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Cellphones & Smartphones
	The cellphone industry has grown drastically over the last 20 years when touchscreens were in the infancy. This technology has continued to increase and sped up since Windows Mobile and the Blackberry in the early 2000’s. This was followed by the iPhone in 2007 and Android in 2008. These devices were made possible by the advances in network technology. IT is amazing how we have gone from the old flip phone to the smartphone in the span of just 20 years. 
	The smartphone market is a relatively young, and would be considered in the maturing phase. Apple is the league leader but the competitors they face are Google, Samsung, and Microsoft (“Who are Apple’s 3 Biggest Competitors?”, 2013). There are quite a few other smartphone manufacturers like Sony or Research in Motion (Blackberry). Each of the companies in the market sells essentially the same product. Samsung has better camera, and larger screens, while Apple has the Retina display. The industry does not have any major barriers which prevent companies from entering into the market, or from leaving it if they fail to be successful. These facts lead us to believe that the smartphone market structure that of a monopolistic competitive environment. 
Elasticity 
	The iPhone 7 will be the product that we focus on. Whenever Apple releases a new phone every year to two years the product is one of the most desired products out there. There a large group that will purchase the device within the first week. This trend will continue with the release date of the iPhone 7. The release price will probably be around $1000 dollars (“iPhone 7 Buzz,” 2016). This of course will vary depending on the memory size. Looking at past trends this increase in price will not cause the loyal iPhone customers to shy away from purchasing the new device. This would relate directly with the elasticity of demand of the iPhone 7, this is defined as the percent of change in quantity over the percent of change in price. No matter the calculation, the elasticity of the demand is always considered positive. In regards to the iPhone 7 the increase in price will more than likely have a slight decrease the quantity demand. There will people that will choose to purchase the iPhone 7 that has a lower memory capacity to compensate for the increase in price. This would show the elasticity of in a small negative number like -0.1 or 0.1.Having an elasticity of demand at 0.1 would make the product considered inelastic (McConnell, 2009).
Pricing 
	The iPhone 7 has been found to be inelastic, and because of this Apple, Inc. can price the device relatively easily. However they must always be cautious of its competitors. With the continued price increases of the iPhone the competitors can decrease the cost of their products could help to entice the Apple faithful away from Apple and towards a lower priced competitor. 
	Apple’s decision to raise prices will increase the supply curve. They will want to sell more iPhones due to the fact that the price is greater. With that said, the supply curve will in the market graph for the iPhone 7s. In this situation an increase in supply will change the marginal costs and marginal revenues of Apple, Inc. With the higher price point the marginal revenue for Apple, Inc. will go down, while marginal costs remain the same. However for the consumer, the marginal benefit of purchasing the iPhone goes down, and the marginal cost goes up.
Non-Pricing Strategy
Apple, Inc. uses premium pricing since they have a very loyal customer base. Apple, Inc. also uses non-pricing strategies to set itself apart in the industry. Apple, Inc. advertises heavily on television to show how it is the high end crowd favorite. This method has worked well for Apple, Inc. over the years, and has allowed them to grow a large loyal customer base and has developed name brand recognition (McConnell, 2009). With advertising, Apple, Inc. uses convenience as a non-pricing factor. Apple, Inc. has stores located in major, cities and malls. This partnered with the fact that all major cellphone providers sell the iPhone along with major box stores, it is simple to purchase an iPhone. With the fact that the product is available everywhere it has accessories that are also readily available. With the iPhone 7 Apple, Inc. will need to make sure it has enough devices in stock as well as its accessories. 
Fixed and Variable Costs
	The change in the Apple’s operation in regards to the iPhone 7 will modify the company’s fixed and variable costs. The variable costs include the raw material for the device, and labor costs. This will also vary by the amount of devices that are produced. Since the demand for the iPhone 7 is projected to be the largest of any iPhone to date, the variable cost will increase. With that said Apple will have to solve the potential logistical problems they will face. One of which could be ensuring that the labor force is large enough to ensure devices will be available. This will cause the decrease in production capacity of previous devices, such as the iPhone 6 and iPad Air.
The new iPhone 7s will not have an effect on the fixed costs of Apple. The fixed cost of Apple currently includes electricity, operations, and distribution. The iPhone 7’s introduction will only cause Apple to shift some of these resources from other projects over to the iPhone 7.
Conclusion
	Like all of the iPhones the launch of the iPhone 7 is one of the most awaited device of the year. It is sure to be competing with the latest and greatest device form other manufacturers like Samsung, Motorola (Google), and Microsoft which will also have the latest and greatest features and most up to date operating systems.  The iPhone 7 will cost more than its predecessor, however it is inelastic. Since this is the case it will have a minimal effect. The superior pricing decisions and non-pricing decisions, Apple will work to have another successful iPhone launch despite the price increase. 
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