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Summary Abstract:

[bookmark: _Hlk78028388]Q1) This report will critically analyse Apple, which demonstrates how technology is utilised, updated, and improved by businesses to expand and to provide quality service to customers during a difficult time. This shows that Apple’s role is of a strategic nature to enhance performance levels and productivity effectively and efficiently using strategies to overcome the effects of the pandemic. This also corresponds with the research conducted in this report and further shows that technology is widely adopted and readily accepted by many businesses, which is always kept up to date and improved to meet the needs of the business and clients. This collectively and corresponding research shows that Apple’s strategies and the environment in which it operates must be considered because the internal tasks are linked to external factors like customers and partners, which should be researched further. There is call for research into regularly updating its systems to maintain these benefits and to defeat the rivalry competitors and maintain top position in the industry’s competitive market.  





Introduction:
Q2) According to Eern Yie Choo, et al. (2021), Apple was established by Steve Jobs, Ronald Wayne and Steve Wozniak. This is when Mike Markkula also collaborated with Apple to expand its business. This includes an $150 million investment by Bill Gates and partnership with Jobs to develop Internet Explorer on Apple computers. According to Li (2021), Apple is known for its hardware products including iPhone, Mac, iPad, and online services like Apple Care and iCloud. In addition to this, Apple designs, manufactures, and markets mobile communication devices, computers, accessories, various related software and services and other hardware components.

Discussion:
Q3) With regards to this, Apple developed software, which includes macOS, iOS, iPadOS to name a few. According to CNN Business (2006) research, institutional investors in Apple hold 59.45% of their ownership, which could lead to inconsistency in stock price movement if they apply restrictions on the open market, compared to insider ownership’s small percentage, states Eern Yie Choo, et al. (2021). If the insider investment was to be higher, then this requires their assistance in terms of management to implement high-return projects for their further growth, (Eern Yie Choo, et al., 2021). With regards to this, Apple determined their target market, this is through most of their users being highly educated, in employment and those who have an active social life, who are students, professionals, executives and managers that have a regular income. 


Additionally, the success levels of Apple are due to updated vision and mission statement to fit into the ever-changing market conditions, sates Eern Yie Choo, et al. (2021). This shows that it is important to set collective long-term goals as a company’s vision to develop inclusive mission statements. With regards to this, Apple’s vision is to develop products for clients and organisations that they utilise to master. They aim to achieve this collectively as a company by making sure their staff understand this vision and shared goals for smooth interactions with customers. This process includes business strategies implemented by Apple and effective structure to their marketing and operations, such as introducing Support Twitter in 2016 to customers to assist with technological issues to maintain customer loyalty. This shows how company can set their goals and values to marination their position in competitive market. This is where the mission statement is utilised by businesses such as Apple to explain their purpose and how they differentiate from competitors, which supports their vision statement and guiding employees, sellers and stakeholders. This also shows that it is important to reassure clients because producing high quality Apple products will raise customers’ expectations in terms of quality and performances, which raises the bar of standards for other competitors. This further reinstates the fact that it is important for businesses to improve and upgrade their products as required to achieve their collective goal and improve their efficiency. 


When it comes to Osterwalder’s Business Model Canvas, Eern Yie Choo, et al. (2021) states that Apple utilises this strategic management tool to compete in the market successfully, which generates profits via innovation and business planning. In fact, the key partners of Apple are App store developers, manufacturers, television, music and movie industry, who allow customers to download any mobile applications into their iPhone, MacBook and iPad, (Eern Yie Choo, et al., 2021). They have also collaborated with music and movie industries to establish iTunes and Apple TV to entertain their customers and Apple’s investment in this further expanded their business. In terms of resources, Apple employed 137,000 full-time employees and holds 510 retail stores in over 20 countries in 2020, states Eern Yie Choo, et al. (2021). This shows that it is important for businesses to utilise its resources to obtain new clients, improve their business and to generate profitable revenues. The value propositions of Apple include performance, brand, usability and design, in which Apple’s products are user friendly when it comes to usability, states Eern Yie Choo, et al. (2021). This includes to improve the products via expanding their storage capacity and increasing their speed. Followed by innovating new simple and exceptional design in the market. This process also involves providing warranties and guarantees to minimise the product related risks and to protect their customers.


In relation to this, Eern Yie Choo, et al. (2021) states that the main customers Apple target are working adults, college students and teenagers who are familiar with social media like Facebook, YouTube, to name a few. Another reason for targeting students through Apple’s MacBook are because they tend to use certain functions such as recording notes and completing their assignments, (Eern Yie Choo, et al., 2021). This in return benefits Apple because this shows their targeted customers prefer MacBook over other brands due to its high resolution and light weight in their products. When it comes to the working adults, Apple made it a lot easier for their targeted customers to receive documents and made communication for them a lot smoother, (Eern Yie Choo, et al., 2021). Whereas, Eern Yie Choo, et al. (2021) states that many parents prefer iPhones to enhance their children’s study purposes, accurate map direction, making phone calls, to name a few. In fact, Apple partnered with many distributors worldwide like retails outlets and online stores, which makes it easier for their targeted customers to purchase Apple products either through the official website “Apple.com” and partnered retailer stores, (Eern Yie Choo, et al., 2021). This shows that online and offline distribution channels support Apple to achieve the company’s collected goals to make a profitable sales revenue and meet the demands of their customers. With regards to the cost structure, it is always the company such as Apple who determines the market price, which is due to the lack of parts and increased market competition, (Eern Yie Choo, et al., 2021). However, the fluctuations in the market prices caused by competition from Huawei and Samsung had a negative impact on Apple’s cost structure, states Eern Yie Choo, et al. (2021). This shows how Apple differentiates from other companies in terms of cost structure due to the products that they produce. This is because their value proposition charges their price of key products such as iPhone and Mac. Therefore, to benefit from economies of scale, Apple implements mass production to sell their products at affordable prices.


Furthermore, Apple utilises a strategy formulation matrix tool referred to as Internal Factor Evaluation Matrix (IFE), to evaluate and summarise their weaknesses and strengths in relation to their functional area., states Eern Yie Choo, et al. (2021). Additionally, Apple is referred to as the first valuable brand worldwide. According to Forbes, Apple’s brand is valued at $241,200 billion in 2020 and has one of the best reputations that is trusted worldwide to innovate one of the best technology products as well as providing their customers with excellent customer experiences, (Eern Yie Choo, et al., 2021). This is achieved further via extensive advertising, which shows that Apple has strong marketing skills. Amongst other strengths, Apple is considered one of the companies who innovate unique products and design their own electronic products, services, and operating system as well as end-user programs, which enabling them to offer their customers with innovative, special and easy-to-use products to solve daily customer problems based on their activities, states Eern Yie Choo, et al. (2021). As a result, this led to Apple’s unbeatably, strong, competitive advantage. Nonetheless, Apple has strong customer loyalty due to continuously offering convenient portable devices, such as iPad, which are authentic, trustable and appealing to their customers who are happy to purchase compared to other variety in the competitive market, states Eern Yie Choo, et al. (2021). However, one of the weaknesses of Apple is charging their products at premium prices as part of their strategy, which gives an impression of being luxury products that restricted middle and working class because these customer targets cannot afford Apple products, (Eern Yie Choo, et al., 2021). This shows that other competitors like Samsung are more affordable, which further shows Apple must cater for all customer target groups to avoid limitation on their business model. Likewise, Apple encountered many labour issues in one of its suppliers that assembles their products, where unethical practices were uncovered by public, which includes employees committing suicide due to their working conditions, child labour to save costs of the company, ultimately lead to negative brand image in the eyes of the public.


Whereas, Eern Yie Choo, et al. (2021) states that the External Factor Evaluation Matrix (EFE) tool is utilised by Apple to evaluate and summarise their threats and opportunities. In relation to this, Apple can further enhance their business to grow in the market via exploiting their opportunity to expand its product line by constantly inventing product lines catering for all target groups and customer demands, such as wireless Bluetooth earphone, Airpod. According to Apple, they supply their products in 155 countries and are looking to expand its service to 20 more countries, eight of them in Africa and two of them in Asia, two of them in the Middle East and many more, which will help Apple to gain new potential customers in targeted markets to further build their brand recognition on a wider scale, (Eern Yie Choo, et al., 2021). This is followed by taking the opportunity to being actively present online for customers, helping Apple to gain visibility for their products and services, which allows potential customers have easy access to Apple’s contact information online. In fact, if Apple add their business contact information in their social media platform and official website, this in return will allow Apple to benefit from major opportunities for future growth, states Eern Yie Choo, et al. (2021). However, the threats that can affect Apple is competition with Spotify because Spotify offers a monthly subscription whereas, iTunes offer price per song to be purchased, which is not so appealing to many customers, (Eern Yie Choo, et al., 2021). Due to the threat Apple encountered by producing a standard product design for every model, makes it even more important for Apple to compete with others in terms of aesthetics on smartphones, states Eern Yie Choo, et al. (2021). If Apple does not innovate products to fulfil their target customers demands then they risk their customers switching to other brands, which is why Apple must design new products to retain their existing customers and gain new customers to stay competitive in the market, according to Eern Yie Choo, et al. (2021). 


In terms of the SWOT Matrix, Apple will benefit from partnerships with other brands because they can develop mutually beneficial relationships, which will help Apple to hack into other brands’ customer base such as in the China’s market, (Eern Yie Choo, et al., 2021). A way how Apple can overcome weaknesses to make a profit on their opportunities according to Eern Yie Choo, et al. (2021) is through selling their old smartphones a lot cheaper to less developed countries, which will attract middle class customers. However, the external strategic forces, can benefit from utilising their strengths to avoid threats by increasing their pay for their employees to $15 an hour, (Eern Yie Choo, et al., 2021). Additionally, a possible threat to Apple may be shortage of suppliers, and with great relationships with suppliers, Apple have the opportunity to manufacture plants in lower labour costs countries. In fact, Apple can reduce its weaknesses to avoid its threats, which can be achieved through introducing new Apple software that is more stable than other brands, (Eern Yie Choo, et al., 2021). With regards to this, Eern Yie Choo, et al. (2021) states the Strategic Position and Action Evaluation (SPACE) Matrix is referred to as a management tool, often utilised by companies where they analyse their strategy to stay competitive in the market. These further states that the financial strength is one of the internal strategic positions, which involves many factors that could have a negative impact on this in terms of growth of revenue. With regards to this, Apple’s revenue in 2020’s third quarter is $59.685, which increased by 10.92% compared to the previous year. Secondly, the net sales were $42.925m in 2009 and increased to $65.225m in 2010 and thirdly, Apple’s earnings per share increased to 18% in the third Quarter of 2020. 


In fact, Eern Yie Choo, et al. (2021) states that stability position is another form of external strategic positions and increased pressure of rivals such as Samsung, Huawei and Oppo can affect the stability position of Apple. The second factor that influences stability position in a company is price sensitivity of competitors. In terms of Apple, Eern Yie Choo, et al. (2021) states that the cost of their products is a lot higher than many competitors in the market, which is why consumers might turn to other brands due to price sensitivity because of their lower prices. Therefore, this shows that Apple’s competitive position is referred to as the internal strategic positions, which is determined by two factors, firstly such as customer loyalty. This further shows that Apple has many loyal customers because Apple meets the customers’ demands. Secondly, the quality of products in which Apple consistently introduces, which in return makes profitable revenue for Apple and maintains customer satisfaction. Whereas, when it comes to Apple’s industry position, it is referred to as the external strategic positions, which has a great score in showing that Apple has good potential in terms of generating profits, (Eern Yie Choo, et al., 2021). According to statistics, Apple’s financial position is stable, which is determined by strong equity ratio and Apple made 69.2% of return of equity in 2020, states Eern Yie Choo, et al. (2021). Therefore, this shows that it is important for Apple to consider aggressive strategy by looking into implementing appropriate strategy and utilising their internal strengths to benefit from market development and market penetration. 


On the other hand, Eern Yie Choo, et al. (2021) states that the Boston Consulting Group (BCG) Matrix model tends to boost multidivisional organisation’s ability to develop strategies. With regards to this, cash cows are a market leader that generate more revenue than it spends, which require low investment to make more profits. In terms of innovation and creativity, Eern Yie Choo, et al. (2021) states that Apple’s MacBook successfully remained a firm position in this category. Secondly, stars usually engage in high growth industries and would remain a higher market share and expandable compared to their competitors. Similarly, iPhone is classified into a category, which engages with higher growth industries that would remain a higher market share and would be expandable, such as launching a new iPhone, which will hit the new sales target. Thirdly, the question marks category is where Apple considers whether certain products are worth investing in, which have a low market share and consume large amounts of cash. In this case, AppleTV is categorised into this category because they earn a low profit and fails to reach their full potential. Therefore, Apple must solve their products ecosystem issues to own a space for TV. Finally, the dog’s category is where products were considered to grow in the market failed to grow because of slow market growth, (Eern Yie Choo, et al., 2021). In this case, Apple’s iPod are categorised into this category, due to high competition of product and low demands from customers. 


In addition to this, Eern Yie Choo, et al. (2021) states that Internal External Matrix model is a tool to plot the organisation division in a schematic diagram, where Apple would be plotted in nine different divisions in which each cell represents every division’s percentage sales contribution. With regards to Apple, this shows that it is important for Apple to consider a growth and build strategy because this would allow Apple to implement strategies that are focused more on market development, product development and market penetration. When it comes to under market development, Apple can sell their current product in new market segmentation in other countries such as, Africa and Indonesia, (Eern Yie Choo, et al., 2021). When it comes to product development, Eern Yie Choo, et al. (2021) states that Apple could produce new products in the current market, which shows that Apple is good at developing new products to meet the demands of customers and is consistent in developing new products. When it comes to market penetration, Apple sells more iPhone to its existing markets and can implement this strategy by available iPhone to be purchased on different platforms such as, Telecommunication Company, Apple stores and Apple website, (Eern Yie Choo, et al., 2021). 


Therefore, Eern Yie Choo, et al. (2021) shows that Apple must use the intrinsic and extrinsic rewards strategy to motivate its employees, which will allow Apple to defeat other competitors to gain marketplace in the industry. According to Apple, they rewarded a 5% recognition bonus to its employees who have achieved the goals given by the company, which increased their job satisfaction to complete their work effectively, states Eern Yie Choo, et al. (2021). Similarly, Apple can apple first to receive Apple’s latest to their employees as a gift, which will effectively increase staff permanence levels and effective way for employees to increase their productivity levels. Similarly, the CEO of Apple sent a memo to thank their employees for their contribution in helping the company, in which extra holidays were given by extending the Thanksgiving holiday. This increased their employees job satisfaction levels and improved their performance levels. In relation to this, Apple defeated their rivals’ strategies in order to gain success in the international market by utilising iOS software as a strategy, which provides stronger security for iPhone users in comparison to Android. In addition to this, Apple can utilise another strategy to defeat the competitors by concentrating on their product design and integration. Finally, Apple also applied a differentiation strategy by introducing unique design and features of product development in order to enter the market. 


According to Li (2021), Apple’s revenue from total net sales for 2020 is $274,515 57,411; 2019 is $260,174 55,256; and 2018 is $265,595 59,531, (Li, 2021). These figures show that Apple’s revenue from total net sales decreased from 2018 to 2019 compared to 2020. The contributing factors to explain these fluctuations are changes in macroeconomic conditions, the structures of the organisation, their warranty policies and foreign exchange changes in policies, to name a few, states Li (2021). With regards to this, more than half of the total net sales came from iPhone, which decreased by 3% from 2019 to 2020, due to lack of new iPhone models in the fourth quarter of 2020. In fact, there was lack of demand for Apple products in some foreign markets, whereas, high demands of AirPods and Apple Watch, lead to growth in the net sales (Li, 2021). In terms of statistics, Li (2021) states that the product gross margin percentage was 31.5% in 2020, the service gross margin percentage reached to 66%. This shows that each dollar of added service sales increased Apple’s profits compared to hardware sales. The company also updated services, including the company’s digital content stores and streaming services, such as App Store platforms, Apple Music, and Apple TV+. In addition to this, Apple generated revenue from Apple Care, licensing, and other services, including Apple Card and Apple News. This shows that Apple is a top hardware and software leading company. 


In fact, Apple business spread across America, Europe, Greater China, Japan, and the rest of Asia Pacific, states Li (2021). When it comes to decline in net sales within these countries, China was the only country that experienced a 8% decline in 2020 compared to 2019, which is $40,308 million because of the lower net sales of iPhone, (Li, 2021). However, the net sales of service and iPad in China increased in 2020, due to remote working and studying during the COVID-19 pandemic. The company also invested 7% of total net sales on research and development, and 7% on selling, general, and administrative purposes in 2020 to maintain a strong competitive hold in the market. The U.S. smartphone market show that Apple had a market share of 61.07% in 2020 making Apple dominant competitor in the industry and their top competitors are Samsung, LG, Motorola, and Google (Pixel), states Li (2021). Despite the fluctuations Apple holds a strong competitive position in the global market in 2020 of 26.91% global market share, which positioned Apple as the second largest smartphone company behind Samsung whose market share was 29.14%, (Li, 2021). Although Apple became the 4th most sold computer company with 8.2% global market share, it would not be able to be one of the top three in future, states Li (2021). The main competitors of Apple are Lenovo with 24.9%, HP Inc. with 21.2%, Dell with 16.4%, Asus with 6% and Acer with 5.9% market share, (Li, 2021). In terms of cloud storage, Apple’s iCloud makes 2,062% of revenue and Dropbox is one of its leading competitors in cloud storage service market, states Li (2021). In terms of streaming, Netflix and Amazon are considered the runaway leaders in the streaming media market with over 100 million subscribers worldwide, states Li (2021). Whereas, Disney has 82 million subscribers with 8% of the market and Apple has less than 1% subscribers, (Li, 2021).
 

When it comes to the SWOT analysis framework, Li (2021) states this is a strategic management decision-making tool based on internal business conditions and external environment defined as strengths, weaknesses, opportunities, and threats. This enables Apple to pinpoint its strengths to overcome its weaknesses, which allows Apple to benefit from its opportunities, and withstand threats in its organisation. The Strengths that contributed to Apple’s success are that it is a valuable brand and global icon valued at $323 billion, which involves rapid innovation and expansion in services like iCloud, AppleCare, Apple Card, to name a few, states Li (2021). In addition, Li (2021) states that in FY2020, 19% of its revenue came from Apple’s services, which is second compared to iPhone’s 50%. However, the weaknesses of Apple are its high prices referred to as luxuries, which only middle and high-class consumers can afford. They also have limited advertisement and promotions, as well as software, which is incompatible with others. As a result customers have no choice but to purchase many Apple apps or accessories in order to utilise their products, which is why some customers may choose other brands to avoid this inconvenience at the very beginning. In terms of opportunities, Apple may expand their network distribution and potential in smart wearable market, because their market is to double by 2022, becoming a $27 billion plus market with 233-million-unit sales, (Li, 2021). Therefore, Apple could initiate this further by adding more functions to its AirPods and Apple Watch, and even expand into other wearable devices. There is potential demand in Apple’s mobile products as well. The threats that Apple would need to consider is the aggressive competition, where some companies abroad may copy certain design and features to compete on lower prices, rising labour costs may result in higher selling prices, (Li, 2021). In addition to this, coronavirus pandemic could affect the company’s business in future, in terms of operations, financial condition, and stock price. This shows the strategic factors that influence Apple’s decisions to assist in developing their business by exploiting their opportunities and utilising their strengths to overcome weaknesses and threats. This further shows that internal factors like high prices, and external factors like competition and macroeconomic have a negative impact on product development levels as well as marketing, which is why Apple must continue to produce innovative products and services. This process requires effective management, consumer acceptance, introducing new technology, and components availability. 


Conclusion:
Q4) In conclusion to this, Apple is likely to benefit from the opportunities for their long-term growth, according to Eern Yie Choo, et al. (2021). However, Apple must consistently upgrade its approach with time to effectively overcome any threats in the future., (Eern Yie Choo, et al., 2021). This shows that Apple can successfully adapt to the challenging environment. Overall, Apple’s consistency in developing unique designs gives Apple the competitive edge, which contributed to their successful profitability revenue and further shows that Apple can prosper to become a leader in the electronics industry. 


Recommendation:
Q5) In recommendation to this, Apple is encountering critical risk factors that could affect its sales and profitability, which shows that it is not recommended to purchase Apple’s stock to make an investment, states Li (2021). In terms of increased product prices and market competition, Li (2021) states that this is causing pressure on Apple, which is why it is important for Apple to consider the impacts of the external factors like COVID-19 pandemic. Overall, this shows that during the pandemic climate, it is uncertain whether Apple could Make us of opportunities and remove threats to generate more revenue for the business. 
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