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[bookmark: _Toc144306043]1. Introduction
In today's globalized marketplace, businesses encounter a multitude of external factors that challenge their strategies and operations. These variables, reminiscent of unpredictable oceanic currents, can present both challenges and opportunities, dependent on a company's resilience and strategic foresight (Porter, 2008).
[bookmark: _Toc144306044]1.1. The Essence of Marketing
The digital transformation has reshaped how businesses operate and compete, making adaptability and agility paramount for success (Rogers, 2016). In such a dynamic setting, understanding and proactively addressing market needs become crucial. As highlighted by the UK Chartered Institute of Marketing, "Marketing is the management process responsible for identifying, anticipating, and satisfying consumers' requirements profitably" (CIM, 2015, p.3). The very nature of marketing emphasizes the necessity to adjust and align with changing external influences to ensure sustainable business success.
[bookmark: _Toc144306045]1.2. Apple's Odyssey
Apple Inc., a prominent figure in the tech industry, is renowned not only for its innovative products but also its strategic approach to marketing and business operations (Isaacson, 2011). Established in Cupertino, this tech powerhouse has consistently demonstrated its ability to adapt and innovate, keeping it at the forefront of technology and design since its inception. A key to Apple's success is its ability to respond to market changes, industry trends, and external pressures, ensuring that its products and strategies remain relevant and pioneering (Yoffie & Kim, 2010).
[bookmark: _Toc144306046]2. The Marketing Process
For enterprises that seek sustained growth, grasping the intricacies of the marketing process is crucial. A clear and structured marketing process allows organizations to systematically address market opportunities and challenges, ensuring a consistent alignment with their broader corporate objectives (Kotler & Keller, 2016).
[bookmark: _Toc144306047]2.1. The Strategic Dynamics of the Marketing
The marketing process acts as a strategic roadmap for how an organization engages its target market. It encompasses a series of steps, ensuring the firm's marketing initiatives are cohesive, targeted, and impactful. Central to this process is the need to understand the market (through a situational analysis), articulate clear objectives, devise suitable strategies, implement these strategies, and thereafter introduce control mechanisms to evaluate and adjust based on feedback (Jobber & Ellis-Chadwick, 2012).
Kotler and Keller (2016) expound on the marketing process as an ongoing cycle, starting with understanding the marketplace and culminating in capturing value in the form of profits. This cycle then restarts, emphasizing continuous evaluation and adjustment. Such a perspective ensures marketing endeavours remain dynamic, malleable, and reactive to shifting market landscapes.
[bookmark: _Toc144306048]2.2. Dissecting the Marketing Process: An Apple Case Study
The success of any marketing initiative heavily depends on its structured progression. Using Apple as a case study provides a clear illustration of these stages, as identified by leading marketing experts (Kotler & Keller, 2016).
The Situational Analysis phase necessitates a thorough scan of both the internal and external environments. Apple’s prowess in this stage stems from its exhaustive understanding of technological trends, paired with vigilant competitor analysis, deep insights into consumer behaviours, and a candid assessment of its internal strengths and weaknesses (Yoffie & Kim, 2010).
The subsequent Objectives phase establishes the overarching goals driving the marketing actions. Apple, for instance, has often aimed at reinforcing its market position or launching innovative products to cater to emerging consumer needs. These goals subsequently guide the successive marketing actions (Isaacson, 2011).
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With objectives set, Strategies are outlined to provide a clear pathway. Apple’s hallmark strategy of associating premium pricing with influential marketing campaigns reinforces its premium brand positioning, resonating with a select consumer segment (Kahney, 2019).
However, strategies are only as good as their Implementation. Apple exemplifies strategic execution, whether through synchronized product launches, impactful marketing campaigns, or efficient resource management, always in sync with their broader vision (Kotler & Keller, 2016).
The final stage, Control, ensures that marketing initiatives align with set objectives. Apple's precision-oriented approach here ensures any misalignments are quickly identified and rectified, keeping its strategies aligned with the overall company vision (Triumph of the Nerds, 1996).
[bookmark: _Hlk144220231][bookmark: _Toc144306049]3. Situational Analysis
Apple, a luminary in the realm of technology, consistently defies market projections with its trailblazing products and unmatched customer journey. For a holistic understanding of the vast external influences that affect Apple's marketing determinations and its eventual market posture, a situational analysis is crucial.
[bookmark: _Toc144306050]3.1. Apple’s Macro Environment
Every organization's strategic choice, along with its vulnerabilities and prospects, are largely influenced by the macro environment, which encompasses wide-ranging external elements. Even a multinational powerhouse like Apple cannot sidestep these dynamics.
[bookmark: _Toc144306051]3.1.1. Political Forces 
Apple Inc., as a global tech titan, adeptly navigates complex political terrains. Central to its challenges have been international trade regulations, especially during heightened U.S.-China trade tensions, influencing both its supply chain decisions and product pricing (Sutter, 2018, p.78). Intellectual property rights, highlighted by disputes such as those with Samsung, underscore the intricate political dynamics surrounding patents and proprietary technology (Linden et al., 2011).
In Europe, Apple's fiscal practices have been under scrutiny, most notably when the European Commission ordered Ireland to recover €13 billion in back taxes from Apple, a decision stemming from the assertion that Apple received undue tax benefits (European Commission, 2016). Additionally, Apple's steadfast commitment to user privacy became a significant political issue during its public confrontation with the FBI over iPhone encryption.
Despite the myriad political challenges, from broad international issues to specific regional regulations, Apple's strategic adaptability has been instrumental in maintaining its global market prominence.
[bookmark: _Toc144306052]3.1.2. Environmental Forces
Environmental stewardship has gained heightened significance for businesses worldwide, and for global frontrunners like Apple, this topic is especially pressing. Addressing environmental forces is essential both for regulatory compliance and in the realm of corporate social responsibility, which includes both environmental and ethical considerations.
Apple’s environmental commitment is multi-faceted. Their efforts span from responsible sourcing of raw materials to the thoughtful end-of-life management of their devices. Apple's recent announcement to achieve carbon neutrality throughout its entire business, encompassing the manufacturing supply chain and the entire product lifecycle, by 2030 underscores this commitment (Apple Inc., 2020).
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In line with their sustainability agenda, Apple has accentuated the incorporation of recycled materials in their products. The MacBook Air's enclosure, crafted from 100% recycled aluminium, has been lauded for its reduced carbon footprint (Apple Inc., 2023). Additionally, Apple’s innovative disassembly robot, Daisy, epitomizes their drive towards recycling, given its capability to methodically disassemble numerous devices annually, thereby mitigating e-waste (Apple Inc., 2013).
Beyond environmental considerations, ethical issues related to supply chains have also been in focus. Concerns have been raised about child labour in the supply chains of tech giants, including Apple. The company has faced scrutiny over reports of child labour in mines in the Democratic Republic of the Congo, a primary source of cobalt used in batteries, and at supplier factories in China (Reed, 2017). Apple has consistently maintained its commitment to ensuring responsible sourcing and has taken steps to address these concerns through rigorous supplier audits and its Supplier Responsibility Program (Apple Inc., 2019).
In summation, environmental and ethical considerations have galvanized a comprehensive re-evaluation of Apple’s modus operandi. Their initiatives in these domains stand as benchmarks. Navigating the complex interplay between business operations, ethics, and sustainability remains a significant challenge.
[bookmark: _Toc144306053]3.1.3. Social/Cultural Forces
The social-cultural axis captures the societal norms and cultural mannerisms that shape consumer inclinations and worldviews. As Apple ventures into diverse global markets, it necessitates a deep understanding of native cultural leanings. For example, Apple's advertising narratives in Asian territories often diverge from their Western counterparts, reflecting localized themes and cultural touchpoints (Hofstede, 2001).
Apple, as a brand, signifies more than just its product features. It stands as a beacon of status, innovation, and contemporary relevance. The burgeoning consumerism, particularly in fast-developing economies, combined with the insatiable appetite for upwardly mobile lifestyles, has propelled Apple's ascendancy. Additionally, the mounting global focus on digital interconnectedness further bolsters Apple's stature (West & Mace, 2010).
Nevertheless, not all social-cultural shifts favour Apple. The growing conversation around digital wellness and concerns about screen time exposure are pertinent challenges. Apple's proactive integration of the "Screen Time" feature in its iOS ecosystem underscores its dedication to consumer health and its nimbleness in tailoring product features in tandem with evolving social-cultural landscapes.
[bookmark: _Toc144306054]3.1.4. Legal Forces
The regulatory landscape significantly influences the operations of multinational corporations. Apple, with its global presence, must continuously navigate complex and diverse legal frameworks.
In the European Union, Apple grapples with the General Data Protection Regulation (GDPR), a comprehensive data protection rule that emphasizes user privacy and the secure handling of personal data. Non-compliance can lead to severe penalties. Apple, recognizing the importance of user privacy, has not only ensured its operations are GDPR-compliant but has also incorporated this stance into its branding and marketing (European Commission, 2016).
In China, Apple faces a different set of challenges. The country's regulatory environment, which includes strict internet regulations and the requirement for foreign companies to collaborate with local entities, requires a nuanced approach. These regulations occasionally lead to discussions on balancing business objectives with core company values (Wübbeke et al., 2016).
Intellectual property (IP) remains a consistent concern. Apple has been involved in numerous legal battles over the years, defending its technologies, designs, and branding against infringement. Protecting these assets is vital to maintain Apple's competitive position in the global market (Bader & Schuster, 2015).
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In essence, Apple's global stature requires a keen understanding and navigation of various legal environments. This not only affects their operational decisions but also influences their brand perception and relationships with stakeholders.

[bookmark: _Toc144306055]3.1.5. Technological Forces
The evolution of technology plays a pivotal role in shaping Apple's global position. Being a vanguard in the tech sector, Apple continuously adapts to emerging technological trends.
The proliferation of Artificial Intelligence (AI) and Machine Learning (ML) has left an indelible mark on the technology landscape. Apple has actively incorporated these advancements, as seen with Siri, its voice assistant, enhancing user interactions (Russell & Norvig, 2010).
Moreover, Apple's endeavours in Augmented Reality (AR) and Virtual Reality (VR) have gained momentum with their ARKit for developers and their acquisitions in the VR domain. Such moves not only underscore Apple's leadership in AR and VR but also hint at potential future offerings (Carmigniani & Furht, 2011).
A salient technological trend that Apple has embraced is the drive towards sustainability and energy efficiency. Apple's recent strides, such as proclaiming carbon neutrality across its operations, reflect a commitment to minimizing environmental impact and leveraging green technologies (Apple Inc., 2020).
Nevertheless, leading in tech innovation also demands vigilance. The swift pace of technological advancement means products can become outdated rapidly, underscoring the importance of sustained R&D and adaptability.
[bookmark: _Toc144306056]4. PORTER'S FIVE FORCES
Understanding the competitive landscape is paramount for any business. Michael E. Porter's Five Forces framework, introduced in his seminal work "Competitive Strategy: Techniques for Analyzing Industries and Competitors" (Porter, 1979), offers insights into the nature of competition and the dynamics at play in any industry. For Apple, a dominant player in the tech industry, understanding these forces is crucial for maintaining its competitive edge. The analysis not only helps in comprehending the current positioning but also in strategizing for the future.
[bookmark: _Toc144306057]4.1. Threat of New Entrants
In the tech and electronics realm, barriers to entry can vary. For a brand like Apple, the barriers are significantly higher due to factors intrinsic to its operations and market presence. Apple's brand equity, built over decades, establishes a strong brand identity, and fosters a loyal customer base. The interconnected ecosystem of Apple devices and services further solidifies its position, making it difficult for new entrants to capture its audience (Schneiders, 2011).
Furthermore, Apple's vast global retail network, the seamless integration of its proprietary software with its hardware, and its significant investments in R&D deter new entrants. Another crucial factor is the economies of scale Apple has achieved. Their extensive and efficient supply chain, nurtured over years, ensures that they can produce and deliver products at a cost and speed that would be challenging for a newcomer to match (Yoffie & Kim, 2010).
[bookmark: _Toc144306058]4.2. Bargaining Power of Suppliers
The bargaining power of suppliers plays a pivotal role in influencing the cost structure and overall competitiveness of companies. Given Apple's colossal stature in the electronics market, it's adeptly managed its supplier relationships to ensure smooth operations and maintain its competitive edge.
Apple, known for its vast and intricate supply chain, relies on a multitude of suppliers for components crucial to its products. These range from minute yet essential microchips to advanced camera lenses. Owing to the sheer volume of purchases made by Apple, many of its suppliers find themselves in a position where a significant chunk of their revenue is attributed to orders from the tech giant. This dependency inherently curtails their bargaining leverage (Lashinsky, 2012).
However, there have been instances where certain components, particularly those exclusive or specialized in nature, have suppliers with more bargaining power. A notable example is Apple's transition from Intel chips to its proprietary M1 silicon. This strategic shift signified the importance of having control over crucial components. Not only did the M1 offer improved performance metrics for Apple products, but it also lessened Apple's reliance on third-party chip suppliers (Stone & Satariano, 2020).
Apple's foresight in maintaining multiple suppliers for many of its components—known as a dual-sourcing strategy—ensures it is not overly dependent on any single supplier, thereby diluting their collective bargaining power.
[bookmark: _Toc144306059]4.3. Bargaining Power of Buyers
The bargaining power of buyers represents their ability to influence prices and the terms of their purchases (Porter, 1979). For a globally recognized brand like Apple Inc., assessing this power is paramount.
Apple's customer base is vast, spanning individual consumers to large corporations. Due to the distinct nature of Apple products, coupled with their integrated ecosystem and strong brand identity, individual consumers often find themselves with limited bargaining power. As indicated by Yoffie and Cusumano (2015), Apple's consistent delivery of innovative products has fostered a strong sense of loyalty among consumers, which, in turn, has made them more amenable to premium pricing.
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On the other hand, larger institutional buyers, like corporations or governments, may possess more substantial bargaining leverage because of the magnitude of their purchases. They might seek bespoke solutions or discounts on extensive orders. Nevertheless, Apple's steadfast commitment to its premium brand positioning usually prevents even these larger entities from significantly influencing its price points (Dediu, 2013).
Further, Apple's expansion into the services sector, with platforms like the App Store, iCloud, and Apple Music, has provided the company with diversified revenue streams (Apple Inc., 2019). This strategic shift reduces the potential influence of any specific buyer segment, as Apple isn't solely dependent on hardware sales. Though some buyers might exert influence, Apple's unique value proposition and broad revenue base generally counteract the overall bargaining power of buyers.
[bookmark: _Toc144306060]4.4. Threat of Substitute Products
The technology sector is perpetually under the shadow of potential substitute products. These are alternate offerings that, despite differences in brand or functionalities, fulfil a consumer's primary requirements (Porter, 1979).
For Apple, numerous technological substitutes exist. Giants like Samsung, Google, and Microsoft consistently produce devices and services that challenge Apple's dominion. Specifically, Samsung's Galaxy smartphones are notable contenders for the iPhone, Google's suite of cloud services competes with iCloud, and Microsoft's Surface Pro stands as an alternative to the MacBook (Tripathi & Seth, 2017).
However, Apple's tightly knit ecosystem is a formidable barrier to substitution. Users heavily invested in Apple's array of products, from the iPhone to the Apple Watch, often face significant switching costs due to the seamless interconnectivity of these devices. This ecosystem, enhanced by features like Handoff and the cohesive integration of iCloud, cultivates a user experience that's uniquely Apple (Schneiders, 2017).
Furthermore, Apple's continuous advancements in user privacy, like the App Tracking Transparency initiative, differentiate its offerings from many competitors (Apple Inc., 2020).
[bookmark: _Toc144147891][bookmark: _Toc144306061]5. Application of the Ansoff Matrix
The Ansoff Matrix, a strategic tool, helps businesses decide their product and market growth strategy. When applied to Apple, it offers the following strategic directions:
[bookmark: _Toc144306062]5.1. Market Penetration (Existing Markets, Existing Products): Apple has a strong presence in its existing markets with its current product lineup, including the iPhone, iPad, MacBook, and Apple Watch. To further penetrate these markets:
· Apple could introduce loyalty programs to ensure repeat purchases and enhance customer retention.
· Strengthen advertising campaigns emphasizing product differentiators to outdo competitors.
· Enhance the ecosystem synergy to encourage the purchase of multiple Apple products.
[bookmark: _Toc144306063]5.2. Product Development (Existing Markets, New Products): Apple's legacy of introducing groundbreaking products provides a strong foundation for new product launches in the same markets:
· Explore the potential of Augmented Reality (AR) and Virtual Reality (VR) devices, building on the ARKit platform's success.
· Development of health tech products, expanding on the health features of the Apple Watch.
· Innovate in the smart home sector, leveraging the HomeKit platform to introduce new devices or integrations.
[bookmark: _Toc144306064]5.3. Market Development (New Markets, Existing Products): With its current product lineup, Apple can explore markets where its presence is relatively limited:
· Deepen penetration in emerging markets like India, where the middle-class consumer base is rapidly growing.
· Tailor products to cater to the specific needs of regions, considering cultural and economic factors.
· Collaborate with local partners to gain market insights and distribution advantages.
[bookmark: _Toc144306065]5.4. Diversification (New Markets, New Products): This strategy involves both new markets and new products, and while it carries the most risk, it offers significant growth potential:
· Apple can explore the electric vehicle market, leveraging its expertise in technology and design.
· Entering the e-learning space, building on the foundation of Apple's education-focused products and services.
· Consider acquiring startups in emerging tech domains to quickly establish a presence and gain market traction.
[bookmark: _Toc144147892][bookmark: _Toc144306066]
Conclusion
Throughout this report, the importance of understanding and adeptly navigating the external business environment from a marketing perspective has been highlighted. Apple, as one of the world's leading technology companies, exemplifies the critical intersection of astute marketing strategies and the external forces that shape them. The analysis of the marketing process, from situational analysis to control, has shed light on the meticulous planning and execution that goes into Apple's marketing strategies. In the face of ever-evolving socio-cultural shifts, technological advancements, legal parameters, and competitive forces, Apple's success underscores the power of strategic marketing.
The Macro Environment Analysis and Porter's Five Forces Model have highlighted the myriad external forces Apple contends with. Each force presents its unique set of challenges and opportunities, which Apple, through its dynamic marketing strategies, continues to navigate with proficiency. Moreover, the recommendations grounded in the Ansoff Matrix offer potential avenues for Apple's continued growth in its marketing endeavours, emphasizing the need for innovative product introductions and strategic market expansions.
In essence, Apple's talent in the realm of marketing is evident with its ability to not only understand and anticipate its external environment but also in its capability to craft and execute strategies that resonate with its target audience, ensuring sustained success and market leadership.



[bookmark: _Toc144306067]References
Ansoff, H.I. (1957). Strategies for Diversification. Harvard Business Review, 35(5), 113-124.
Apple Inc. (2019). Annual Report 2019. Apple Inc. (Accessed: 17 August 2023).
Apple Inc. (2019). Apple Supplier Responsibility 2019 Progress Report. [online] Available at:: https://www.apple.com/supplier-responsibility/pdf/Apple_SR_2019_Progress_Report.pdf (Accessed: 17 August 2023).
Apple Inc. (2020). Apple commits to be 100 percent carbon neutral for its supply chain and products by 2030. [Press Release]. Retrieved from https://www.apple.com/newsroom/2020/07/apple-commits-to-be-100-percent-carbon-neutral-for-its-supply-chain-and-products-by-2030/ (Accessed: 15 August 2023).
Apple Inc. (2020). User Privacy and Data Use. Apple Inc.
Apple Inc. (2021). Annual Report 2021. Available at: https://investor.apple.com/sec-filings/ (Accessed: 13August 2023).
Apple Inc. (2023). https://www.apple.com/environment/ (Accessed: 12 August 2023).
Apple Patents - Insights &amp; Stats (updated 2023) (2023) Insights;Gate. Available at: https://insights.greyb.com/apple-patents/ (Accessed: 18 August 2023).
Bader, M. A., & Schuster, T. (2015). Exploiting the IP value chain: IP strategies for today's competitive market. les Nouvelles: Journal of the Licensing Executives Society, 50(4), 133-140.
Bajarin, T. (2022). Apple's Key To Success Goes Beyond Products And Services And Includes World Class Operations. Available at: https://www.forbes.com/sites/timbajarin/2022/08/09/apples-key-to-success-goes-beyond-products-and-services-and-includes-world-class-operations/ (Accessed: 15 August 2023).
Carmigniani, J., & Furht, B. (2011). Augmented reality: An overview. In Augmented Reality (pp. 3-46). CRC Press.
Dediu, H. (2013). The value of the OS X monopoly. Asymco.
European Commission. (2016). General Data Protection Regulation (GDPR). Official Journal of the European Union.
European Commission (2016). State aid: Ireland gave illegal tax benefits to Apple worth up to €13 billion. European Commission Press Release Database.
Evans, J. (2021) 12+ Apple &amp; the Environment Facts You may not know, Apple Must → Great tips and insight. Available at: https://www.applemust.com/12-apple-the-environment-facts-you-may-not-know/ (Accessed: 16 August 2023).
Guardian News and Media. (2013). Child labour uncovered in Apple’s supply chain. The Guardian. [online] Available at: https://www.theguardian.com/technology/2013/jan/25/apple-child-labour-supply (Accessed: 17 August 2023).
Hofstede, G. (2001). Culture's Consequences: Comparing Values, Behaviors, Institutions, and Organizations Across Nations. 2nd ed. Sage Publications.
Isaacson, W. (2011). Steve Jobs. Simon & Schuster.
Jobber, D., & Ellis-Chadwick, F. (2012). Principles and Practice of Marketing. 7th ed. McGraw-Hill Education.
Kahney, L. (2019). Tim Cook: The Genius Who Took Apple to the Next Level. Penguin.
Kotler, P., & Armstrong, G., (2017). Principles of marketing (16th ed.). Pearson.
Kotler, P., & Keller, K. L. (2016). Marketing Management. (15th ed.). Pearson.
Lashinsky, A. (2012). Inside Apple: How America's Most Admired—and Secretive—Company Really Works. Business Plus.
Linden, G., Dedrick, J., & Kraemer, K. L. (2011). Innovation and job creation in a global economy: the case of Apple's iPod. Journal of International Commerce and Economics, 3(1), 223.
Porter, M. E. (1979). Competitive Strategy: Techniques for Analyzing Industries and Competitors. Free Press.
Porter, M.E. (2008). The five competitive forces that shape strategy. Harvard Business Review, 86(1), pp.78-93.
Richter, F. (2014) Infographic: Apple beats competitors in Smartphone brand loyalty, Statista Daily Data. Available at: https://www.statista.com/chart/2460/brand-retention-in-the-smartphone-industry/ (Accessed: 18 August 2023).
Rogers, D.L. (2016). The Digital Transformation Playbook: Rethink Your Business for the Digital Age. Columbia Business School Publishing.
Russell, S. J., & Norvig, P. (2010). Artificial intelligence: A modern approach. Malaysia; Pearson Education Limited.
Schneiders, S. (2011). Apple's Secrets of Success. German Journal of Business and Economics.
Schneiders, S. (2017). Apple's Ecosystem: A major pillar of the brand's success. Tech Insiders.
Sutter, K. M., Sutherland, D. M. (2018). China-U.S. Trade Issues. Congressional Research Service. [online] Available at:: https://crsreports.congress.gov/product/pdf/RL/RL33536  (Accessed: 17 August 2023).
Stone, B., & Satariano, A. (2020). How Apple Built a Chip Powerhouse to Threaten Qualcomm and Intel. Bloomberg Businessweek.
Tripathi, R., & Seth, N. (2017). Analysis of competition in smartphone markets: A study of Apple vs. Samsung. Journal of Business and Management, 19(1), 88-97.
Triumph of the Nerds (1996). [Documentary]. PBS.
UK Chartered Institute of Marketing . (2015). Marketing Definitions: A Glossary of Marketing Terms. UK Chartered Institute of Marketing.
West, J., & Mace, M. (2010). Browsing as the killer app: Explaining the rapid success of Apple's iPhone. Telecommunications Policy, 34(5-6), 270-286.
Wübbeke, J., Meissner, M., Zenglein, M. J., Ives, J., & Conrad, B. (2016). Made in China 2025: The making of a high-tech superpower and consequences for industrial countries. Mercator Institute for China Studies.
Yoffie, D.B., & Cusumano, M.A. (2015). Strategy Rules: Five Timeless Lessons from Bill Gates, Andy Grove, and Steve Jobs. HarperBusiness.
Yoffie, D.B., & Kim, R. (2010). Apple Inc. in 2010. Harvard Business School Case 710-467.

2 | Page

image1.jpeg
Apple Beats Competitors In Smartphone Brand Loyalty

Brand retention in the smartphone industry (in %)

Boec.11 @oec.12 [ Mar."14

‘ P NOKIA @LG Ororomow NTC  Hewceny  ITEGH

@statistacharts  Sources: Morgan Stanley Research, AlphaWise Survey ‘E"HEE I





image2.png
Apple’s 2020 carbon footprint

“This otalrepresents ur

Apple's carbon footprint”

° Million

ons infiscalyear 2020, and does not accountfor

sons offst

Scopet
® Directemissions <%
Scope2
Emissions from elec o%
scope3
@ Business travel and

employee commute %
@ Product manufacturing %
@ Product ranspx %
@ Productuse. 9%
@ Wterialrecovery <%
Emissions offset e

The WRI Greenhouse Gas Protocal
defines the methodology for classifying
GHG emissions.
Scope 1 emissions are those grecrhouse
m el combustion from
Sources we own or operate—lke vehicles
ornatusal gas for heating.
Scope 2 emissions rfer (o those resulting
from the use of lectricity. Renewable energy
generates minimal Scope 2 emissions, whereas
buring coal, o, r natural gas to prodice
elcrcty releases carbon dioide and other
areenhouse gasesnto the atmosphere.

gasos rsulting

Scope 3 emissions rfer (051 other
indirect emissions that occur n'a company's

uding upstieam and
downstream actvties





image3.png
Apple Patent Portfolio ’

Worldwide Patent Filing in top 10 countries Grogd

United States Of America

45,439
China 10,930

Europe 6,435

Korea (South) 5,289

Japan

4277

Australi 4,077

Taiwan 2,204

Germany 1,946

India 1,549

Hong Kong (S.AR) . 1,542

0 10k 20k 30k 40k 50k

Note: The patent count is calculated by considering all patents in the portfolio, Data Range Based on Publication Year (2000 - 2023).




image4.jpeg
Apple's First Annual Sales Decline in 15 Years
Apple's revenue growth since fiscal year 2000

B salesincrease [l Sales decline
$250b

$200b

$150b

$100b

$50b II
0-———-.....

2000 ‘01 ‘02 ‘03 ‘04 ‘05 ‘06 ‘07 ‘08 ‘09 10 11 12 13 14 ‘15 2016

@ @ @ * Apple's fiscal year ends in September .
@statista_com Source: Apple Statlsla 5

$233.7b
$215.6b




