
WASHINGTON: With its latest financial results, Apple
is showing it can move beyond the iPhone with gadgets
and services that can help the California tech giant
weather the slumping smartphone market. In the just-
ended quarter, Apple took in less than half its revenue
from the iPhone, the longtime cash and profit driver for
the company, representing a milestone for the company.

Apple managed to grow its overall revenues, albeit
by a modest one percent, to $53.8 billion, even as
iPhone revenues plunged nearly 12 percent in the April-
June period. The company delivered strong growth from
digital content and services that include its Apply Pay
and Apple Music, along with wearables and accessories
like the Apple Watch and Air Pods.

Apple is preparing to launch its branded credit card
in August that ties into its digital wallet, as well as its
own streaming television service to compete with
Netflix and others, with at least $1 billion invested in
original content. The results show Apple is lessening its
dependence on the iPhone, analysts said.

“As the smartphone market matures Apple can no
longer rely on iPhones alone to power the company for-

ward,” said Avi Greengart of the consultancy
Techsponential. “Apple has been signaling for a while
that its plan was to diversify into services and we’ve
seen from the latest results that this strategy is working
quite well.”

Apple’s roadmap 
Apple’s update should allay investor concerns that

the company’s growth could be hobbled by a sputtering
smartphone market, said a research note from Gene
Munster and Will Thompson of the equity firm Loup
Ventures. “We believe the Street is systematically
undervaluing Apple’s ecosystem by focusing on hard-
ware sales instead of revenue and earnings growth plus
optionality,” Munster and Thompson wrote. “We believe
this quarter’s results and the roadmap for the next two
years will prove to be a turning point for investors to
begin valuing Apple with a more appropriate multiple.” 

Challenges ahead 
But some analysts warn that Apple still faces chal-

lenges as rivals chip away at the smartphone market, in

which the iPhone’s share is less than 12 percent. Daniel
Newman of Futurum Research said it was “an impres-
sively unimpressive quarter” for Apple highlighted by
weak iPhone sales.

“I believe the iPhone success is a double-edged
sword for Apple, because it has become such a depend-
ency for the company to achieve its growth targets, yet
the market is clearly showing a stabilizing or even
shrinking demand,” Newman said in a research note.

Newman said Apple has no other product as lucra-
tive as the iPhone and has failed to gain traction in low-
income countries. “I believe Apple is floundering a bit
more than people want to believe,” Newman said.

“The company’s strategy seems to be lacking
vision. Apple’s growth is coming from accessories and
services, rather than iPhones and iPads. While diversi-
fication is a step forward, the company will need more
of it, and fast.”

Richard Windsor of the research firm Radio Free
Mobile said Apple “is still a one-product company”
because its ecosystem revolves around the iPhone. “I
still think that ending its dependence on the iPhone is a

very distant dream meaning Apple will continue to live
and die with the success of this product,” Windsor said
in a blog post.

While Apple is showing gains in these new services,
Windsor said Apple’s trajectory remains somewhat
murky. “If the Apple iPhone suddenly loses its mojo then
these businesses which are being dressed up as iPhone
independent are also likely to crater.”

Greengart said the fears are overblown, pointing out
that Apple has a large and loyal base of iPhone users
which allows the company to sell more accessories and
services. “They’re keeping their existing customers and
there’s still more switching to iPhone than away from
iPhone,” he said. Greengart said Apple has the potential
to lead in mobile augmented and virtual reality, health
and wellness services through its smartwatch, which has
been dominating the segment.

“Satisfaction with the Apple Watch is very high,”
the analyst said. “If you want a smartwatch and you
have an iPhone the Apple Watch is compelling, and
once you have the Apple Watch, you’re not going to
switch to Android.” —AFP 
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SAN JOSE: Apple’s vice president of technology Kevin Lynch speaks during the keynote address during Apple’s Worldwide Developer Conference (WWDC) in San Jose, California. — AFP

Gadgets and services could help tech giant weather slumping smartphone market

Apple eyes reinvention as iPhone sales fall

For Airbus, 
capitalizing on 
Boeing’s woes 
is challenging
NEW YORK: With its main rival hobbled
by the worldwide grounding of a top-sell-
ing jet, Europe’s Airbus could seem poised
to emerge as the undisputed global aero-
space leader. Airbus has overtaken the
American giant Boeing in some key bench-
marks in 2019. And the company is now
better positioned to move quickly on a new
jet product. 

Meanwhile, the American company is
mired in efforts to get its crisis-stricken 737
MAX planes back in the sky after two
deadly crashes. Stil l , experts say the
Toulouse, France-based aviation giant faces
production constraints that likely limit its
ability to grab more market share. 

“Airbus is a winner only at the margins,”
said Richard Aboulafia, a longtime industry

analyst at the Teal Group, an aerospace
market analysis firm. To be sure, Boeing’s
suspension of deliveries of its top-selling
plane has added luster to Airbus’s solid and
unscathed results.

Moreover, as the MAX grounding has
dragged on since March, key airline cus-
tomers are becoming increasingly blunt in
expressing frustration. Airbus delivered 389
planes through the end of June, an increase
of 28 percent. During the same period,
Boeing deliveries fell 37 percent to 239. It
was the first time since 2011 that Airbus
overtook its US rival in plane deliveries,
which is when the bulk of revenues are gen-
erated, effectively rendering Airbus the
world’s largest aircraft maker.

Airbus also has had net orders of 88
planes in 2019, compared with Boeing,
which has seen a decline of 119. At the Paris
Air Show in June, Airbus announced orders
for 383 planes worth $44 billion, about $10
billion more than Boeing’s take from the
show. Still, a consolation prize for the US
company was a letter of intent by British
Airways parent IAG to buy 200 new 737
MAX planes, a vote of confidence in the
aircraft. Airbus is primed to move more
quickly with commercializing a new mid-
distance plane, launching the A321XLR in

Paris this year, a single-aisle plane with
greater range and passenger capacity of
240.  Boeing also has had a plan under
development for a competing jet, but the
timeframe has been pushed back because
of the MAX.

No major Boeing cancellations 
But since the MAX crisis, Boeing has

seen “no major cancellations of orders,”
said Aboulafia. The Saudi budget carrier
Flyadeal reversed a plan to purchase MAX
planes but the deal had been provisional,
aviation experts said. Still, some plane con-
tracts allow airlines to cancel the agreement
without charge six months after a ground-
ing. That means late September could be a
telling juncture.

“That’s when we’ll know whether Airbus
really has benefited from this tragedy,” said
Michel Merluzeau, an expert at Air Insight
Research, an analysis firm and consultancy.
But even if airlines did want to shift to
Airbus, they might have doubts about the
European company’s ability to deliver high-
er output.

Ramping up production in aerospace is a
capital-intensive process that involves
around five years of planning, Merluzeau
said. “I’m not sure Airbus’s supply chain can

sustain another increase in production,”
Aboulafia said. “It will require additional
investments, and we are talking about mil-
lions of dollars.”

Airbus has struggled to keep up with
some of its production targets due to diffi-

culties at engine makers Pratt & Whitney
and CFM International, a joint-venture of
General Electric and Safran. Airbus has said
it expects output of MAX rivals under its
A320 line to reach 60 per month in 2019
and 63 per month next year. —AFP 

PARIS: In this file photo taken on June 18, 2019 view of the Airbus static display during
the International Paris Air Show at Le Bourget Airport, near Paris. — AFP


