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Executive Summary
This assignment aims to conduct a strategic analysis on the problems and the solutions that Apple Inc. used to maintain its competitive advantages. Apple Inc is a technology giant that has vaulation of over $2.529 Trillion in 2022. Based in Cupertino, California, United States the organisation was established in 1976 by Steve Jobs, Steve Wozniak, and Ronald Wayne and since then has become one of the largest tech giants in the world. The report conducts an external and internal environment analysis of Apple Inc. The overall external environment is favourable for Apple as the governments are favouring safe technology, economic conditions of most of the emerging economies are allowing people to buy luxury tech, consumers are also aspiring to own Apple, new technologies are coming up every day and Apple is also favouring environmental causes. The competition in the industry is very high and the organisation is facing multiple problems such as duplication of technology and old players like Samsung and Microsoft entering the Luxury Tech segment. The key resources available to Apple that has served as a source of competitive advantage for the firm are brand image, supply chain, patents, and intellectual properties.
The report conducts a SWOT analysis and determines the problems that are being faced by Apple Inc. The strength of the organisation is its brand image and its innovation along with the loyal customer base. The organisation faces strong opportunity in the emerging markets and diversification of its products.  The report also evaluates the strategic management initiatives taken by the organisation to maintain its competitive advantages. The firm has several options that it could follow to mitigate the problems including diversification, focusing on the new products and new segment and vertical integration. Apple decided to adopt diversification, innovation strategic alliance and vertical integration as strategic implementation. All the initiatives led to development of competitive advantage for the organisation. Finally, the report also offers recommendations to Apple. These recommendations were to concentrate on sustainability, increasing reach in emerging economies and diversification.




1. [bookmark: _Toc131149142]Introduction
[bookmark: _Toc131149143]1.1 Background
According to Johnson, et al., (2020) strategy is what is decided as the long term direction of an organisation. According to Peter drucker- strategy is any organisations theory about how they can gain competitive advanatge. Strategy management is the process of determining the objectives and the methods to accomplish them by an organisation. They identify the resources that are required to accomplish those goals and to allocate them in the best way forward. Apart from offering along term direction the strategic management also helps the organisations with a framework to make decisions that can help the organisations to acomplish their vision and goals (Lynch, 2018). Strategic management helps with right decisions backed by ample data so that they are benificial for the organisations. Strategic management also helps the organisations to be more innovative and creative in their outlook towards their products and services so that they can gain an edge over their competitors. Stakeholders are very important in terms of organisations and strategic management helps the organisations to develop long lasting relationship with their stakeholders including customers, employees and shareholders (Johnson, et al., 2020). It places special emphasis in understanding the needs of the stakeholders and acting towards them to maximise the organisations profits along with stakeholders empowerment. Finally, strategic management also helps in accomplishing the competitive advantage by the organsiation and helps in bringing change in the firm. The case study chosen for this assignment is Apple Inc. 
Apple Inc is a technology giant that has vaulation of over $2.529 Trillion in 2022. Based in Cupertino, California, United States the organisation was established in 1976 by Steve Jobs, Steve Wozniak, and Ronald Wayne and since then has become one of the largest tech giants in the world (Vox, 2015). Apple products such as iPhones, iPods, Mac books, and ipads have revolutionised the technology world. Apple follows the luxury tech business model which is further based on the principles of design, innovation, and great customer experience. The products are known for its sleek design, premium feel and the seamless experience of Apple service and software that leads to a cohesive and convinient user experience (Vox, 2015). Additionally, the R&R (retain and renew) strategy of the organisation helps the organisation to accomplish an edge over their competitors. Apple aslo has diversified its business in terms of Apple Music, iCloud, and Apple Tv+ which has enhanced its revenue streams and has added to the user experience of the organisation. The revenue of the firm in the year 2022 was $394.328B which was an increase of 7.7 % from its 2021 revenue (Statista, 2023). The organisation is the pioneer and the leader in the luxury tech industry. 
[bookmark: _Toc131149144]1.2 Aim
The aim of this assignment is to conduct a strategic analysis on the problems and the solutions that Apple Inc. used to maintain its competitive advantages.
[bookmark: _Toc131149145]1.3 Scope
The objectives of this assignment-
1. To conduct an external and internal environment analysis of Apple Inc. 
2. To conduct a SWOT analysis and determine the problems that are being faced by Apple Inc. 
3. To evaluate the strategic management initiatives taken by the organisation to maintain its competitive advantages. 
[bookmark: _Toc131149146]2. Mission and Objectives
The mission statement of Apple is to design best products and services in the world and enrich people’s lives (Apple , 2023). Apple products have revolutionised the world since long and the products have been able to make a difference in the lives of its customers. 
The objective of the organisation is to offer quality products that could satisfy the needs of its customers. The organisation wants to expand globally and has been working consistently to reach new markets and consumers (Nasdaq, 2020). Apple has mentioned that it wants to promote sustainable growth and profitability. Furthermore, the organisation wants to develop and maintain a culture of growth and creativity within the organisation. Lastly, the organisation wants to promote sustainability and support the environmental causes for saving the community and the planet. 
[bookmark: _Toc131149147]3. Environment Analysis
[bookmark: _Toc131149148]3.1 External environment analysis 
An external environment analysis is conducted to realise the opportunities and threats that are faced by an organisation. It can be further divided into Macro environment and Micro environment. Macro environment is the external environment that are beyond the control of Apple Inc. but they affect the operations of the organisation (Rêgo, et al., 2021). A good tool to assess the Macro environment is PESTLE analysis. Similarly, microenvironment are the industry specific factors that affect the operations of Apple Inc. Porter’s five forces model is often used to analyse the micro environment. 
[bookmark: _Toc131149149]3.1.1 PESTLE analysis
PESTLE analysis is the tool used to evaluate the external environment of an organisation. PESTLE stands for Political, Economical, Social, Technological, legal and environmental factors (Çitilci & Akbalık, 2020). A detailed PESTLE for Apple is discussed below. 
Political: Governments across the world are looking for technology firms that promote data protection and security and Apple Inc. products provide a high level of data protection and security making them a favourable product for the countries across the world. However, changes in the trade practices and trade barriers are a threat to Apple Inc. For example, according to Tien, (2019) Apple Inc. faces multiple trade policies issues and national trade barriers and the distribution policy of the organisation has been affected by the same. 
Economical: Rise in GDP of the developing nations is an opportunity for Apple Inc. Apple’s premium products and strong customer loyalty is another opportunity that has been consistently exploited by Apple each year by enhancing the value of its iPhone (Jamalova and Constantinovits, 2019). Fluctuations in the currency exchange rate can negatively affect the earnings of the organisation. Additionally, the premium pricing of the product might hurt the business during economic reccessions. 
Social: Consumer preferences are changing and they are attracted to the new technology and innovations (Vinokurova, 2019). Changing consumer preferences have acted as an opportunity for the organisation. The rise in sustainability and human rights conscious population who promote ethical sourcing may act as a threat to Apple Inc. 
Technology: New innovations in technology such as development of AI and IoT may act as a source of ooportunit for Apple as they can produce more technologically advance products (Khan, et al., 2014). However, use of advanced technology by other competitors for gaining competitive advantages might act as a threat for Apple Inc. 
Environmental: Climate change and environmental concern are encouraging people to question tech companies and their carbon emission habits. The supply chain of the industry is under threat due to the rise in environmental concerns and sustainability awareness amongst people.  Apple has suffered many allegations of increasing carbon foot print and climate change caused by its supply chain functioning (Tien, 2019). This is clearly a threat to the reputation and brand image of the company. However, the organisation is consistently working towards reducing its carbon footprint and adopt more sustainable practices such as working towards economic equlity and fighting climate change. 
Legal: The tech industry is highly regulate and the organisations higly depend upon leagal regulations regarding patents and intellectual properties. The brand reputation of Apple is very high and the organisation is ready to leverage it maintain compliance with legal and regulatory requirements also the patents and intellectual property rights might act as a oportunity for Apple (Fisher III & Oberholzer-Gee, 2013). Apple may face legal challenges related to data privacy and antitrust. 
[bookmark: _Toc131149150]3.1.2 Porter’s Five Forces Analysis
Porter’s Five Forces Model is used to identify the competitive environment in the industry, the tool offer five forces that drives competition and decides the organisation’s ability to make profit (Bruijl & Gerard, 2018). A detailed analysis is discussed below.
1. Threat of new entrants: The threat of new entrants is low as technology industry is almost saturated and is characterised by high barriers of entry (Khan, et al., 2015). The industry is capital intensive, requires strong brand reputation, economies of scale and complex supply chain. All these factors discourage the new ventures to enter the business. 
2. Bargaining power of Supplier: The bargaining power of the suppliers in the technology market is high due to product part specific suppliers who are generally few in number. The bargaining power of the suppliers in Apple Inc. is high as the part required for the products are unique and a handful of suppliers fulfil the criteria (Khan, et al., 2015). However, Apple Inc. has utilised several strategies to overcome this problem such as developing strong relationships with the suppliers and the distributors, investing in vertical integration and developing long term supply chain partnership. 
3. Bargaining Power of Buyers: In case of Apple Inc. the bargaining power of customers is also high as the buyers play a very important role in the revenue generation and can easily switch to another brand in case they are dissatisfied with the product or pricing (Khan, et al., 2014). However, the brand value and luxury feeling that is provided by owning an Apple product has developed a loyal customer base for the brand in the market. 
4. Threat of Substitutes: The threat of substitutes in the market is also very high as the number of competitors are innumerable and everyone is copying the products and technology used by Apple and making it available at affordable prices to the customers (Khan, et al., 2015). Apple has maintained its market value by offering superior products, great customer service and maintaining high brand image. 
5. Rivalry amongst existing competitors: The existing rivalry among the competitors is intense as Apple is competing against multiple tech giants such as Samsung, Google and Microsoft for different products including laptops, mobile phones, and smartwatches (Khan, et al., 2014). Apple’s innovative technology, product differentiation and loyal customer base has made the organisation stand out from its competitors and has helped in developing competitive advantage for the organisation. 
Although, Apple Inc. is facing intense rivalry in the industry the organisation has maintained its competitive edge and is still the market leader. 
[bookmark: _Toc131149151]3.1.3 Industry Life Cycle
The industry lifecycle is a framework that describes different stages that an industry goes through from its birth to decline. 
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Image 1. Industry Life cycle. Source (Sabol, et al., 2013)
Introduction: Apple was introduced in the year 1976 and the first products were Apple I and Apple II computers (Vox, 2015). They were not so popular back then and the sales were also slow.
Growth: The growth stage came during the 90’s when apple Macintosh line of computers which became very popular due to their graphics and user interface (Kocienda, 2018). Apple’s market share increased rapidly during this stage. 
Maturity: During 2000 Apple hit maturity but the organisation chose the route of diversification and introduced products such as iPod, iPad and iPhone which took the organisation back to the growth stage and have been major contributors to Apple’s growth (de Man & Strandhagen, 2017). During this stage the competition also increased several folds for Apple and the organisation faced intense rivalry from organisations like google and Samsung. 
Decline: The organisation revived the growth stage using diversification as a result the decline stage has not yet come for the organisation (de Man & Strandhagen, 2017). Additionally, Apple is always adapting itself towards new technological changes and at the same time is investing in research and development to maintain its competitive advantage and market. 
[bookmark: _Toc131149152]3.2 Internal Environment
The internal environment of an organisation is the internal factors that affect the operations of the firm. The tools to examine the internal environment id VRIO analysis and Supply chain analysis. 
3.2.1 Strategic Resources and Capabilities
[bookmark: _Toc131149154]According to the RBV model the resources that are available to the organisation can act as a source of competitive advantage for the organisation. The resources of Apple Inc. can be divided into tangible and intangible resources. Tangible resources are the ones that can be physical felt and it includes the financial assets, stores and service centres of Apple Inc. The intangible resources are the ones that cannot be touched such as Patents, intellectual properties , research, and development of Apple Inc (Barley, et al., 2020). The third form of the resources are the human capital available to the firm.
3.2.2 Value Chain of Apple 
[image: the value chain with all primary and secondary activities]
Image 2. The Value chain. Source (Harvard Business School, 2020)
According to an article published by Harvard Business School, (2020) the businesses try to create value at every transaction for their customers in terms of satisfaction and for themselves and their shoreholders in the form of the profit that the organisation is making. To comprehend how much value Apple Inc. is creating it is critical to understand the value chain of the organisation. A value chain is typically divided into two parts the primary activities and the supporting activities. The primary activities are the ones that are directly related to procurement, production, sales and delivery of the products and services of an organisation. The support activities are there to faciliate the primary activities. 
Primary activities 
Inbound activities: The inbound activities of Apple are sourcing and receiving components and raw material from its suppliers that are utilised to manufacture the products (Kano, 2018). 
Operations: This consists of manufacturing, assembly and testing of apple products.
Outbound Activities: This include packaging and shipping of the final products to distributors and retailers.
Marketing and sales: the marketing startegy of Apple is very strong and it is based on showcasing the features of the product and the brand. Additionally, the retail presence of the brand is also very strong with 550 owned Apple stores across the world (Lifestyle Asia, 2021). 
Services: The organisation offers service support through online, retail and call centres.The organisation offers repair and replace support along with offering technical support to its customers. 
Support Activities 
Procurement: Apple’s main focus is good quality and to maintain that, it ensures very good relationship and support to all its suppliers, so that the organisation can get the components at very good prices (Kano, 2018). 
Technology Development: Apple has been investing a lot in its Research and development department to consistently develop new products and technologies (Kano, 2018). It has has been working hard to develop software, hardware engineering and new innovative designs. 
Human Resource Management: The human assets available at Apple is very talented and skilled (Kano, 2018). It has helped the organisation to reach new hieghts which would not have been possible without the support of the work force. In turn Apple invests a lot in training and development of its employees and ensures that the training received by its employees are invested back in the growth and productivity of the organisation. 
Infrastructure: The infrastructure of Apple is very vast and the organisation is working very hard to maintain and build top class infrastructure further (Kano, 2018). The infrastructure consists of manufacturing facilities, retail stores and a complex supply chain. 
Overall Apple is able to offer value to its customers and other stakeholders at each step of its value chain. 

[bookmark: _Toc131149153]3.2.3 VRIO Analysis
VRIO analysis is the framework that is used to identify the sources of sustainable competitive advantages of the firm. VRIO framework arises from the resource-based view analysis. RBV is an analysis that identifies the resources and capabilities of a firm (Barley, et al., 2020). 
As per the VRIO analysis the resources are further segregated as valuable, rare, inimitable and organisable. The resources that fulfil all the four criteria are the sources of competitive advantage for the organisation. 
	Resources/Capabilities
	Valuable
	Rare
	Inimitable
	Organized
	Competitive Advantage

	Strong brand image
	Yes
	Yes
	Yes
	Yes
	Sustainable Competitive Advantage

	Design Capability
	Yes
	Yes
	Yes
	Yes
	Sustainable Competitive Advantage

	Research and Development
	Yes
	Yes
	Yes
	Yes
	Sustainable Competitive Advantage

	Patented technologies
	Yes
	Yes
	Yes
	Yes
	Sustainable Competitive Advantage

	Retail store network
	Yes
	No
	No
	Yes
	Comparative Parity

	Supply chain management
	Yes
	Yes
	Yes
	Yes
	Sustainable Competitive Advantage

	Intellectual property rights
	Yes
	Yes
	Yes
	Yes
	Sustainable Competitive Advantage

	Financial Assets
	Yes
	Yes
	No
	Yes
	Temporary Competitive Advantage

	Human Capital
	Yes
	Yes
	No
	Yes
	Temporary Competitive Advantage


Table 1. VRIO Analysis of Apple. Source (Author)
Brand Image: Apple is one of the most valuable brands in the world. Population across the world aspires to use Apple products and be a part of the Apple community (Wijaya, 2013). The brand is associated with prestige, innovation, and unbeatable quality. The brand image of Apple is valuable, rare, and difficult to imitate. It is highly organised and one of the sources of competitive advantage for the organisation. 
2. Design capability and Research and development: Every year Apple spends a huge amount on designing its products along with developing innovative products utilising the latest technology upgrades (Aljafari, 2016). Aesthetically pleasing designs and innovative products are the reason that Apple is a market leader. It designs capability and a very strong R&D focus are sources of sustainable competitive advantage for the firm. 
3. Patents and Intellectual Property: Apple has developed a large portfolio of patents, trademark and intellectual properties over its innovative products and technologies these are the sources of sustainable competitive advantage for the firm (Fisher III & Oberholzer-Gee, 2013). These patents and intellectual property make the technology used by Apple rare and difficult to imitate. 
4. Retail store network: The retail store network of the organisation is strong, and the organisation is available in 25 countries 520 stores (Lifestyle Asia, 2021). Although this is a valuable resource, but it is easily imitable by the competitors of the brand who have similar level of financial assets at their disposal.
5. Financial assets: Apple is currently at the valuation of $2 Trillion and to achieve this mark the organisation has made its own identity in the world (Companies Market Cap, 2023). Its financial assets are valuable, but the competitors are also large giants like Samsung and Google who have very high valuation as well. 
6. Supply chain management: The supply chain at Apple is a complex process and enables the organisation to manage its inventory, procure raw materials and distribute its products globally (Petersen & Lemke, 2015). The supply chain of the organisation is valuable, rare and very difficult to replicate and organised. It is a source of sustainable competitive advantage for the organisation.
Overall, the brand image, patents and intellectual properties, R&D, and the supply chain of the organisation is the source of competitive advantage for Apple Inc.
[bookmark: _Toc131149155]3. SWOT Analysis

Figure 1. SWOT analysis of Apple Inc. Source (Author)
SWOT analysis stands for Strength, weakness, opportunities and threats. According to (Ayub, et al., 2013) SWOT helps in identifying the core competencies of the organisation such as strengths and using them to exploit opportunities, mitigate threats and recognising weaknesses to minimise them.  SWOT analysis will act as a foundation of strategic evaluation as it will identify the challenges that the organisation is facing and the resources and opportunities that can be used to mitigate those challenges. 
Strength: 
The brand image and brand value of Apple Inc. is its biggest strength as the organisation is known for its brand value and the prestige that is associated with owning Apple products (Li, 2021). The kind of user interface that Apple provides along with the technology upgrade with the introduction of each model makes the loyal customer base of the brand wider and stronger. Another strength of the organisation is its products and innovation; Apple is ahead of its competitors due to its innovation and its well designed products. Apple has a greater financial positions than most of its competitors and its high profitability margin offers a greater means for the organisation to improve its infrastructure and produce better products. Apple’s one of the strength is organisation’s diverse product portfolio. The organisation is not fixated with producing laptops and personal computers only it has ventured into music, smartwatches, online streaming services, cloud computing all that has added to the revenue of the organisation (Li, 2021). Additionally, the Ltech business model of Apple has helped the organisation to gain a competitive advantage. The RandR (retain and renew) business model of Apple is very critical for the success of the organisation. 
Weaknesses: 
One of the weaknesses of the products is the price point of the product the products do not cater to mass market and the products are priced at a higher price than their competitors. Another weakness that Apple has faced in last few years is the dependence on suppliers because there are a limited number of suppliers available in the market. Apple also offers limited customisation options for its products (Chen, et al., 2021). Additionally, the revenue of the organisation is dependent on the iPhone as the 60% of revenue is generated from iPhone only. Apple products has only limited presence in some emerging markets as they are not developed in economies and the spending power of the population is limited. As the products are already high prices the organisation is not able to cater to the markets properly. 
Opportunities:
With rise in spendig power of the population of emerging economies like India, China and Brazil these countries and their middle class is the biggest opportunity for Apple Inc. Most of middle class aspire to buy Apple products and be a part of the elite class or the prestige that the brand carries with itself. Loyal customers make queues to buy the latest released Apple products (Li, 2021). Moreover, the Apple venture in latest smart watches and products have proved to be a good opportunity for the brand. Apple has also diversified its business and moving towards new ventures such as music and streaming services that has given an opportunity to the organisation to enhance its revenue several folds. 
Threats:
The competition in the technology industry is intense and many organisations are replicating the technology used by Apple Inc. to produce products that are very affordable and pocket friendly for the consumers. Another threat is ever evolving technology industry where the changes are frequent and apple has to invest a lot of its revenue into research and development wing of the organisation (Barwise & Watkins, 2018). Organisations like Samsung and Microsoft are releasing products that are same in pricing and better in features such as Samsung Note and Smasung Flip phones. Additionally, Microsoft the Surface is a hybrid laptop that has created a niche market of its own. 
Looking at the SWOT analysis Apple can use its opportunities and strengths to mitigate its threats and challenges. 
[bookmark: _Toc131149156]5. Strategic Choices
There are several frameworks to determine the strategic choices that are available for an organisation. A few of them have been applied below to determine the strategic choices that Apple has according to the case study. 
[bookmark: _Toc131149157]5.1 Strategies to Sustain Competitive Advantage
Porter’s generic strategies is the framework that helps the organisations in deciding how they want to gain competitive advantage (Tanwar, 2013). There are three generic strategies that been offered by Porter which are discussed in details below:
1. Cost leadership: In this strategy the organisation offers products or services at price points that are lower than the competitor (Tanwar, 2013). Apple products are mostly placed at a higher price point as the business model represents Luxury Tech. However, Apple can use this strategy in emerging economies by introducing low-cost products and leading the emerging economies market. 
2. Differentiation: This is the strategy that is being used by Apple currently and it involves offering the unique products and services to the customers (Tanwar, 2013). The products that Apple has offered so far has revolutionised the Technology world such as iPods, iPhones. Apple can continue its innovative streak by investing in its Rand D and developing products that will help the organisation in developing new innovative products that can take over the market without worrying about the competition. 
3. Focus: Focus strategy deals with developing products for a niche segment and customising the services and products to meet their needs (Tanwar, 2013). Apple is currently targeting the premium segment of the industry with its luxury tech industry. Apple can now focus on emerging markets or a completely new industry such as automobiles or healthcare


[bookmark: _Toc131149158]5.2 Growth Strategies
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Image 2. Ansoff’s Growth Matrix. Source (Aziri and Nedelea, 2013)
Ansoff growth matrix framework is a good tool to analyse the growth options available for the organisations (Hussain, et al., 2013). Given the amount of competition that Apple has been facing from big technology giants like Samsung and Microsoft analysing this tool will offer a lot of options for the organisation:
1. Market Penetration
Market Penetration is the strategy that can be used by the organisations to increase a company’s market share within the existing market that they cater to (Loredana, 2016). Apple is facing a lot of competition in the existing market; however, it can use a few strategies to increase its market share. Apple could market its products more aggressively to create a new positioning in the mind of its existing customers that offer the products a superior position in the minds of the customers. This will further include highlighting the best features and offerings of the products and using its loyal customer base to produce a word-of-mouth marketing. According to many researchers the word of mouth is the greatest form of marketing for any organisation (Berger, 2014). Additionally, to enhance its reach in the existing market Apple can use better pricing strategies and produce products that are more affordable. However, this strategy might dilute the luxury tech image of the brand and Apple should refrain from this strategy. A better strategy might be introducing more customisation that might be done for the customers on a price. These customisations will increase the premium feel of the brand and will make the brand more popular amongst its existing customers. 
2. Product Development
The product development strategy is when an organisation develops new or improve its existing products to serve the current market and increase its market share by meeting the changing preferences and taste of the consumers. Apple can use product development strategies to engage the existing customers better. Apple is already investing a large part of its revenue in the R&D of the organisation it can continue doing so and develop new products that exploiting new technologies such as Artificial Intelligence, augmented reality and blockchain (Moore & Tambini, 2018). Furthermore, Apple can collaborate with technology firms that are experts in latest technology and can produce products that integrate the latest technology of the market. It will make the products exclusive and stand out from the competitors of the brand. 
3. Market Development
Market development strategy is used by the organisations to introduce the existing products in the new markets to gain the market share in the new markets. Apple has a very good opportunity to tap new markets and new customer segment with its existing product line. Apple could choose rapidly developing economies such as Brazil, India, South Africa, and South American nations (Agnihotri, 2015). These markets are ideal for Apple Inc. as they have very high middle-class population with growing disposable income and demand for Luxury Tech products. 
Another approach could be looking at a completely new target market such as students and businesses. The organisation can change its payment options, offer student discount and EMI options to develop this segment further. Additionally, the organisation can partner with enterprises to offer them specialised products and services (Chen, et al., 2021). Apple can furthermore partner with new distribution partners, retailers and ecommerce sites so that the products can reach new markets and customers who cannot access the products due to different reason such as different locations. 
4. Diversification
To curtail the competition that Apple is facing in the technology industry the organisation could also look for diversification as an option for growth. Diversification is a strategy that is used by the organisation to enhance its revenue by introducing a completely new product in a new market (Bharadwaj, et al., 2013). One of the approaches that Apple can take is entering the automobile industry and investing in electric cars or integrate its technology in an already established automobile brand by collaborating and partnering with the brand. Another industry that Apple can think of entering is the healthcare industry. As of now, Apple has developed heart rate and fitness tracking devices it can further move into the industry to offer its services by developing healthcare specific devices (Raja, et al., 2019). Apple can also think about moving into entertainment industry by starting its own streaming service and venturing into music industry as well. Diversification a high-risk strategy that requires a lot of resources and financial investment. However, for organisations like Apple with ample financial assets this is not an impossible route. 
Overall, Apple could mitigate its challenges by utilising any of the strategies that have been discussed in the section above. 
[bookmark: _Toc131149159]5.3 BCG Matrix 
BCG matrix or Boston Consulting Group’s Growth-Share Matrix is a strategic tool that is used to allocate resources in the organisation (Madsen, 2017). The BCG matric framework helps the organisations to analyse their product portfolio and facilitate them in making the decisions about resource allocation. 
[image: ]
Image 3. BCG Matrix. Source (Boston Consulting Group, 2014)
BCG matrix divides the products of the organisation into four basic categories including Star, Cash cows, Question marks and Dogs.
Stars: Stars are the products that have high market share, and they are the most profitable products in the market. Apple’s iPhone and its flagship stores are the stars of the organisation (Bofasa, 2018). The organisation should continue to put them as a priority and introduce better versions of the products in the market. 
Cash Cows: Cash cow are the products that produce high revenue for the organisation, but their market is declining lately (Bofasa, 2018). iPad is the product that is the cash cow for Apple as the market share of the product is high but lately it isn’t growing as quickly. Cash cows do not require as much resource allocation as the stars, but they provide ample revenue to the organisation. 
Question mark: Question mark are the products who have a lot of potential but less market share currently (Bofasa, 2018). Apple watch and Apple pay are the products that are question mark for the organisation. Their current market share is small, but they have very good future potential for Apple. 
Dogs: These are the products that have low market value and market share (Boston Consulting Group, 2014). For Apple these products are the older products that have lost their market value for the organisation. 
Apple should focus on its Stars and Question marks as they have the potential to become Stars for Apple. Apple should dedicate less resources for Cash cows and think about phasing out the dogs. 
[bookmark: _Toc131149160]5.4 Green Strategy and CSR
[bookmark: _Toc131149161]5.4.1 Green Strategy
Green strategy is the strategic initiatives taken by an organisation for environment and sustainability.There are several green initiatives that Apple Inc. has undertaken to ensure that the organisation is more committed to climate change and sustainability. The organisation is committed to reduce its carbon footprint and become carbon neutral by 2030 (Apple World, 2020). The organisations operations achieved carbon neutral status in 2020 itself. Additionally, the organisation has started to utilise both low carbon and recycled materials in its products and has made its design more energy efficient. Additionally, Apple has collaborated with Carnegie Mellon University and has developed a specialist material recovery lab in Texas to research for new recycling solutions. 
Apple has started using more recyclable energy across all its offices. For example, the headquarter in California is 100% powered by solar energy and the organisation has planted 9000 trees on the site  (Apple World, 2020). Apple has taken this initiative to all its branches across the world and its offices and stores in 43 locations are entirely run on solar energy. Furthermore, Apple has taken this strategy to its suppliers and more than 213 of its suppliers have committed to use 100% renewable source of energy  (Apple World, 2020). This positive change is the part of the new business model that Apple is planning on establishing. This will also help in enhancing the brand image of the organisation. 
Apart from introducing innovation in its products, Apple is also trying to produce carbon neutral products. The organisation is developing a carbon free aluminium smelting process and so far, they have developed a low carbon aluminium that has been used as a part of 16 inches MacBook pro  (Apple World, 2020). The organisation has developed China Clean Energy Fund and has invested $300 million towards developing clean energy there. All these initiatives have contributed towards better sales for the organisation.
5.4.2 CSR
Corporate social responsibility is a concept under which the organisations need to act responsibly towards their employees, community, customers and other stakeholders in every business decisions and strategy that they make (Moravcikova, et al., 2015). A good tool to analyse the CSR initiatives of Apple is Caroll’s pyramid, which is four-tiered framework and consists of economic, ethical, legal and philanthropic responsibilities. 
[image: Carroll's pyramid model of corporate social responsibility (Carroll, 1991).  ]
Image 4. Caroll’s pyramid of CSR. Source (Balmann, et al., 2016)
The first tier is economic responsibilities where the main objective of any organisation is to earn profit and Apple is a very profitable business (Carroll, 2016). The second responsibilities is legal responsibilities where the organisation is expected to follow all the regulations that are offered to them and Apple is a good legal citizen. However, in the past the organisation has been sued for anti trust laws and patent disputes but the organisation was able to successfully navigate through the same. Ethical responsibilities refer to taking all the ethical decisions during business dealings (Carroll, 2016). To ensure that the third parties that Apple collaborates and partners with it has developed a supplier code of conduct that is very strict and is considered the toughest in technology industry. Lastly, philanthropic responsibilities are the ones that the organisations are expected to accomplish towards community. There are multiple CSR activities that organisation has undertaken apart from the green initiatives to contribute towards the community and its upliftment. Before 2011 Steve jobs was criticised for not focusing enough on philanthropic projects and being more focused on bottom line of the organisation (Freeman, 2023). However, after Tim Cook Apple has undertaken several initiatives to uplift the community and society. The organisation has paid attention towards introducing more diversity in its workforce. Between 2014 and 2020 the number of employees from different communities have increased by 64%  (Freeman, 2023). Black population in leadership role in Apple USA has increased by 60%. Female employees in leadership roles have grown by 85%. Additionally, Apple has implemented equal pay policies and is investing heavily in employee development. However, the organisation can also focus on developing its CSR initiatives by enhancing the transparency in its supply chain, investing more in upliftment of society and education, building stronger relationships with the community and working towards supporting the underpriviledged community. 
[bookmark: _Toc131149165]7. Conclusion
Apple is a technology firm that has revolutionised the technology industry by its innovative products and services. The current business model of Apple is Luxury Tech and RandR (Retain and Reform) has helped the organisation maintain its image of premium tech. The overall external environment is favourable for Apple as the governments are favouring safe technology, economic conditions of most of the emerging economies are allowing people to buy luxurytech, consumers are also aspiring to own Apple, new technologies are coming up everyday and Apple is also favouring environmental causes. The competition scape in the industry is very high and the organisation is facing multiple problems such as duplication of technology and old players like Samsung and Microsoft entering the Luxury Tech segment. The key resources available to Apple that has served as a source of competitive advantage for the firm are brand image, supply chain, patents, and intellectual properties. The firm has several options that it could follow to mitigate the problems including diversification, focusing on the new products and new segment and vertical integration. Apple decided to adopt diversification, innovation strategic alliance and vertical integration as strategic implementation. All the initiatives led to development of competitive advantage for the organisation.
 8. Recommendations
Based on the analysis above a few strategic recommendations are discussed below:
1. Diversification: Since the technology market is highly competitive and the number of players is large Apple should look for diversifying its business (Agnihotri, 2015). Apple could look into automobile industry where there is a high demand for electronic cars. Apple can further also think about going into healthcare market and developing software specifically catering to that industry. 
2. More emphasis on Sustainability and CSR: Although Apple’s efforts in CSR initiatives and sustainability policies have been commendable but the organisation should increase its focus towards climate change and recycling its products (Apple World, 2020). This would further enhance the brand image and help the organisation enhance its sales as well. 
3. Expand its reach in the emerging Market: Apple’s approach currently is more focused on developed countries but the potential customers in emerging economies is very large (Aljafari, 2016). The organisation should focus on BRIC nations and enhance its efforts in these countries to tap the growing spending power of the middle-class consumers. 
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SWOT 


Strength
Brand Image
Luxury Tech Business Model
Rand R (retain-and-renew)
Innovation (R&D)
Supply chain
Diverse products


Weaknesses
Reliance on Revenue of iPhone
Very High Competition
Only High Income customer Segmentation
limited presence in emerging markets



Opportunities
Exapnsion opportunities in the emerging markets
Growing spending power of the consumers
Good opportunities in Smart watches and online streaming services


Threats
Intense competition from other companies
Rapid growth in technology 
Replication of the brand 
Economic and political uncertainties in the market.
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