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Abstract 

The iPhone has consistently accounted for 50–60% of Apple’s total revenue, making the company particularly 
sensitive to fluctuations in iPhone sales. Despite its success, the iPhone faces strong competition, especially in price-
sensitive markets dominated by Android brands. This study investigates the measurable factors influencing the 
variability in iPhone sales performance over the past decade. Drawing from Apple’s annual financial reports, the 
research aims to identify and analyse the key drivers behind the highest and lowest sales years.The analysis focuses 
on quantifiable elements such as revenue, average selling price (ASP), geographic performance, R&D investment, 
marketing expenses, inventory turnover, and macroeconomic indicators like currency exchange rates. Through 
descriptive and comparative analysis, the study highlights trends across different time periods, evaluating how changes 
in strategy and external conditions impacted performance. Correlation analysis is used to explore relationships 
between pricing, investment strategies, and unit sales. By comparing peak and trough sales years, the research 
identifies how Apple’s decisions and market dynamics influenced outcomes. Visualization tools will be employed to 
present patterns in sales, ASP trends, and regional contributions clearly. These insights will help assess how specific 
financial strategies, such as shifts in R&D and SG&A expenses, align with performance variations. 

The expected outcomes include a clearer understanding of the measurable drivers behind iPhone sales fluctuations, as 
well as strategic insights into the role of pricing, marketing, and geographic targeting. These findings will inform 
Apple’s efforts to reduce vulnerability during downturns and maintain long-term growth. Moreover, the research 
offers value to academics and practitioners studying strategic decision-making in the highly competitive consumer 
technology sector. The study follows a structured approach, beginning with data collection and organization, followed 
by in-depth analysis and synthesis of findings. A modest budget is allocated for data tools and resources, ensuring 
feasibility. Ultimately, the project aims to deliver actionable insights for industry stakeholders and contribute 
meaningfully to the academic literature on product sales performance in dynamic, global markets. 

Keywords: iPhone Sales, Revenue Strategy, Market Saturation, Innovation, Global Competition. 
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Analysis of iPhone Revenue Trends and Long-term Growth Strategies 

1. Introduction 

The iPhone has been a dominant revenue driver for Apple Inc., consistently contributing between 50% and 60% of 
the company’s total earnings. This sustained contribution highlights the pivotal role of the iPhone in Apple's product 
portfolio and overall business strategy. Its success can be attributed to continuous innovation, effective marketing, and 
strong brand loyalty among consumers. Furthermore, the iPhone serves as a central hub that promotes user engagement 
with Apple’s broader ecosystem, including services like iCloud, Apple Music, and the App Store. As a result, the 
iPhone remains not only a key revenue stream but also a catalyst for growth across the company’s hardware and 
services divisions (Apple Inc., 2023). 

However, this heavy dependence on a single product exposes Apple to revenue volatility, particularly in the face of 
increasing competition from Android manufacturers and evolving consumer behaviours. Over the past decade, the 
iPhone’s revenue growth has experienced periods of stagnation and decline due to several factors, including market 
saturation, economic downturns, extended upgrade cycles, and competitive pressures from premium and midrange 
smartphone brands (Chen, Liu, & Gong, 2021). 

Apple's business model has traditionally revolved around the iPhone, but with the maturation of the smartphone 
industry, innovation cycles have slowed, leading to reduced urgency for consumers to upgrade frequently (Liolios, 
2015). Furthermore, global trade policies, supply chain disruptions, and rising production costs have significantly 
impacted Apple's financial performance (Forbes, 2023). Tariff tensions between major economies have led to 
increased operational expenses and uncertainty in international markets. Supply chain disruptions, particularly during 
and after the COVID-19 pandemic, have caused delays in product launches and limited inventory availability. 
Additionally, the rising cost of raw materials, labor, and logistics has exerted pressure on profit margins, compelling 
Apple to revisit its pricing strategies and sourcing decisions. These external economic factors continue to challenge 
Apple's ability to maintain consistent growth and profitability across its global markets. 

Given these challenges, Apple must explore long-term growth strategies, including diversification into services and 
wearables, expansion into emerging markets, and the adoption of new pricing models that incentivize frequent 
consumer upgrades (Abba et al., 2020). Apple's iPhone has consistently played a pivotal role in the company's financial 
performance. In the first quarter of fiscal year 2025, iPhone sales generated approximately $69 billion, accounting for 
around 55% of Apple's total revenue (Statista, 2025). This underscores the device's significance within Apple's product 
lineup. Apple’s focus on a seamless ecosystem, intuitive design, and consistent user experience has built strong 
customer loyalty over time. Consumers appreciate the simplicity and integration across Apple devices, which enhances 
convenience and satisfaction. In contrast, Samsung targets users who value advanced features, customization, and 
hardware innovation, catering to a more tech-oriented audience. These differing strategies reflect distinct brand 
identities and appeal to unique market segments. Apple’s approach fosters emotional attachment and trust, 
contributing to long-term retention. Samsung’s innovation-driven model emphasizes flexibility and choice, attracting 
users seeking variety. Understanding these consumer preferences allows both companies to refine their product and 
marketing strategies for sustained market success (Valdez, Balicao, Real, & Viray, 2024). 
 
Utilizing deep learning techniques and sentiment analysis of customer reviews can predict iPhone sales trends. Positive 
or negative sentiments expressed in reviews correlate with sales performance, offering Apple insights into consumer 
perceptions and potential sales fluctuations. (Tyagi & Tyagi, 2022). 
 
The App Store ecosystem facilitated over $1.1 trillion in billings and sales worldwide in 2022, indicating its significant 
role in Apple's revenue. A robust ecosystem encourages app development and user engagement, indirectly boosting 
iPhone sales by enhancing device utility (Caminade & Borck, 2023). 

Price and quality significantly influence iPhone purchasing decisions. Buyers carefully consider both the cost and the 
product’s quality before making a purchase. Price tends to have a slightly stronger impact, but quality remains a key 
factor in shaping customer preferences. These factors together explain a substantial portion of buying behavior among 
consumers. Understanding this relationship helps Apple and marketers create strategies that balance affordability with 
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high standards. Focusing on competitive pricing and superior quality can enhance customer satisfaction and drive 
sales growth (Alam & Alam, 2023). 

Apple’s foreign expansion relies on strategic market entry approaches tailored to local conditions. The company uses 
partnerships, joint ventures, and acquisitions to establish a strong presence in new markets. Understanding cultural, 
economic, and regulatory factors is critical for successful international growth. These strategies help Apple mitigate 
risks and adapt products to meet regional demands. Effective market entry supports Apple’s global brand recognition 
and long-term business sustainability. Moreover, Apple’s ability to innovate while respecting local preferences 
enhances competitive advantage. This balanced approach enables the company to capture diverse markets and drive 
continuous growth (Singh & Singh, 2023). 

Social behavior and brand devotion strongly influence iPhone innovators' purchasing choices. Early adopters are 
motivated by their desire for social acceptance and to express identity through the brand. Peer groups and community 
belonging play a key role in reinforcing brand loyalty. Emotional attachment to the iPhone drives repeated purchases 
and advocacy. These insights highlight the importance of social dynamics in Apple's marketing success. By fostering 
brand devotion and leveraging social influence, Apple can strengthen customer retention and attract new users. 
Understanding these factors is vital for sustaining competitive advantage in the smartphone market (Dedeoglu & 
Dedeoglu, 2010). 

Analyzing Twitter data can predict iPhone sales, as user-generated tweets provide real-time insights into consumer 
sentiment and interest. Buus Lassen’s study demonstrates that tweet volume and sentiment analysis serve as significant 
indicators of upcoming sales trends. By collecting tweets mentioning "iPhone" and applying natural language 
processing techniques, the study found a strong correlation between positive tweet sentiment and higher sales figures. 
The research also highlights that spikes in Twitter activity around product announcements and launches align with 
sales peaks. Leveraging social media metrics enables Apple to make data-driven marketing and inventory decisions 
aligned with consumer behavior. Ultimately, the study suggests that Twitter can function as an early warning system 
for market trends, helping companies optimize product strategies and forecast demand more accurately (Buus Lassen, 
2013). 

Chen and Chen (2024) analyze Apple Inc.'s internal strengths such as innovation, brand loyalty, premium product 
design, and financial stability, and its external environment through comprehensive SWOT and PESTEL analyses. 
The study highlights that Apple’s ability to leverage technological advancements, maintain a robust supply chain, and 
adhere to international regulatory standards contributes significantly to its competitive edge. The authors emphasize 
that Apple’s proactive approach to sustainability and environmental responsibility strengthens its brand reputation and 
appeals to ethically conscious consumers. Furthermore, Apple's strategic response to economic fluctuations, 
geopolitical risks, and evolving consumer preferences enhances its resilience in dynamic global markets. Overall, the 
paper concludes that Apple’s internal capabilities, combined with effective management of external threats and 
opportunities, play a crucial role in sustaining its innovation leadership, stable revenue streams, and global profitability 
(Chen & Chen, 2024). 

Apple's marketing strategies, focusing on consumer needs and satisfaction, play a crucial role in shaping brand 
perception and driving sales. By aligning its marketing efforts with Maslow’s Hierarchy of Needs, Apple effectively 
addresses both basic and psychological consumer desires. This approach helps Apple deliver high-quality products 
and meaningful experiences that foster strong customer loyalty and encourage repeat purchases. The qualitative study 
highlights how Apple’s targeted messaging and innovative product design meet consumer expectations, ultimately 
contributing to the company’s sustained market success (Aghabi & Nouri Qurjanaki, 2024). Apple’s marketing 
strategies emphasize understanding and fulfilling consumer needs, which significantly impact brand image and sales 
performance. By leveraging comprehensive market analysis and customer-centric approaches, Apple tailors its 
promotional activities to resonate with diverse consumer segments. This strategic alignment enables Apple to enhance 
product appeal and customer engagement. The study illustrates how Apple’s integration of innovative marketing 
tactics and consistent messaging strengthens its competitive advantage and supports sustained growth in the global 
smartphone market (He, 2021). 
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Apple’s foreign expansion and market entry strategy focuses on adapting to diverse international markets by 
thoroughly analyzing local consumer needs and competitive environments. The company employs tailored market 
entry modes such as joint ventures, strategic alliances, and direct investments to effectively penetrate foreign markets. 
By combining innovative marketing approaches with localized strategies, Apple enhances its global brand presence 
and customer engagement. The study highlights how Apple’s integration of market research, consumer-centric tactics, 
and flexible entry strategies supports sustained international growth and strengthens its competitive position 
worldwide (Lin, Xiaoyu, & Jianqiang, 2023). 

This study examines the factors contributing to fluctuations in iPhone sales, leveraging financial data and market 
trends over the past decade. Additionally, it explores strategic actions Apple can take to mitigate risks associated with 
its revenue dependency on iPhone sales while ensuring sustained profitability and market leadership in an increasingly 
competitive landscape. 

2. Literature Review 

Several studies have examined the key factors influencing the variability in Apple’s iPhone sales, focusing on pricing, 
consumer behavior, innovation, and market competition. Apple’s heavy reliance on the iPhone, which contributes 
around 50 to 60 percent of its total revenue (Apple Inc., 2023), raises concerns about risks from market saturation and 
changing consumer trends. Researchers like Tyagi and Tyagi (2022) used deep learning and sentiment analysis of 
online reviews to predict sales, showing that consumer feedback plays an important role in shaping purchasing 
decisions. Chen and Chen (2024) identified internal strengths such as innovation, brand loyalty, and a strong supply 
chain as crucial for Apple’s long-term success, especially during uncertain global conditions. 

Other studies have explored how marketing and social behavior affect iPhone sales. Aghabi and Qurjanaki (2024) 
found that Apple’s approach aligns with Maslow’s hierarchy of needs, helping build emotional connections with users. 
Dedeoglu and Dedeoglu (2010) showed that brand loyalty and peer influence are strong motivators for early adopters. 
Research by Lassen et al. (2014) and Valdez et al. (2024) emphasized that social media engagement, such as Twitter 
activity, is closely linked to sales performance. Meanwhile, Alam and Alam (2023) noted that price plays a slightly 
more important role than quality in shaping customer choices. Singh and Singh (2023) supported this by highlighting 
the need for Apple to adjust its pricing in emerging markets. To reduce its dependency on hardware sales, Apple has 
expanded into services and wearables. Studies by Van De Vliert (2021), Abba et al. (2020), and Caminade and Borck 
(2023) confirmed that these areas provide stable and recurring revenue. Li et al. (2024) pointed out that artificial 
intelligence and sustainability are becoming key factors in customer expectations. However, delays in AI 
advancements may limit Apple’s competitive edge in the short term (The Wall Street Journal, 2025). Overall, the 
literature suggests that Apple must balance innovation, pricing, and market expansion to maintain steady iPhone sales. 

3. Research Methodology 

This study employs a mixed-method research approach, integrating both quantitative and qualitative analyses to 
investigate the measurable factors influencing variability in Apple’s iPhone sales performance. The research is 
structured around three methodological pillars: (1) quantitative analysis of Apple’s financial and sales data; (2) 
qualitative insights derived from consumer behavior surveys and case studies; and (3) strategic forecasting using 
scenario modeling. This methodology aims to provide a comprehensive understanding of Apple’s pricing strategies 
and their impact on revenue, demand elasticity, and market positioning. 

3.1 Quantitative Analysis 

The quantitative component focuses on evaluating Apple’s financial performance and consumer responsiveness to 
iPhone pricing over a ten-year period (2014–2023). This segment addresses key research objectives by identifying the 
relationships between product pricing, unit sales, and revenue trends. 

3.1.1 Trend Analysis Historical data on revenue, gross margin, and net income were collected from Apple’s annual 
financial reports and Statista. The purpose of this analysis is to observe how Apple’s financial structure evolved in 
response to changes in the iPhone’s market share. The analysis indicates a gradual decline in iPhone revenue share 
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from 66.5% in 2015 to 52.2% in 2023, coinciding with Apple’s strategic shift toward service-based income and 
wearables. Gross margins improved from 38.6% to 44.1% during the same period, reflecting cost efficiency and 
increased contributions from high-margin services. 

3.1.2 ASP vs. Unit Sales The relationship between average selling price (ASP) and unit sales was examined to assess 
the pricing impact on consumer demand. Findings reveal that while ASP steadily increased from $603 in 2014 to $912 
in 2023 unit sales did not always follow a corresponding trajectory. For instance, a record-breaking 231.2 million units 
were sold in 2015 despite a price increase, whereas in 2023, sales declined to 220 million units, suggesting growing 
price sensitivity. 

3.1.3 Revenue Proportion Analysis The study also examines how price changes influenced the proportion of iPhone 
revenue relative to Apple’s total income. Despite higher ASPs, the iPhone’s contribution declined, indicating that the 
financial benefits of premium pricing were offset by growth in other business segments. This supports the hypothesis 
that Apple’s diversification strategy reduced its dependency on iPhone performance. 

3.1.4 Price Elasticity and Sensitivity Elasticity coefficients were calculated to quantify consumer responsiveness to 
price changes. In earlier years, such as 2015, demand was found to be inelastic, with sales increasing despite higher 
ASPs. However, by 2023, the elasticity coefficient reached approximately –1.23, indicating elastic demand. This 
suggests a growing need for Apple to consider the limits of its pricing power, particularly as markets mature. 

3.1.5 Competitive Benchmarking Apple’s pricing strategy and profitability were compared with major Android 
competitors including Samsung, Xiaomi, and Google. Apple maintained superior gross margins in the 38–44% range, 
while competitors operated with significantly lower margins. Moreover, Apple dominated the premium market 
segment, holding approximately 70% of smartphones priced above $600. However, the increasing competitiveness of 
Android brands in feature innovation and affordability presents a growing challenge to Apple’s market share and 
pricing strategy. 

Quantitative analysis was conducted using Microsoft Excel for trend calculations, elasticity models, and comparative 
financial ratios. Data sources include Apple’s annual investor reports, industry databases, and third-party market 
analysis platforms. 

3.2 Qualitative Analysis 

To complement the numerical findings, qualitative data were collected through structured surveys and case study 
reviews. This approach offers contextual insights into consumer behavior and brand perception, which cannot be 
captured through quantitative metrics alone. 

3.2.1 Consumer Surveys and Interviews Structured surveys were administered to a sample of iPhone users and 
potential buyers across multiple regions. Respondents were asked to provide information on their upgrade frequency, 
the factors influencing their purchasing decisions, their sensitivity to price changes, and the competing brands they 
considered. These responses provided a behavioral dimension to the elasticity findings, helping explain shifts in 
consumer preferences over time. 

3.2.2 Case Study Analysis Case studies were used to assess Apple’s historical pricing strategies and their outcomes. 
For example, the introduction of the iPhone X with a premium price tag served as a key turning point, followed by 
targeted price reductions in emerging markets. In addition, Apple’s implementation of instalment payment plans and 
its expanding service ecosystem—including iCloud, Apple Music, and AppleCare—were evaluated for their role in 
justifying premium pricing and maintaining consumer engagement. These analyses contribute to understanding how 
Apple leverages ecosystem integration and service bundling to reinforce customer loyalty. 

3.3 Strategic Forecasting 

The final phase of the methodology involves scenario modeling to forecast future market and financial outcomes based 
on alternative pricing strategies. This component supports the research objective of proposing data-driven strategies 
for Apple’s sustained profitability and competitive advantage. 
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Three distinct scenarios were developed: 

Scenario 1: Premium Pricing Continuation Apple maintains its existing pricing structure, relying on brand loyalty and 
ecosystem integration to preserve margins. This scenario projects steady revenue in developed markets but potential 
stagnation in emerging regions due to affordability constraints. 

Scenario 2: Introduction of Affordable Models This strategy evaluates the impact of launching budget-friendly 
iPhones aimed at increasing market penetration in price-sensitive regions. While gross margins may decline, this 
approach could grow Apple’s user base and boost service revenue in the long term. 

Scenario 3: Expansion of Subscription-Based Ownership Apple adopts financing models such as device leasing or 
service bundles. This reduces the upfront cost barrier and encourages recurring revenue through subscription 
payments, increasing customer retention and product accessibility. 

Each scenario was simulated using historical pricing, sales data, and elasticity trends to predict potential impacts on 
revenue, unit sales, and gross margin. The results provide strategic insights into how Apple can balance innovation, 
pricing flexibility, and ecosystem development to secure future growth. 

3.4 Integration and Visualization 

To enhance clarity and transparency, a detailed methodology flowchart was developed. The flowchart illustrates the 
sequential and interconnected stages of the research process, from data collection and analysis to forecasting and 
insight synthesis. 

 

 
Figure 1. iPhone Pricing Strategy Analysis 

3.5 Analysis of iPhone Revenue Decline 

Apple has encountered revenue fluctuations in its iPhone segment due to several interrelated factors. By 2019, key 
markets such as the United States and Europe had reached peak smartphone penetration, limiting the potential for new 
customer acquisitions (Apple Insider, 2019). Simultaneously, consumers began holding onto their devices for longer 
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periods, as technological advancements in newer models became more incremental (Qian, 2022). This extended 
upgrade cycle reduced sales momentum, further exacerbated by economic slowdowns and trade tensions, particularly 
between the U.S. and China (Apple, 2019). 

The COVID19 pandemic also played a crucial role in disrupting global supply chains, weakening consumer spending, 
and delaying new product launches (NPR, 2024). Additionally, Apple’s increasing research and development (R&D) 
expenses allocated to advancements in artificial intelligence (AI), chip development, and augmented reality (AR) 
technologies have contributed to rising operating costs (Forbes, 2023). Although these investments are necessary for 
maintaining technological leadership, they have strained profit margins within the iPhone segment (Apple, 2019). 

Apple’s premium pricing strategy remains a challenge in price sensitive markets, particularly as Android competitors 
introduce feature rich smartphones at more affordable prices (Lassen, Madsen, & Vatrapu, 2014). While Apple’s gross 
margin has increased from 38.6% in 2014 to 44.1% in 2023, revenue stagnation suggests that the company must 
reconsider its pricing strategies to sustain market share (Chen et al., 2021). Apple has responded with installment 
plans, trade-in programs, and regional price adjustments, but the durability of iPhone models and the slower pace of 
innovation continue to limit upgrade frequency (Li et al., 2024). 

Despite these challenges, Apple remains highly dependent on iPhone sales, which accounted for nearly 66% of its 
total revenue in certain fiscal years (Apple Inc., 2023). To address this vulnerability, Apple has aggressively expanded 
its services segment including Apple Music, iCloud, and Apple Pay providing a more stable, recurring revenue stream 
(Van De Vliert, 2021). Furthermore, Apple’s push into wearables and accessories, such as the Apple Watch and 
AirPods, has proven successful in diversifying its revenue base (Abba et al., 2020). Additionally, Apple’s strategic 
shift toward localized manufacturing in India is aimed at reducing import costs and making iPhones more accessible 
to consumers in emerging markets (Forbes, 2023). 
Over the first three quarters of 2024, Apple sold 151.3 million iPhones, mirroring the sales figures from the same 
period in 2023 (Demand Sage, 2025). Quarterly breakdowns reveal sales of 50.1 million units in Q1, 45.2 million in 
Q2, and 56 million in Q3 of 2024 (Demand Sage, 2025). Despite these stable figures, Apple's market share in China 
experienced a decline. In January 2025, shipments of foreign-branded smartphones, including the iPhone, dropped by 
21% year-over-year, totalling 4.398 million units compared to 5.542 million units in January 2024 (Reuters, 2025) 

Another significant factor impacting iPhone sales is the increasing length of upgrade cycles. Consumers now retain 
their iPhones for an average of four years, compared to two or three years in previous decades (Apple Insider, 2019). 
Apple has attempted to address this by introducing software exclusive features for newer models and enhancing trade-
in incentives, but further innovation is required to accelerate upgrade adoption (Liolios, 2015). Subscription based 
iPhone ownership models and sustainability driven initiatives could play a crucial role in shortening upgrade cycles 
in the future (Apple, 2019). 

Emerging markets represent another challenge for Apple. Brands like Samsung, Xiaomi, and Vivo dominate regions 
such as India and Southeast Asia by offering budget friendly smartphones with competitive specifications (NPR, 
2024). High import duties and premium pricing have made iPhones less accessible in these markets (Forbes, 2023). 
To address this, Apple has increased its production in India, reducing costs and allowing for more competitive pricing 
(Chen et al., 2021). However, further expansion requires localized product features, stronger distribution networks, 
and possibly the introduction of a more affordable iPhone model tailored to developing economies (Van De Vliert, 
2021). A detailed analysis of the dataset reveals several key trends that further explain iPhone revenue fluctuations 
and  

Apple's strategic challenges. iPhone revenue peaked in 2018 at $164.89 billion but saw consecutive declines in 2019 
($142.38 billion) and 2020 ($137.78 billion) before recovering in 2021 ($191.97 billion). This pattern suggests that 
market saturation and global economic conditions had a direct impact on iPhone sales. Despite these fluctuations, 
Apple’s gross margin remained stable between 38.3% and 40.1%, indicating  
that its premium pricing strategy and supply chain efficiencies helped maintain profitability even when revenue 
declined. However, as competition in the smartphone industry intensifies, maintaining high margins without 
significant hardware differentiation will become increasingly difficult. Apple’s rising operating expenses also play a 
crucial role in revenue trends. The company’s total operating expenses grew significantly from $18.03 billion in 2014 
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to $30.94 billion in 2018, reflecting increased spending on research and development (R&D), marketing, and global 
distribution networks. Despite this rise in costs, iPhone net income also grew, suggesting that Apple’s ecosystem-
based strategy incorporating services like Apple Music, iCloud, and Apple Pay has helped offset declining hardware 
revenue. This highlights the importance of Apple’s services segment in stabilizing overall profitability, particularly as 
hardware sales slow due to extended upgrade cycles. 

An examination of price versus sales volume trends reveals that Apple maintained a consistent pricing strategy of 
around $650 for several years, even as sales volumes fluctuated. This contrasts with Samsung’s approach, where 
flagship models gradually increased in price over time (e.g., Galaxy S7 at $700 vs. Galaxy S4 at $600). Samsung’s 
ability to sustain strong sales despite rising prices indicates that consumers were willing to pay a premium for 
competitive features. This suggests that Apple’s strategy of pricing iPhones at a premium must be accompanied by 
meaningful innovation to justify continued consumer investment. Additionally, price sensitive customers in emerging 
markets are shifting towards competitors like Xiaomi and Vivo, which offer high-end features at lower price points. 

Competition from other smartphone brands has played a major role in Apple’s revenue trends. The data confirms that 
the 2016 decline in iPhone sales, which dropped from 231.2 million in 2015 to 211.8 million in 2016 (8.4%), coincided 
with the success of Samsung’s Galaxy S7, which featured a strong camera system and water resistance. Similarly, the 
2019 decline in iPhone sales was influenced by Huawei’s P30 Pro, which gained popularity through its advanced 
camera technology and aggressive pricing strategy. In 2020, Apple faced further revenue declines, while Samsung’s 
Galaxy S20 gained an advantage due to its early adoption of 5G technology and AI driven features. These findings 
highlight that while Apple remains a dominant force in the smartphone industry, it must respond more aggressively 
to competitor innovations and shifting consumer preferences. 

Another crucial factor affecting iPhone revenue is the lengthening upgrade cycle. The dataset suggests that consumers 
are now holding onto their iPhones for an average of four years, compared to the two-to-three-year cycle observed in 
previous decades. This shift can be attributed to longer software support, durable hardware, and minimal differences 
between successive iPhone models. Apple has attempted to address this issue by introducing AI driven software 
features exclusive to newer iPhones, trade-in incentives, and financing options to encourage more frequent upgrades. 
However, the success of these strategies remains uncertain. Moving forward, Apple may need to explore subscription-
based iPhone ownership models and sustainability driven incentives, such as promoting refurbished iPhones, to drive 
more consistent revenue. 

These findings reinforce key takeaways for Apple’s long-term strategy. Apple’s reliance on iPhone sales means that 
market saturation and economic downturns directly impact revenue, making diversification essential. Expanding its 
services and wearables segment can help stabilize revenue streams. Apple must also refine its pricing strategy for 
emerging markets, where affordability remains a key barrier. The company’s decision to increase iPhone production 
in India is a step in the right direction, as it reduces import costs and makes iPhones more accessible. Lastly, 
competition from brands like Samsung and Huawei suggests that hardware differentiation alone is insufficient. Apple 
must invest more aggressively in AI driven features, ecosystem integration, and flexible upgrade models to maintain 
its leadership in the smartphone industry.  
 
 

  

121



Proceedings of the 10th North American International Conference on Industrial Engineering and Operations 
Management, Orlando, Florida, USA, June 17-19, 2025 

IEOM Society International 

4. Results 

4.1 Revenue Trends and Profitability 

Between 2014 and 2023, Apple’s iPhone revenue demonstrated a fluctuating trajectory. Revenue peaked at $164.89 
billion in 2018, driven by the launch of the iPhone X, but declined in subsequent years due to market saturation and 
extended upgrade cycles, reaching a low of $137.78 billion in 2020 before rebounding to approximately $200.58 
billion in 2023. These shifts reflect evolving consumer behaviours and increasing competition in the global 
smartphone market. 

Apple’s gross margin remained resilient despite revenue fluctuations, increasing from 38.6% in 2014 to 44.1% in 
2023, suggesting strong cost control and the success of its high-margin products and services. Simultaneously, 
operating expenses grew significantly due to intensified investment in R&D, marketing, and international expansion. 

 

 

Figure 2. iPhone Pricing Trends (2013 –2023) 
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Figure 3. iPhone Revenue Proportion (2013 –2024) 
 

Table 1: Yearly Breakdown of iPhone Revenue, Profitability, and Model Releases (2014–2023) 

Years iPhone 
Revenue 
($B) 

Gross 
Margin 

iPhone 
Gross 
Profit 

Total 
Operating 
Expenses 

iPhone 
Revenue 
(%) 

iPhone 
Operating 
Expenses 

iPhone 
Net 
Income 

iPhone Models 

2014 101.99 38.60% 39.37 18.03 55.50% 10.00665 29.36 iPhone 6, iPhone 6 
Plus 

2015 155.04 40.10% 62.17 22.4 66.50% 14.896 47.28 iPhone 6s, iPhone 
6s Plus 

2016 136.71 39.10% 53.45 24.24 63.30% 15.34392 38.11 iPhone SE (1st 
generation), 
iPhone 7, iPhone 7 
Plus 

2017 141.32 38.50% 54.41 26.84 60.70% 16.29188 38.12 iPhone 8, iPhone 8 
Plus, iPhone X 

2018 164.89 38.30% 63.15 30.94 61.90% 19.15186 44.00 iPhone XS, iPhone 
XS Max, iPhone 
XR 

2019 142.38 37.80% 53.82 34.46 54.60% 18.81516 35.00 iPhone 11, iPhone 
11 Pro, iPhone 11 
Pro Max 
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2020 137.78 38.20% 52.63 38.67 50.00% 19.335 33.30 iPhone SE (2nd 
generation), 
iPhone 12, iPhone 
12 mini, iPhone 12 
Pro, iPhone 12 Pro 
Max 

2021 191.97 41.80% 80.24 43.89 52.30% 22.95447 57.29 iPhone 13 mini, 
iPhone 13, iPhone 
13 Pro, iPhone 13 
Pro Max 

2022 205.49 43.30% 88.98 51.35 52.00% 26.702 62.28 iPhone SE (3rd 
generation), 
iPhone 14, iPhone 
14 Plus, iPhone 14 
Pro, iPhone 14 Pro 
Max 

2023 200.58 44.10% 88.46 54.85 52.20% 28.6317 59.82 iPhone SE (4th 
generation), 
iPhone 15, iPhone 
15 Plus, iPhone 15 
Pro, iPhone 15 Pro 
Max 

 

 
 

 

Figure 4: Line Graph Comparing Cost of iPhone and Samsung (2012-2024) 
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Figure 5. Cost and Revenue Comparison of iPhone and Samsung (2013-2024) 

Analysis of Apple’s financial data from 2014 to 2023 indicates significant fluctuations in iPhone revenue. The revenue 
peaked at $164.89 billion in 2018, followed by declines in 2019 ($142.38 billion) and 2020 ($137.78 billion), before 
recovering to $191.97 billion in 2021 and stabilizing near $200 billion by 2023. These fluctuations reflect market 
saturation, macroeconomic influences, and longer consumer upgrade cycles. Despite revenue volatility, Apple’s gross 
margin remained stable, ranging from 38.3% to 44.1%, suggesting effective cost management and the strength of its 
premium pricing strategy (Apple Inc., 2023). Operating expenses increased markedly, from $18.03 billion in 2014 to 
over $44 billion in 2023, driven by higher investments in research and development, marketing, and international 
expansion. Nonetheless, net income growth demonstrates that Apple’s expansion into services and wearables 
compensated for declines in hardware revenue (Abba et al., 2020; Apple Inc., 2023). 
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Table 2. iPhone vs. Smartphone Revenue Proportion and Pricing Comparison (2014–2023) 

Years iPhone Revenue Proportion iPhone Price Smartphone Revenue Proportion (%) Price 

2014 55.50% $650 103.72% $650 

2015 66.50% $650 109.44% $650 

2016 63.30% $650 111.78% $700 

2017 60.70% $650 109.95% $800 

2018 61.90% $1000 109.86% $850 

2019 54.60% $700 109.77% $850 

2020 50.00% $700 102.79% $1000 

2021 52.30% $700 114.24% $800 

2022 52.00% $700 118.46% $800 

2023 52.20% $900 101.43% $1200 

4.2 Pricing Strategy and Sales Volume Dynamics:  

Apple’s average selling price (ASP) rose from approximately $603 in 2014 to $912 in 2023, reflecting a shift toward 
higher-margin products. However, increases in ASP did not consistently result in higher unit sales. Record unit sales 
of 231.2 million in 2015 declined in subsequent years, particularly during sharp price increases. This trend indicates 
that while consumers tolerate moderate price increases when paired with innovation, steep price hikes may reduce 
demand. By 2023, unit sales dropped to 220 million despite the highest ASP, reflecting growing price sensitivity and 
longer device retention times averaging four years compared to previous cycles of two to three years (FourWeekMBA, 
2023; Qian, 2022). 
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Table 3. iPhone ASP, Sales, and Revenue (2014–2023) 

Year iPhone Sales 
(Million Units) 

Revenue ($ 
Billion) 

ASP 
($) 

Listed 
Price ($) 

Key Notes 

2014 169.2 101.99 603 650 Pre-peak sales; stable pricing and short 
upgrade cycles 

2015 231.2 155.04 671 650 Record unit sales; strong demand for iPhone 
6 series 

2016 211.8 136.71 645 650 Post-peak decline; innovation perceived as 
incremental 

2017 223 141.32 634 650 Modest recovery; last year before iPhone X 
price jump 

2018 217.7 164.89 757 1000 iPhone X launch; sharp ASP increase, flat 
sales 

2019 185 142.38 770 700 Declining units; consumers resist high prices 
2020 189 137.78 729 700 COVID-19 impact; stable pricing, slight 

rebound 
2021 237 191.97 811 700 Highest unit sales since 2015; demand 

rebound 
2022 242 205.49 849 700 ASP rise continues; strong premium model 

sales 
2023 220 200.58 912 900 Highest ASP ever; unit sales decline due to 

price sensitivity & longer upgrade cycles 
 
4.3 Price Elasticity and Demand Sensitivity 

Price elasticity analysis reveals a shift in consumer responsiveness. Demand was relatively inelastic in 2015, with 
consumers purchasing despite rising prices; however, by 2023, the elasticity coefficient approximated –1.23, 

indicating elastic demand where price increases caused proportionally larger declines in unit sales. This change 
highlights Apple’s approach toward a pricing threshold, beyond which further price increases risk significant 
volume loss, especially amid increased competition from brands offering comparable features at lower prices 

(Gallagher, 2025; Wang, 2024). 
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Figure 6: Line Graph Comparing iPhone and Samsung Revenue Proportions (2013-2024) 

4.4 Competitive Pressures and Market Share Impact 

Competitive dynamics from Samsung, Huawei, and Xiaomi substantially impacted Apple’s sales. The decline in 
iPhone sales from 231.2 million units in 2015 to 211.8 million in 2016 coincided with Samsung’s Galaxy S7 launch, 
featuring enhanced camera capabilities and water resistance. Similarly, Huawei’s P30 Pro in 2019 and Samsung’s 
Galaxy S20 in 2020 captured market share through early 5G adoption, AI features, and aggressive pricing strategies. 
These competitive pressures necessitate that Apple augment hardware innovation with enhanced ecosystem 
integration and customer experience improvements (Backlinko, 2025; Li et al., 2024). 

Table 4. Competitor Launch Timeline vs iPhone Sales 
 

Year iPhone Sales 
(million units) 

Decline from 
Previous Year 
(million units) 

Percentage 
Decline (%) 

Competitor Gains 

2013 150 — — — 
2014 169.2 19.2 12.80% — 
2015 231.2 62 36.60% — 
2016 211.8 -19.4 -8.40% Samsung Galaxy S7: Strong feature set, 

including water resistance and enhanced cameras 
2017 223 11.2 5.30% — 
2018 217.7 -5.3 -2.40% — 
2019 185 -32.7 -15.00% Huawei P30 Pro: Superior camera and strong 

market presence, particularly in China 
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2020 189 4 2.20% Samsung Galaxy S20: Early 5G support and 
feature innovation 

2021 237 48 25.40% — 
2022 242 5 2.10% — 
2023 220 -22 -9.10% Samsung Galaxy S23 Ultra: High-end specs and 

5G capabilities 

4.5 Evolution of Apple’s Pricing Strategy 

Apple’s pricing strategy over the past decade has maintained a premium positioning combined with market 
segmentation. New models typically launch with price skimming, gradually reducing prices as product life cycles 
mature. For example, the iPhone 15 Pro and Pro Max debuted at $1,099 and $1,299, respectively, reinforcing premium 
status, while models like the iPhone 16e targeted cost-sensitive consumers at $599 (Seeking Alpha, 2023; Gallagher, 
2025). Additionally, Apple has adapted to market conditions through carrier subsidies and price reductions in 2024 to 
manage inventory and maintain market share (SunTec Group, n.d.; Wang, 2024). 

Table 5. iPhone Launch Prices 
 

Year Apple 
iPhone 
Model 

Price Apple iPhone Sales 
(million units) 

Samsung 
Galaxy Model 

Price Samsung Smartphone 
Sales (million units) 

2013 iPhone 5S $650 153.4 Galaxy S4 $600 316.4 

2014 iPhone 6 $650 192.7 Galaxy S5 $650 318.1 

2015 iPhone 6s $650 231.5 Galaxy S6 $650 321 

2016 iPhone 6s $650 215.4 Galaxy S7 $700 309.6 

2017 iPhone 7 $650 213.3 Galaxy S8 $800 317.7 

2018 iPhone X $1000 208.8 Galaxy S9 $850 292.2 

2019 iPhone 11 $700 191 Galaxy S10 $850 295 

2020 iPhone 12 $700 206.1 Galaxy S20 $1000 266.8 
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2021 iPhone 13 $700 233.9 Galaxy S21 $800 272.3 

2022 iPhone 14 $700 225.3 Galaxy S22 $800 200 

2023 iPhone 15 Pro $900 231.8 Galaxy S23 
Ultra 

$1200 226.6 

 

4.6 Strategic Initiatives for Sustained Growth 

Apple’s long-term growth strategies include expanding its services portfolio (Apple Music, iCloud, Apple Pay), which 
generate consistent recurring revenue independent of hardware sales (Apple Inc., 2023). Wearables such as AirPods 
and Apple Watch have further diversified revenue streams (Abba et al., 2020). Apple’s ramp-up of local manufacturing 
in India reduces costs and improves affordability in emerging markets, complemented by trade-in programs and 
installment plans (Forbes, 2024; NPR, 2024). To mitigate longer upgrade cycles, Apple promotes AI-driven features, 
trade-in incentives, and explores subscription-based ownership models (MacRumors, 2023; Qian, 2022). 
Sustainability efforts, including use of recycled materials and energy-efficient production, align with evolving 
consumer and regulatory expectations (Aghabi & Qurjanaki, 2024; Li et al., 2024). 

4.7 Financial Impact of Strategic Shifts 

Apple’s diversification into services and wearables has helped stabilize revenue amidst hardware volatility. From 2014 
to 2023, service revenue grew substantially, contributing to net income stability even as iPhone sales fluctuated. 
Operating expenses nearly doubled from $18.03 billion in 2014 to over $44 billion in 2023 driven by investments in 
R&D, marketing, and international distribution. 

Despite rising costs, Apple's net income growth supports the view that services and ecosystem integration (e.g., Apple 
Music, iCloud, AppleCare) are offsetting slowing hardware momentum. 

Table 6. Summary Table of Key Indicators (2014–2023) 

Year 
iPhone Sales 
(Million 
Units) 

Revenue 
($ Billion) ASP ($) Listed Price 

($) Gross 
Margin(%) 

Operating 
Expenses($) 

2014 169.2 101.99 603 650 38.60% 250.9 
2015 231.2 155.04 671 650 40.10% 260.65 
2016 211.8 136.71 645 650 39.10% 254.15 
2017 223 141.32 634 650 38.50% 250.25 
2018 217.7 164.89 757 1000 38.30% 383 
2019 185 142.38 770 700 37.80% 264.6 
2020 189 137.78 729 700 38.20% 267.4 
2021 237 191.97 811 700 41.80% 292.6 
2022 242 205.49 849 700 43.30% 303.1 
2023 220 200.58 912 900 44.10% 396.9 

5. Strategies for Sustaining Long-term Growth 

To counter revenue stagnation and competitive pressures, Apple has adopted several strategic initiatives aimed at 
sustaining long-term growth. 
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Diversification of Revenue Streams 

 Apple has expanded its services division, with offerings such as Apple Music, iCloud, and Apple Pay providing 
consistent revenue independent of iPhone sales (Apple Inc., 2023). Additionally, wearables like AirPods and the Apple 
Watch have become highly profitable product lines that strengthen Apple's ecosystem (Abba et al., 2020). 

Expansion into Emerging Markets 

 By ramping up local manufacturing in India, Apple aims to reduce production costs and offer competitive pricing in 
price sensitive regions (Forbes, 2024). The introduction of flexible installment plans, and trade-in programs has also 
made iPhones more accessible in developing economies (NPR, 2024). 

Enhancing Upgrade Incentives 

 Apple is leveraging AI driven software features, improved trade-in offers, and financing options to encourage more 
frequent upgrades (MacRumors, 2023). Exclusive software capabilities in new iPhones create added value, motivating 
consumers to transition to the latest models (Qian, 2022). 

Leveraging AI and Sustainability 

Apple’s future growth also depends on integrating AI driven functionalities, such as smarter virtual assistants, 
enhanced facial recognition, and predictive analytics for customer engagement (Li et al., 2024). Additionally, Apple 
has emphasized sustainability by incorporating recycled materials into its devices and improving its energy efficient 
production processes (Aghabi & Qurjanaki, 2024). The iPhone's contribution to Apple's revenue has seen fluctuations 
over the years. In the fourth quarter of fiscal year 2024, iPhone sales accounted for nearly 49% of the company's 
overall revenue, amounting to $46.22 billion (Backlinko, 2025). This highlights the iPhone's enduring prominence in 
Apple's financial ecosystem 

Forecasting and Future Strategies  

Looking ahead, Apple faces challenges in maintaining high margins, especially as competition intensifies. Despite 
stable gross margins of 44.1% in 2023 (Apple Inc., 2023), further increases in production costs and rising competition 
could erode profitability. To maintain its leadership position, Apple will need to innovate more aggressively and 
explore new pricing models, such as subscription-based iPhone ownership and promoting refurbished iPhones (Qian, 
2022). Furthermore, incorporating AI driven features and focusing on sustainability may help Apple differentiate its 
products in an increasingly crowded market (Li et al., 2024). 

6. Conclusion 

The stagnation in iPhone revenue growth can be attributed to several interrelated factors, including market saturation, 
extended upgrade cycles, economic downturns, and increasing competition from Android brands. While the iPhone 
continues to be a cornerstone of Apple’s revenue, the company has faced challenges in sustaining growth from this 
single product line. To ensure long-term sustainability, Apple must continue diversifying its revenue streams beyond 
the iPhone. This includes expanding into emerging markets, strengthening its services division (Apple Music, iCloud, 
Apple Pay), and enhancing its product ecosystem, including wearables like the Apple Watch and AirPods. These 
moves have provided more stable and recurring revenue streams, which help offset fluctuations in iPhone sales. 

Additionally, Apple’s focus on artificial intelligence (AI) innovations and its push into augmented reality (AR) will 
help it differentiate its products from competitors. Optimizing pricing models to cater to price sensitive regions and 
strengthening customer loyalty through services and exclusive features will be key to maintaining a competitive edge. 

Apple’s growth trajectory is slowing compared to its previous rapid expansion, but it is still pursuing strategies that 
will support its market position in the long run. Despite challenges, Apple’s significant investment in R&D and its 
diversification strategy show that the company is evolving to meet changing consumer behaviours and market 
dynamics. By refining its strategies, particularly in the areas of pricing and product innovation, Apple can secure 
sustained growth and mitigate risks associated with its dependency on iPhone sales. 
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In terms of competition, Samsung remains one of Apple’s primary rivals. Samsung’s ability to offer feature rich 
devices at competitive prices has had a direct impact on iPhone sales, especially in price sensitive markets. Samsung's 
Galaxy S series and Galaxy Note series, which emphasize technological innovation like 5G adoption, advanced camera 
systems, and foldable phones, continue to challenge Apple in terms of hardware and features. However, Apple’s 
premium pricing strategy, brand loyalty, and ecosystem integration provide it with a distinct competitive advantage 
in developed markets. 

Despite Samsung’s competitive threat, Apple’s focus on emerging markets and its localized production efforts (e.g., 
manufacturing in India) show potential for growth in regions where affordability remains a key factor. As Apple 
continues to focus on innovation, AI driven features, and sustainability, it can maintain its competitive advantage and 
adapt to the evolving market landscape. 

Overall, while Apple faces growing competition and challenges in the iPhone market, its strategic emphasis on 
diversification, innovation, and enhancing customer loyalty will help ensure its continued growth. By refining its 
strategies and remaining responsive to market conditions, Apple can sustain its leadership in the smartphone industry 
and continue thriving in the face of competition from Samsung and other Android manufacturers. 

However, challenges loom on the horizon. Apple has faced delays in releasing significant AI enhancements for its Siri 
voice assistant, with expectations now set for early 2026 (The Wall Street Journal, 2025). This postponement has 
dampened prospects for increased iPhone upgrade rates in the current fiscal year, leading to a nearly 11% drop in 
Apple's shares, marking the company's most substantial weekly decline since late 2022 (The Wall Street Journal, 
2025).   
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