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[bookmark: _Toc226903473]Section 1: Organizational Context and External & Internal Environment Analysis 
[bookmark: _Toc226903474]1. Organizational Context and Overview
[bookmark: _Toc226903475]Apple Inc. Overview

Apple Inc. is a very powerful and innovating company in the world, especially in technology, consumer electronics and digital services. Apple was founded in 1976 by Steve Jobs, Steve Wozniak and Ronald Wayne as a company dealing in personal computers; it produced Apple I and Apple II. Apple has over the years diversified into various product lines, such as smartphones, tablets, wearables, and digital services. The company is famous because of its innovative products like iPhone, MacBook, iPad, Apple Watch and the services like iCloud, the App Store, Apple Music, and Apple TV+.
The mission of Apple is to design the most excellent products worldwide by emphasizing on excellence in design, innovation, and user experience. Its vision, to make the best products on earth, and to leave the world a better place than we found it, demonstrates the determination of the company to make a positive difference in the society without compromising its product design and functionality that makes the company lead in the industry. The business model of the company is based on developing a smooth ecosystem of hardware, software, and services that lead to client loyalty and contentedness. The integrated nature of Apple approach helps them to have control over the user experience throughout their entire portfolio of products and ensure that every product is compatible with the others.
By 2024, Apple is among the most valuable companies in the world and its market capitalization is over 2 trillion. Although Apple is a market leader in consumer electronics, it is continuously changing to remain relevant and go into new areas like artificial intelligence, health technology, and augmented reality.
[bookmark: _Toc226903476]Industry Overview
Apple is in the technology sector which is dynamic as it is fast moving, competitive and dynamic. The company is mainly a player in consumer electronics, which is highly competitive with other companies such as Samsung, Google and Microsoft. The mobile phone market, specifically, is a very competitive one which Apple competes with Samsung, Huawei, and other phone makers. The success of the smartphone industry by Apple is due to its flagship iPhone, which has been one of the best selling smartphones in the world particularly in the developed markets such as the United States and Europe.
Along with its smartphone business, Apple competes in the personal computer, tablet, and wearables markets. The MacBooks, iPads and Apple Watches offered by the company have gained good positions in the market. Apple is also a competitor in the digital services industry where it competes with other companies like Google, Spotiy, and Amazon. The ability of Apple to have integrated its hardware with digital services such as iCloud and Apple Music has resulted in a strong ecosystem that fosters brand loyalty.
Additionally, Apple has been working on expanding its market share in the emerging markets like India and China where it is competing with cheaper manufacturers. The capability of Apple to meet and appeal to various market segments, both high-end products and low-cost products, leaves the company in a good position to grow in the future.
[bookmark: _Toc226903477]2. External and Internal Environment Analysis 
[bookmark: _Toc226903478]PESTEL Analysis of External Environment.
To know the strategic environment within which Apple operates, we may apply to PESTEL framework which assists in analyzing the Political, Economic, Social, Technological, Environmental as well as Legal influences that influence the strategy of the company.
Political Factors
Apple is affected politically to a large extent in its international business. The government regulations, trade policies and political stability affects the capacity of the company to conduct business in different regions. Indicatively, Apple has to adhere to various regulatory settings in major markets such as the United States, the European Union and China. Apple in the U.S. is under scrutiny due to matters, such as antitrust violations, especially concerning its App Store policies, wherein they have been accused of monopolistic practices (Teece, 2023).
Moreover, Apple is highly reliant on China in production and manufacturing, which is also risky in the face of continuous trade tensions between the U.S. and China. Apple may be impacted by the imposition of tariffs and other trade restrictions as they may influence its cost structures and efficiency of the supply chain. The political uncertainties of the Middle East and other emerging markets also pose an issue to Apple as far as pricing strategies, market entry and sustaining profit margins are concerned.
Economic Factors
The performance of Apple is greatly affected by the economic environment. The global economic growth, consumer purchasing power and inflation rates are important factors in Apple pricing and sales strategies. Economic crises, such as the worldwide recession due to the COVID-19 pandemic, impact consumer expenditure on luxury items such as the high-priced products of Apple compared to others (Vaara and Fritsch, 2022). On the other hand, the possibilities of Apple selling more products in emerging economies like India and Southeast Asia are offered by economic recovery, and the rise in middle-class population.
In addition, since Apple depends on a global supply chain and the production within a foreign country, the cost of production is prone to being influenced by changes in foreign exchange rates, labor, and material availability. The company would also need to counter the economic differences in pricing to ensure that its products are affordable to various consumer groups.
Social Factors
In Apple, social trends significantly influence the products being developed as well as its marketing strategies. The rising need of sustainability and environmentally-friendly products is one of the most relevant trends. Customers are getting more environmentally conscious of what they buy, and Apple has acted by committing to be carbon neutral in its entire supply chain by 2030 (Cui et al., 2023). This pledge is in line with larger social trends of sustainability and corporate responsibility, which have a proven appeal to the ecologically conscious Apple audience.
The shifting consumer preferences also make Apple stay in its premium brand. Apple has been keen on innovation in the field of mobile devices, smart home gadgets, and wearable tech such as the Apple Watch because of the demand these devices have. Also, the privacy and security focus the company has placed on its products in reaction to the growing worries on personal data protection have rendered its products very attractive to the privacy-conscious individuals (Chen, 2024).
Technological Factors
The operations of Apple are centered around technology. The company is an innovation leader, and it concentrates on developing products that blend well with its ecosystem of hardware, software, and services. The growing trend of Artificial Intelligence (AI) and machine learning, as well as augmented reality (AR), are creating new possibilities at Apple, especially in its quest to create new products and functions, including the Apple Vision Pro (Ferràs-Hernandez et al., 2023).
Moreover, Apple has been investing in continuous development of chips, including its own M1 and M2 chips, which has provided the company with a major technological edge compared to other companies, like Microsoft and Intel. The ability to have full control of the hardware and software stack provides Apple with increased integration and performance optimization, improving the user experience (Hong, 2025).
Environmental Factors
The sustainability of the environment has emerged as a major concern to consumers and businesses. Apple has gone a long way in ensuring that it has acted on the environmental issues such as recycling of materials used in its products and minimized its carbon footprint. At the start of 2023, Apple stated that its worldwide corporate business and manufacturing partners were carbon-neutral, showing its great dedication to environmental sustainability (Haque et al., 2024). With the increase in environmental regulations, Apple will be compelled to keep on innovating and enhancing its sustainability activities, particularly on items such as e-waste recycling and minimizing energy usage of its products.
Legal Factors
Laws, such as intellectual property laws, product laws, and antitrust are major issues that Apple should consider. The legal environment in different countries can be highly diverse, and the company has to find its way through numerous legal systems. As an illustration, the App Store policies and the 30 percent commission fee that Apple enforces on developers have become the source of major legal issues related to the company, becoming the subject of antitrust investigations in multiple countries (Teece, 2022).
Moreover, Apple is always engaged in patent and intellectual property conflicts, especially with its rivals such as Samsung, regarding mobile technology and design aspects. Such legal fights may be expensive and time consuming, which has an impact on the financial performance and reputation of Apple in the market.
[bookmark: _Toc226903479]Strategic Challenges and Critical Success Factors.
The critical success factors (CSFs) of Apple are the internal and external factors that have made the company continue to succeed in the market. These include:
Brand Strength: Apple has established a strong and well-known brand, which is associated with quality, innovation and design. This brand power enables Apple to sell its products at a high price and ensure that it retains its customers. 
Innovation: Apple has the potential to innovate and dominate product development, which has been a key aspect of its success. The iPhone, specifically, had a ground-breaking effect on the smartphone industry, and it remains one of the main sources of Apple income. 
Ecosystem Integration: Apple is known to integrate its products, hardware, software and services to make a seamless and appealing ecosystem to the users. Such assimilation promotes consumer loyalty and repeat buying because once customers have purchased one product, they will be more inclined to remain in the Apple ecosystem. 
Nevertheless, Apple has a number of strategic challenges:
· High Competition: Apple has had to deal with stiff competition, which includes Samsung, Google and new Chinese brands. The dilemma facing Apple is how to remain in its top market segment and address the growing threat of cheaper substitutes. 
· Regulatory Pressure: The App Store and data privacy Antitrust inquiries and shifting regulations are a big threat to Apple. The company has to make sure that it complies and at the same time safeguard its business model. 
· Global Supply Chain Risks: Due to global supply chains, Apple is vulnerable to threats like trade restrictions, supply chain bottlenecks, and geopolitical tensions (Graebner et al., 2023).
[bookmark: _Toc226903480]3. Internal Environment Analysis
[bookmark: _Toc226903481]VRIO Framework of Apple Inc.
One of the strategic management tools that is used to assess the resources and capabilities of a company to establish its competitive advantage is the VRIO framework (Value, Rarity, Imitability, and Organization). Apple Inc. represents one of the most prosperous organizations within the technological sector, as it has managed to develop a solid competitive advantage due to its distinctive resources and competencies. In order to appreciate the role of these resources in the strategic advantage of Apple it is important to deconstruct them though the use of VRIO framework.
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1. Value
The most valuable resources of Apple are its brand and technology. Apple is based on its brand as a competitive advantage. It is well known to provide quality, dependable and easy to use products. This brand equity also enables Apple to sell at high prices and this has helped in high margins and profitability. The customers are ready to pay a premium price on Apple product such as the iPhone, MacBook, and iPad, due to the perceived value attached to the brand.
The other resource that is useful is the product ecosystem of Apple. The fact that Apple is able to develop a complete ecosystem of hardware, software and services makes any given product more valuable. The smooth connection of the iPhone, Mac, Apple Watch, iPad, and even such services as iCloud and Apple Music provides the user experience which the competitors can hardly replicate. Its control of its operating system (iOS) enables Apple to make sure that its devices are compatible with each other, enhancing customer satisfaction and brand loyalty (Chen, 2024).
Another important asset of Apple is its research and development (R&D) ability. In 2022, the company invested more than 26 billion in research and development, investing in new technologies such as artificial intelligence (AI), augmented reality (AR), and autonomous vehicles. Through constant product development and an exploration of novel areas of innovation, Apple remains ahead of its rivals, motivating long-term value creation (Haque et al., 2024).
2. Rarity
The resources of Apple are scarce in various aspects. To begin with, it has an outstanding brand reputation. Other tech moons such as Samsung and Microsoft are formidable brands, but few companies can boast of such consumer loyalty and premium market positioning like Apple does. With a mix of high-quality sleek products and user-friendly interface, Apple is able to sell its products at a higher price within competitive markets.
It is also a rarity that Apple has the capability to develop proprietary hardware and software. Apple, unlike most of its rivals, does not outsource the hardware to other manufacturers but rather, it designs the hardware and software of its gadgets. This vertical integration does not only guarantee the smooth integration of the two but also gives Apple an excellent control over its products offering and thus it becomes hard to rival the performance and user experience of Apple devices (Cui et al., 2023).
The other scarce resource is the retail presence of Apple. The retail stores of Apple are part of its brand experience where its customers are provided with the opportunity to interact with the products they purchase and exceptional customer service. The combination of this in-store experience and the large amount of online presence this brand has allows it to differentiate itself among other brands in the tech industry.
3. Imitability
The resources possessed by Apple cannot be easily imitated due to a number of reasons. One of the hardest aspects that can be imitated is the brand reputation of the company. It would take years to develop a brand identity with equal trust, brand loyalty and recognition and no rival company has the history of innovation, customer satisfaction and emotional connection that Apple has.
Apple product ecosystem cannot be imitated as well. Other companies such as Samsung have introduced rival products, but they are unable to provide such a seamless integration across their products. The close coordination of hardware and software provided by Apple is a major obstacle to imitation. Also, the intellectual property asset (patents and design copyrights) covers Apple in court and shields its innovations, preventing competitors from replicating the main aspects of its technology (Graebner et al., 2023).
Lastly, Apple has a supply chain and manufacturing which is difficult to duplicate. The company has established good rapport with its suppliers especially in China to make its products on time and at affordable rates. Competitors might also be able to tap into comparable manufacturing capacities, but the degree of supply chain control and optimization at Apple is unrivaled (Teece, 2022).
4. Organization
The organizational structure of Apple is very effective in making use of its valuable, rare and hard-to-copy resources. Apple has a functional organizational structure that enables them to specialize in important functions: R&D, marketing, operations, and design. This organizational system allows Apple to concentrate on its status as a leader in the innovation field and coordinate its complicated international business.
The Tim Cook leadership at Apple has also been instrumental in the organization of Apple resources to enable it to gain competitive advantage. Innovation, customer experience, and sustainability are strategic areas that Cook has concentrated on, aligning the company goals with long term growth objectives (Hong, 2025). The culture of collaboration, creativity, and excellence has also been created at Apple and has provided the company with a workforce that can generate continuous innovation.
[bookmark: _Toc226903482]CSR and Sustainability Objectives
Apple Inc. has always been a leader in corporate social responsibility (CSR) and sustainability in the technology sector. The CSR strategy of the company is based on environmental sustainability, ethical sourcing and high standards of labor practices throughout its supply chain. One of the aspects of sustainability is the dedication of Apple to renewable energy. In 2023, the company reached carbon neutrality in its global corporate activities and targets its whole supply chain to become carbon neutral by 2030 (Teece, 2023).
Besides its dedication towards green energy, Apple has also paid attention to the ethical sourcing of materials. The company also makes sure that the materials like cobalt, tungsten and tin which it uses are responsibly sourced. Apple has collaborated with its suppliers to observe the labor rights and workers are treated in a fair and ethical manner.
The sustainability initiatives of Apple are in line with the overall business goals because they help Apple to improve its brand reputation. The consumers are becoming more aware of the environmental and social contribution of the companies they patronize and the efforts Apple made to enhance sustainability contribute to its market strength. Moreover, sustainable practices enable Apple to adhere to more strict environmental regulations in the world (Haque et al., 2024).
[bookmark: _Toc226903483]Balanced Scorecard Analysis Comprehensive and Holistic View of the Organisation.
A strategic management tool, the Balanced Scorecard (Kaplan and Norton, 1992) assists in the evaluation of a company performance in relation to various different perspectives. In the case of Apple Inc., Balanced Scorecard offers the company with a system to evaluate its financial performance, customer satisfaction, internal processes, and learning and development.
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1.	Financial Perspective
The financial performance of Apple has been on a high note due to its premium pricing strategy and loyal customer base. In 2023, Apple had revenue of 394.3 billion of which a large part of the revenue is attributed to its hardware products, and the second is the services. The fact that Apple has been able to achieve high margins on its products has enabled it to make high profits even as the cost of production is rising. The financial perspective of Apple has key performance indicators (KPIs) such as revenue growth, profit margins, and the return on investment (ROI). The financial success of Apple can be attributed to the fact that it has been able to keep its profitability above average in several product lines, and the iPhone has remained one of the primary sources of its revenues (Chen, 2024). 
2.	Customer Perspective
Satisfaction and loyalty of customers to Apple play a significant role in its success in the long run. In the customer satisfaction surveys, Apple has always been at the top of the list, and its customers report a high level of loyalty to Apple. The Net Promoter Score (NPS) and customer retention rates are the key KPIs that Apple can use to compare its customer perspective. The quality of the product and user experience have been established by the fact that the company has been able to keep its premium pricing and base and keep its customers. Another factor that contributes to Apple customer satisfaction is the high-level customer service, especially its Apple Stores, where customers have an opportunity to get personalized service and have a hands-on experience with the product (Graebner et al., 2023). 
3.	Internal Business Processes Perspective
Innovation and efficiency are the key principles of internal operations at Apple. The firm has established a lean supply chain, which enables it to introduce new products in the market fast and still ensure quality. The fact that Apple has been able to control its global supply chain and production processes has been critical to its success. Internal KPIs are the cycle time taken to develop a new product, innovation rate and operational efficiency. The emphasis on product innovation, such as new hardware and software functions, helps Apple to remain ahead of competitors (Cui et al., 2023). 
4.	Learning and Growth Perspective
Employee development and innovation are given a great priority at Apple. The company also spends a lot of money on training of its employees and it has a work environment that promotes creativity and teamwork. Learning and growth KPIs are employee satisfaction, employee retention rate, and number of employees working in research and development (R&D). The competence of Apple to hire and keep senior employees is one of the reasons why the company will continue to have a competitive edge in the tech sector (Hong, 2025). 
[bookmark: _Toc226903484]4. Strategic decisions and execution.
Business-Level Strategies
The strategy of Apple at the business level is based on differentiation. Apple has positioned itself as a high-end brand, with high quality and innovative products. The seamless integration between hardware, software and services in an ecosystem that the company provides is a key unique value proposition that other firms cannot easily duplicate. This differentiation approach enables Apple to sell its products at a higher price, ensuring a high margin and offers consumers a unique user experience (Chen, 2024).
Corporate-Level Strategies
On the corporate level, Apple has embarked on diversification and internationalization. Apple has greatly expanded its operations in the services industry, including offerings such as iCloud, Apple Music, Apple TV+, and the App Store. These services offer recurring sources of revenue that offset its hardware sales. Moreover, Apple has increased its presence in the world and is targeting such emerging markets as India and China, where the population of middle-income citizens has a huge growth perspective (Teece, 2023).
Strategy Recommendations
To stay ahead of the market, Apple should keep on its efforts on innovation and product differentiation. The company must also further invest in the growth of its services segment as it has become a key aspect in generating constant, repeatable revenue. The expansion of Apple into financial services through Apple Pay and possible additional steps towards AI and augmented reality might be the key to expansion in the future.
Strategic Implementation
Apple has been very successful in executing its strategies, especially in product innovation and brand positioning. The company, however, still needs to adjust to the dynamics of the market and possible regulatory hurdles, especially in its App Store and antitrust issues. To achieve its strategic implementation, Apple will have to concentrate on its operational excellence and the complexity of global supply chain management and sustainability efforts (Graebner et al., 2023).
[bookmark: _Toc226903485]5.Strategic Assessment and Advice.
[bookmark: _Toc226903486]SWOT Analysis
Strengths: 
· Good brand and customer base. 
· Leadership in high-end products. 
· Excellent financial performance and profitability. 
Weaknesses: 
· Too much dependence on iPhone sales. 
· Exposure to supply chain uncertainties. 
Opportunities: 
· Entering new markets, especially in India. 
· Expansion of online services and content. 
Threats: 
· Rising competition of other firms such as Samsung and Huawei. 
· Antitrust and privacy regulatory issues. 
[bookmark: _Toc226903487]Strategic Analysis based on Ansoff Matrix and BCG Matrix.
Apple ought to explore market expansion in the emerging markets, especially India and expand its portfolio of services as part of the diversification strategy. In the BCG matrix, the iPhone would be regarded as a cash cow, and wearables and services are stars, which implies a high growth potential (Teece, 2022).
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[bookmark: _Toc226903488]Recommendations
1.	Expand into new product lines: Apple needs to keep on diversifying its product lines to lessen its dependency on the iPhone and venture into AI, medical technology, and financial services. 
2.	Enhance its supply chain worldwide: Apple should improve its supply chain resilience because geopolitical risks and tariffs are likely to impact its business.
[bookmark: _Toc226903489]Section 2: Reflective Account 
In this part of the assessment, I will cogitate about the process that I used in the course of researching, analyzing, and writing the earlier parts of the assessment, especially concerning the strategic management of Apple. My reflection cycle will be Gibbs Reflective Cycle (1988) which is a structured cycle of reflection. It entails six steps: Description, Feelings, Evaluation, Analysis, Conclusion, and Action Plan. This technique assists in comprehending the experience and learning outcomes, so that future tasks could be dealt with more efficiently.
[bookmark: _Toc226903490]1. Description
I was to examine the strategic management of Apple Inc. with the help of different frameworks, among which are VRIO Framework, Balanced Scorecard, and PESTEL Analysis. I needed to research the internal and external environment of Apple, evaluate its CSR and sustainability strategies and analyze its strategic decisions and practice. This was aimed at giving an entire review of the competitive advantage of Apple and how this can be enhanced in its strategy.
I have started with Apple Inc. due to its strong impact on the technology industry, its ability to maintain market leadership, and its innovation orientation. Once I settled on Apple, I collected information through different academic literature, reports and case studies to learn more about the internal strengths, market positioning of the company and external challenges. I have used the VRIO Framework to analyze the resources, and capabilities of Apple, CSR initiatives, and the Balanced Scorecard to analyze the performance of Apple on a financial perspective, customer perspective, internal processes perspective, and learning and growth perspective. Finally, I analyzed the strategic decisions made by Apple, especially differentiation strategy, innovation and internationalization, and suggested the possible strategic changes.
[bookmark: _Toc226903491]2. Feelings
First, I was overwhelmed by the enormous amount of information that can be found on Apple. The company has a wide range of operations as it has a global presence and offers a wide range of products and services. Consequently, it was difficult to reduce the number of aspects, which are most relevant to evaluate in the assessment. Nonetheless, the deeper I was delving into the research, the more confident I was about my knowledge of what Apple has been doing. I was pleased to learn how innovation and efficiency have been combined to enable Apple to stay ahead of competitors. It was an interesting experience as well as I could better understand the way in which theoretical concepts are implemented in practice and had a chance to apply strategic management frameworks to a real-world company.
The CSR and sustainability discussion is one such area that created mixed feelings. Although the initiatives shown by Apple in the area of sustainability are admirable, it became difficult to balance the adherence of the company to ethical behavior and the possible criticism of the supply chain practices of the company. This was one area in which I felt like I was to take a closer look at both sides.
[bookmark: _Toc226903492]3. Evaluation
Overall, the experience was both informative and insightful. The VRIO Framework has been a great tool to help one comprehend the internal capabilities of Apple, particularly in brand equity and integration of technology. Balanced Scorecard made me realize how Apple balances its performance parameters with the strategic goals in various aspects, including financial performance and customer satisfaction. On the negative side, I have found the PESTEL Analysis a little bit too general, and it was difficult to focus on specific factors that could be more directly associated with the current strategy of Apple, particularly in the framework of the rapidly evolving global market.
The CSR strategy of Apple is one of the areas that I had a slight challenge because of the complications of the issues at hand. Although Apple has made good attempts in terms of carbon neutrality and ethical sourcing, I felt that there is no detailed discussion of the controversies that the company has faced, including the issue of labor rights in its supply chain. These points might have been discussed further to give a fair picture on how the company responds to CSR.
Generally, the strategic choices section enabled me to generalize the analyses done above and provide suggestions on the future strategy of Apple. The SWOT analysis was particularly useful in assessing the strengths of Apple, and finding strategic opportunities to grow.
[bookmark: _Toc226903493]4. Analysis
When I started to think about it, I understood that the hardest part of the assignment was to make a balanced point of view in the analysis. As one of the market leaders, Apple possesses both strong and significant weaknesses. Both sides needed to be presented in an equal way and this meant that I had to be critical when appraising the strategy of Apple. An illustration is that although Apple has an undeniable brand loyalty and leads the market, it over-depends on the iPhone as a source of revenue, which also was a weakness that had to be considered in the strategic recommendations.
The use of strategic models such as the VRIO Framework and Balanced Scorecard was beneficial in the decomposing of complicated strategic aspects into components that could be handled. However, these frameworks also have their limitations. The VRIO analysis is most concerned with resources and capabilities although it does not exhaustively deal with the dynamics of competitive interactions including the effect of external market conditions. Similarly, although the Balanced Scorecard is an effective instrument of assessing performance, it might not reflect the long-term effects of market, technical upheavals, or evolving consumer behavior.
One area which gave useful insights was the CSR strategy of Apple. CSR activities of Apple, especially regarding carbon neutrality and ethical sourcing, were in line with its brand values. Nevertheless, the problems related to labor practices and supply chain transparency were less commonly addressed in the sources that I have read, which resulted in the gap in the analysis. In the future, it would be relevant to have a more holistic perspective on the social and environmental impact of the company.
[bookmark: _Toc226903494]5. Conclusion
To sum up, the researching and analyzing of strategic management practices that Apple uses gave me some important insights. To begin with, the application of strategic frameworks enabled me to break down the resources, capabilities and performance of Apple in various dimensions. The offered VRIO Framework and the Balanced Scorecard offered systematic methods of assessing the competitive strength and the operational effectiveness of Apple. Second, I also got to know that Apple has been successful not merely because it has been innovative and has strong brand names but because of its capacity to develop a seamless environment that fosters consumer loyalty.
One of the areas that Apple has made significant progress in its CSR strategy is in its pledge to sustainability and renewable energy. Nonetheless, the analysis also revealed the need to consider a more holistic view of CSR, such as labor rights and transparency in the supply chain. The ability to strike a balance between its dedication to sustainability and the increasing need of ethical business practices in all its spheres of activity will determine the future success of Apple.
[bookmark: _Toc226903495]6. Action Plan
In the future, I will concentrate on better methods of examining corporate strategies by filling the gaps in the data that I faced in this assignment. As an example, the PESTEL framework was helpful, but I believe that I could have explored more of the technological and regulatory side of the Apple strategy, especially regarding new technologies, such as artificial intelligence, and privacy laws. I also intend to improve my knowledge on CSR strategies by learning more about the scandals of such companies as Apple, in particular, the questions of labor rights in their supply chains.
In order to further narrow down my analysis, I will also discuss other competitive frameworks like Porters Five Forces so as to give a more detailed picture of how Apple has positioned itself in the market and also the competitive forces that it contends with. I will also keep training my ability to implement these strategic frameworks to actual companies to enhance the depth and breadth of my analysis.
Finally, I would like to use more critical analysis in my future tasks, particularly when assessing strengths and weaknesses of a company. It is necessary to both emphasize the positive but also to evaluate the areas in which the company may have challenges or risks in order to have a well-rounded assessment.
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