as are selling smaller volumes of smartphones but emerging quickly such as China and India, whereas consumers in developed countries like the United States seek more technology. The two niches will split the smartphone market in two directions globally (Sandstrom, n.d.). 


Television, the Internet, and AT&T direct mail and billing inserts will be the primary promotional tools for iPhone advertising. Apple offers three retail price options for the iPhone: The iPhone 3G is selling for $99 with 8GB and a 2.0 megapixel camera. iPhone 3Gs is selling for $199 at 16GB and $299 at 32GB. Both 3Gs phones include a 3.0 megapixel camera, auto-focus and video recording (Apple, n.d.). iPhones will continue to be sold at Apple retail stores, the Apple online store, AT&T retail stores, Best Buy, RadioShack, and Walmart (AT&T, n.d.; Best Buy, n.d.; RadioShack, n.d., Walmart, n.d.). AT&T sells iPhone rate plan packages exclusively. Rate plan pricing varies by options.

The iPhone (Apple, n.d.) combines three devices in one. The iPhone is a revolutionary mobile phone with a Multi-Touch interface and visual voicemail. The iPhone has the benefits of the iPod with a 3.5 inch-screen.  Delivering rich HTML e-mail, Maps with GPS, and Safari using fast 3G and Wi-Fi wireless connections, the iPhone is the best phone ever used. In 90 countries, more than 185,000 applications are available for download to the iPhone allowing it to do even more. The iPhone is easy to use with a long list of features and specs that include the following elements (Apple, n.d.).
· Availability in black or white

· Wi-Fi and Bluetooth technology

· Assisted GPS and a digital compass

· Fingerprint resistant coating

· Multiple language display

· Built-in rechargeable battery

· Audio and video playback capabilities (30 hours and 10 hours)

· Internet use from five hours or nine hours

· Talk times from five hours or 12 hours

· Accelerometor, proximity, and light sensors

· Built-in speaker, microphone, and sim card tray

· Language, keyboard, dictionary, and mail attachment support


The iPhone has several competitors, and this past week Hewlett-Packard Co. (Hewlett-Packard, n.d.), purchased PALM Inc. (Palm, n.d.) and entered the smartphone market in direct competition with iPhone. Major competitors include the following

· Google’s Droid (Verizon Wireless, n.d.)
· Blackberry (Research In Motion, n.d.)
· palm pre (Palm, n.d.)
· myTouch (T-Mobile United States of America, n.d.)
· G1 (T-Mobile USA, n.d.)
· Sony Ericsson (Sony Ericsson Mobile Communications AB, n.d.)

The iPhone’s market share continues to be strong; however, new lower priced smartphones like the Android (Android, n.d.), continue to gain momentum. Much of iPhone’s current growth is overseas. Presently, the iPhone enjoys 72% of the smartphone market since being introduced in Japan. Apple Inc. may have to consider allowing other cellular providers to offer the phone. The exclusive contract with AT&T may hurt sales in the near future (AT&T, n.d.). Apple must continue to upgrade the phone with new features to remain competitive at a higher price. Future iPhone technological feature considerations include (Apple, n.d.). 

· an alarm clock that loads personal daily news feeds

· wireless messages sent to a coffee maker to begin brewing coffee

· news feeds sent wirelessly from phone to a TV screen

· capability to lock and unlock a door to the home

· capability to remote start a car 

· automatic language conversion

· integration with AT&T U-Verse


Marketing and advertising will continue as it is currently. Budget allotment for iPhone technological improvements and enhancements is vital. The beta version of the iPhone OS 4 software released with 100 new features that will be available during the summer 2010 (Apple, n.d.). A SWOTT analysis will help fine-tune plans for iPhone upgrades and changes to increase market share and remain competitive. 

SWOTT Analysis

The Apple iPhone has different strengths, weaknesses, opportunities, threats, and trends in today’s business market. One of the iPhone largest strengths included in Appendix C is its use of a multi-touch display (Apple, n.d.). When the iPhone was released in June 2007, it was the first cellular device to incorporate this high degree of multi-touch display. Although other phones previously used touch screens, none of these devices were comparable to this new device. A second strength of the iPhone is its incorporation of three devices into one (Appendix C). The iPhone is not only a phone but also an iPod for listening to music and watching videos. It is also a device that can view HTML e-mail, uses GPS maps, and provide users with full Internet browsing via the Safari browser (Apple, n.d.). This type of consolidation into one device makes the product extremely attractive to those individuals looking for one device to meet demands. A third strength of the iPhone included in Appendix C is the Apple App Store (Apple, n.d.).  The device can install different types of apps to help consumers with many tasks ranging from assistance with shopping to fitness (Apple, n.d.).  


Although the strengths of the device are high, there are some weaknesses.  One of the weaknesses of the device included in Appendix C is its restriction to only one cell phone provider AT&T (Apple, n.d.).  With other major networks such as Verizon (Verizon Wireless, n.d.), Sprint (Sprint, n.d.), and T-Mobile (T-Mobile USA, n.d.), Apple is not capitalizing on these other markets, thus limiting the potential profits for the company.  A second major complaint by consumers in Appendix C is the devices inability to support Adobe Flash (Adobe, n.d.).  With Apple pushing for the device to a leader in Internet browsing, many sites use Flash to display information.  This causes a barrier for consumers to browse these sites and may push them toward using another phone that can meet these needs.  


Apple (Apple, n.d.) does have some areas for opportunities for the device to grow included in Appendix A.  With more consumers pressing for the company to create a version of the phone with Adobe Flash support, the company can ensure these consumers will not shop for another device (Ritchie, 2008).  With Android releasing a version of their software that supports Adobe Flash (Adobe, n.d.) in the next few months, Apple will likely see some downfall.  The company also has the opportunity to make further updates to the iPhone in the future to rival the added features from the competition such as a front facing camera for teleconference calls and higher resolution cameras for pictures and video.  


Although the iPhone has been successful over the past three years, the device is starting to see threats from the competition (Ritchie, 2008).  The major competition for the iPhone in today’s market is from the new Google Android platform (Appendix C).  The devices on this platform are very similar to the iPhone with multi-tasking, GPS, and Internet browsing.  The Android platform operates using the Windows Mobile software, so many of the existing programs in the market today are compatible with these devices (Ritchie, 2008).  Although the Apple App Store is very large, the Android Marketplace is beginning to catch up with the number of apps offered to consumers.  All of these factors are trends in the current market, which are included in Appendix C.  Consumers are demanding these types of devices to meet all of their needs in one device.  With these factors along with others, the Android platform is extremely comparable to the iPhone, which will cut into the company’s income, but this can be corrected with updates to the software.  With these factors considered, the company will create sales goals to be successful for years to come. 
Sales Goals: Marketing 


At Apple, (Apple, n.d.) we already are controlling more than 70% of the smart phone market, but even that is not enough. We want to take our company further, to the next level, before competitors start catching up. Within the next year, we have set a goal to generate a 30% increase in sales. Incorporating advertising, promotions, and packages can bring about this increase in sales. We would also like to increase our market penetration quarterly, by at least 5%. Competitors are starting to develop mobile devices and smart phones on the level of iPhone and we want to take over their market shares, rather than have them saturate it with imitations. A third goal of Apple is to continue to establish the iPhone as the premiere mobile communication device overseas and in America. Currently we are the largest devices overseas and they account for a large percentage of our market. If we can keep the international markets on the steady up, we can also focus heavily on the American market. Raising the market share to over 80% in the United States will also be a marketing goal for this year. A discussion of sales potential follows.

Sales Potential
Capitalizing on other cell phone providers besides AT&T could bring in much more revenue and a sudden burst of new iPhone sales. Reaching the other markets that are already committed to their carrier will help Apple branch out and establish new customers. According to Charles Wolf, Apple analyst, “It seems reasonable to assume that Apple could sell just as many phones with Verizon over the same period of time, to subscribers who are more loyal than AT&Ts" (Graham, 2010). A discussion of the sales forecast follows.

Sales Forecast

Appendix D. A discussion of the strategic plan follows.
Strategic Plan


Apple (Apple, n.d.) has a goal of generating 30% more in sales over the next year.  To accomplish this, the company will change some of the advertising and promotion strategies.  The company has a strong marketing campaign currently, so making some minor changes to this successful campaign will help generate more profits.  The company currently does not have celebrity spokespersons for the product.  The media captures pictures and videos of different celebrities using the iPhone, but the company can capitalize on this by hiring media spokespersons such as actors or sport figures, which will be used to target different consumers.  The company is popular in overseas markets, so celebrities in these areas will be hired to target these consumers also.  

Another strategy to help increase sales is offering a unique promotion that Apple (Apple, n.d.) has never done before. With the cost of production becoming lower through the product cycle, Apple can offer lower pricing to attract those consumers who previously could not afford the device. The price point will be established to make the iPhone the cheapest it has ever been and still producing a profit for the company and this promotion will allow the market penetration and market share to rise. This promotion will be for a limited time, so the advertising of this promotion is critical. This type of promotion also shows the consumers that the company is committed to listening to consumer demands because many have expressed concern over the product’s existence for a high price.  Although these strategies will help the company, other tactics will be required to be successful. A discussion of tactics follows.
Tactics

Numerous tactics can be used for ensuring a successful execution of the sales plan developed for Apple iPhone. Triple tiered strategy will be followed as a tactic for the sales plan. Three tiers will be included in the sales plan. 

Association. First, it is essential to meet the association to which the target group belongs. The personnel will meet the directors of associations to understand the needs of the members in relation to the product features (Zahorsky, 2010). Through this, it will be easy for the company to develop the product in a customized manner. 

Supplier. Company personnel will also identify and contact the non-competitive suppliers who supply their products to the selected target groups. After identification, challenges of these suppliers will be assessed. Partnering solutions will be explored to enhance the probability of sales plan success. 

Customer. The third tier of the strategy. Personnel will contact customers directly to identify and understand their basic needs related to the iPhone and its features (Zahorsky, 2010). After contacting the customers, personnel will apply the collected information to the present status of the product. 

Internet marketing is another tactic the company will adopt for attaining the sales objectives of the sales plan. A promotional tool is essential to market to the targeted group. For promoting the product and ensuring its reach to the new target group, Internet marketing will be used (Peter & Donnelly, 2002). Online articles, magazines, websites, and newspapers will be used to inform the target group about the product. Content used in the message will be developed with a right aptitude to entice the attention of the target group toward the adoption of Apple iPhone. A value proposition will be mentioned in the message. 


Sales incentives for attaining the stated sales goals, it is essential to have a motivated sales force. Motivation among the sales force can be only enhanced through the sales incentives. Sales incentives will be offered to the personnel hired for a sales force (Hill, O'Sullivan & Hill, 2003). Motivated sales forces will work for the attainment of sales goals ,a critical success factor for the sales plan. A discussion of the sales budget follows.

Budget
Appendix D. A discussion of measurement tools follows.
Measurement Tools

Team B is using various measurement tools to assess and measure the performance of the sales plan. 
Sales Scorecards


The sales scorecard is the most popular measurement tool of the sales plan. The plan will cover some key aspects that will be measured through this tool. The key aspects included in the plan are listed.

Number of new customers. As the product is in a growth stage, so it is obvious to add new customers for the expected growth of the product. As a part of the sales scorecard, number of new customers will be measured. For this activity, a strategic focus will be performed (Hill, O'Sullivan & Hill, 2003). 

Customers reactivated. Customers reactivated through the sales plan of Apple iPhone will be also measured through this tool to judge its effectiveness. Assessment will be performed to analyze the reactivated customers. For example, if the number of reactivated customers is higher, it is considered as a successful sales plan. 

Number of new orders. Numbers of new orders for the product will be measured through the sales scorecard measurement tool (Peter & Donnelly, 2002). For example, if the number of new orders is higher as expected, it is considered that the sales plan is effectively executed otherwise not.  Change planning and implementation will be followed to enhance number of new orders. Continuous improvement will be also performed to ensure effectiveness of the sales plan. 
Sales Metrics


The sales metrics measurement tool will be used for assessing the effectiveness of the sales plan developed for Apple iPhone. It will measure the planned sales activities of the sales plan. 

Sales Benchmarks


The sales benchmarks measurement tool will be used to evaluate the performance of the developed sales plan for Apple iPhone. Different aspects will be measured through this tool. The following aspects of the sales benchmarks tool will be included. 

Competitor’s results. Results of competitors will be measured with the company results to assess the performance (Lancaster & Reynolds, 2005). Sales force results will be measured with competitor sales forces. If the performance of the company’s sales force is lower in comparison to its competitors, corrective actions will be taken. 

Past year results. During the implementation of a sales benchmark measurement tool, past year results are under consideration. Past year results of the company will be compared with the current year financial results (Peter & Donnelly, 2002). For example, if the past year results are higher in comparison to the current year results, changes will be made to the developed sales plan to reach the past year sales level. Final thoughts of the sales plan follow.
Final Thoughts
The Apple iPhone is by far the most advanced and successful phone on the market today.  It set the standard for smartphones and left the competition far behind with the features and applications it offers.  Between all the applications available for download, the easy access to voicemail and an easy to use keyboard this phone has set itself apart.  With all these benefits and features the iPhone has eclipsed out of the growth stage in the product life cycle because of competition and to keep the iPhone on top was imperative to develop a successful sales plan. Implementation of this sales plan will increase sales 30%, enhance revenue 25%, and increase the sales of the product.  It would allow the product to reach out to a variety of different demographics and also allow apple to perform an environmental scan.  Doing this, Team B could analyze current and future competitors, future trends and technological improvements, which would ensure the iPhone as the premier smart phone provider for years to come. Another analysis that came from this sales plan was the situation analysis, which showed the smart phone market steadily increasing as many people are and will continue upgrading their current phones to smart phones (Apple, n.d.).
After Team B implements this sales plan there are sales goals that will go along with it because even though Apple controls more than 70% of the smartphone market it is still not good enough. To generate the 30% increase in sales Team B will incorporate advertising, promotions, and packages. Team B will stay ahead of competitors by increasing market penetration by 5% quarterly.  Another goal will be to continue establishing iPhone as the premier smart phone domestically and globally. There will also be a strategic plan to follow including changing some of the advertising and promotion strategies such as using celebrities to target a brand new market, and offering unique promotions new to Apple.  Apple will use certain tactics to ensure a successful execution of the sales plan, which will include a triple tiered strategy broken into three tiers, which are association, supplier, and customer. Apple will also use Internet marketing, sales incentives, and motivational tools to attain the sales goals. To make sure these goals are met, Apple will use different measurement tools such as a sales scorecards, number of new customers, customers reactivated, number of new orders, sales metrics, sales benchmarks, competitors results, and past year results (Apple, n.d.).
The Apple iPhone is acceptably the most innovative smartphone to date. This phone is paving the way for generations to come as it is the first smartphone with a touch screen, multifunctional device. Currently iPhone is referenced as the greatest invention that has ever graced the mobile phone world (Apple, n.d.). The iPhone is designed as a fast and easy cellular device, which incorporates communication technology with Safari and the music downloading and playing capabilities of the iPod. The iPhone, introduced to professionals at a conference in January 2007, later debuted for the general public in June 2007 (Hart, Valle p.1). This phone started at much higher prices of four and five hundred dollars and has since leveled off at much more affordable rates, making it one of the most desired phones around. Apple has produced applications for their iPhone, which can allow consumers to customize his or her technology specific to individual needs. An individual can download applications for stocks, shopping, placing dinner reservations, tracking caloric intake and outtake, and pinpointing the exactness of his or her location to users on Facebook (Facebook, n.d.). Voicemail on this phone is unlike any other with the touch of a button, individuals can hear the message from the caller and then touch another button to dial directly back. Calling the mailbox to enter a password is quick and easy, and the address book links the picture of the person for easier recognition as well. Everything is essentially right at the consumers fingertips, just like Apple had designed. 

Text messaging has revolutionized the way the public communicates today, and iPhone makes it just that much easier. “A touch screen enables the user to input information through a virtual keyboard and function buttons” (iPhone scale, p.1). Apple assembled a pop up keyboard that gives it much of the feel of a legitimate keyboard on a laptop computer. The design is so sheik and lightweight with iPhone offered in shiny black or white style. Possessing a large screen makes this device easy to read and maneuver. Consumers usually think acquiring innovative technology makes life harder; well the iPhone is proof of making everything easier. A discussion of the product life cycle status follows.

Appendix

Appendix A: Product Life Cycle Status Target Demographics
	TARGET DEMOGRAPHICS

	
	

	Target Group
	Age

	Teeny Boppers
	13-17

	Young & Restless
	18-24

	Young Professionals
	25-36


Appendix B: Product Life Cycle Status Timeline
	Activity
	Time Period (Months)

	

	Execution
	2

	Budget
	.5

	Sales Force Compensation
	1

	Sales Force Training
	2


Appendix C: SWOTT Analysis

	SWOTT Analysis

	

	Strengths
	Multi touch display, multifunctional device, and App Store

	Weaknesses
	Restriction to AT&T network, no Adobe support

	Opportunities
	supporting Adobe, software and hardware updates

	Threats
	Google Andoid and Android MarketPlace

	Trends
	Consumer demands of device


Note. Adapted from “How does android compare to the iPhone” by L. Ritchie. Copyright 2008 by tipb.com

Appendix D: Sales Forecast

[image: image1.png]Unit Sales for Apple iPhone

Unit Sales oul Qu2 Qu3 Qu4
iPhone 8 1mil 8.5mil 9. 1mil 10.1mil
UnitPrices  (Avg) 5199 5199 5199 5199

Total Sales SL6lbil  SL6%hil  SLSIbil  S2bil
Unit Costs ~ (Avg) Qui Qu2 Qu3 Qu4
iPhone s179 s179 s185 s185
Unit Sales 8 1mil 8.5mil 9. 1mil 10.1mil
rect Costs of Sales L4dbil 152l 168hil 1.87bil

Note. Adapted from “Tim Berry: Business Plans Creating 4 Sales Forecast” by Tim

Beny. Copyight 2005 by Entreprencur Magazine.





Appendix D: Budget
	iPhone Sales Plan Budget

	
	
	
	
	
	

	Three Tier Sales Tactics
	
	
	

	
	
	
	
	
	

	
	Association
	
	
	

	
	
	Travel & Expenses
	
	$5,000 

	
	
	
	
	
	

	
	Supplier
	
	
	
	

	
	
	Travel & Expenses
	
	$5,000 

	
	
	Partnering Solution Research
	$1,000 

	
	
	
	
	
	

	
	Customer
	
	
	
	

	
	
	Survey Groups
	
	$2,000 

	
	
	Direct Mail Surveys
	
	$8,000 

	
	
	
	
	
	

	
	
	
	
	Total
	$21,000 

	
	
	
	
	
	

	Internet Marketing
	
	
	
	

	
	
	
	
	
	

	
	Apple Website Updates
	
	$2,000 

	
	
	
	
	
	

	
	Online Publications
	
	
	$7,000 

	
	
	
	
	
	

	
	Website Banner Advertising
	
	$20,000 

	
	
	
	
	
	

	
	
	
	
	Total
	$29,000 

	
	
	
	
	
	

	Sales Force Compensation
	
	
	

	
	
	
	
	
	

	
	Bonuses
	
	
	
	$4,000 

	
	
	
	
	
	

	
	Vacation Time
	
	
	$1,000 

	
	
	
	
	
	

	
	
	
	
	Total
	$5,000 

	
	
	
	
	
	

	
	
	
	
	
	

	Total Budget
	
	
	
	$55,000 
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