[bookmark: _Hlk131029685][image: ]        







Module: STRATEGIC MANAGEMENT

Module code: LCMB7003

Assignment Title: Assessment 1

Lecturer(s): Gladius kulothungan
Student Name:  MOHAMMED SHOEB
Student ID: 2214606


Executive summary
The report has depicted an image of strategic management associated with the selected case study of Apple. Innovation and the development of unique products have assisted the organization in developing its completive advantages in the global market and developing its strong market position. Different strategic tools have been illustrated in this report for instance “Porter's Five Forces”, “SWOT analysis”, “VRIO framework” and “BCG matrix”. 
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[bookmark: _Toc131029454]Introduction
The selected case study for the report is Apple Inc. The organization can be marked as “one of the most valuable” organizations globally but has faced competition from its rivals which involves Microsoft, Google, and Samsung over the years. Currently, the challenge has become more significant due to the emergence of LTech rivals. “Luxury Tech (LTech)” companies are those that provide high-end luxury technology products with unique features and designs. In this competitive environment, Apple has maintained its dominance in the market through its particular choice of strategic management. Various strategic tools and models for instance “Porter's Five Forces”, “SWOT analysis”, “VRIO framework” and “BCG matrix” will be discussed in this report. This report will discuss the challenges faced by Apple from LTech rivals and intense competition from competitors such as Samsung, Microsoft, and Google. It will also examine the various strategic tools and models used by Apple to achieve a competitive advantage.  
[bookmark: _Toc131029455]Central issue faced by the company
Apple faces intense competition in the technology market from rivals like Samsung, Microsoft, and Google. Each of these companies has its strengths and has developed its own ecosystem of products and services. Samsung is a major competitor to Apple in the smartphone market, and the two companies have been in competition for years (Tougeron and Hance, 2021). Samsung's Android smartphones offer similar features to Apple's iPhones, and Samsung has been successful in capturing a significant share of the global smartphone market. Microsoft is another major competitor of Apple, particularly in the personal computer and laptop markets. Consumers have taken to Microsoft's Surface devices, and the corporation has been effective in establishing itself as a premium supplier of high-end computing equipment (ethicalconsumer.org, 2022). Microsoft also has a strong presence in the software market, with products such as Windows and Office being used by millions of people around the world.
Google is another major player in the technology market, with a particular focus on software and services. Google's Android operating system is used on the majority of smartphones globally, and the company has also developed popular products such as Google Search, Google Maps, and Google Drive (Li and Guo, 2020). In addition, Google has been effective in creating its own hardware goods, such as the "Google Home smart speaker" and the Pixel smartphone. In order to remain competitive in this crowded market, Apple has focused on the differentiation of goods and brand recognition. From the case study, it has been found that the organization has a strong emphasis on design and innovation, creating products that are visually appealing and offer unique features and functionality. Apple has also placed a strong emphasis on building its brand as well as positioning its products as luxurious and high-end. Due to the "loyal customer base" that has been established, Apple products are valued for their perceived status and high quality.
One of the main challenges that Apple faces from LTech rivals is pricing. While Apple has traditionally focused on offering premium devices at higher prices, LTech rivals have been able to offer similar devices at lower price points, which has allowed them to gain market share and increase their customer base. Apple has responded to this challenge by introducing lower-priced models of its popular iPhone and iPad devices, such as the iPhone SE and iPad Air, to appeal to cost-conscious consumers. Another challenge that Apple faces from LTech rivals is in the area of product innovation (Case study). Although Apple is renowned for its creative goods, LTech competitors like Samsung as well as Google have been able to create new and cutting-edge products at a faster rate, which has placed pressure on Apple to keep up. 
The organization has made significant investments in “research and development (R&D)” to meet this challenge in order to remain competitive and create new products and services (studysmarter.co.uk, 2022). LTech rivals have also been able to compete with Apple by offering a wider range of devices and services, which has allowed them to appeal to a broader customer base. To address this challenge, Apple has diversified its product range and services, for instance, the iTunes, App Store, iCloud, and Apple Music to appeal to a wider range of customers. The challenge that LTech rivals pose to Apple is significant, as they have been able to compete on price, innovation, and product range. However, the organization has responded to this challenge by introducing lower-priced models, investing in research and development, and diversifying its product range and services (verdict.co.uk, 2022). These efforts have allowed Apple to maintain its premium brand image and customer loyalty, while also adapting to the changing market and remaining competitive with LTech rivals.
[bookmark: _Toc131029456]Strategic analysis
Strategic management of Apple
Leading technology company Apple is renowned for its cutting-edge products, including the iPad, iPhone, as well as Mac computers. Its strategic management approach involves a combination of product innovation, customer-focused design, and operational efficiency (apple.com, 2023). 

Figure 1: Strategic management of Apple
Product Innovation
Apple's strategy of continuous innovation has been a key driver of its success. As stated by Awasthi et al. (2021), the business has developed effective investments in R&D to develop new products as well as enhance current ones. For example, the iPhone has undergone numerous upgrades since its launch in 2007, and the Apple Watch and AirPods have been introduced as new product categories.
Design
Apple is renowned for its customer-focused design, which is an integral part of its product strategy. The company's products are designed with the user in mind, with a focus on simplicity, elegance, and functionality (Suárez et al. 2020).
Branding
The brand of the organization can be marked as a significant asset. The organization’s brand is connected to creativity, superior design as well as high quality. (Morrison III et al. 2019). Apple has a devoted following of buyers who are happy to pay more for its goods.
Retail Stores
Apple's retail stores are an important part of its strategy. As stated by Mao et al. (2020), stores of Apple are designed to provide a unique customer experience, with knowledgeable staff, hands-on product displays, and classes and workshops.
“Supply Chain Management (SCM)”
Apple's SCM is a key element of its strategy and running the performance of the organization in its operating marketplaces. The company works significantly and effectively with its suppliers in order to significantly ensure good and high-quality components along with delivering the goods timely. The organization also maintains tight control over its supply chain to ensure operational efficiency and minimize costs.
Ecosystem
Apple has developed a network of items and offerings that are intended to operate in unison (Paam et al. 2019). The company's products are integrated with its “software and services”, which involves iCloud, Apple Music as well as App Store.
Environmental Sustainability
Due to its dedication to environmental sustainability, Apple has significantly reduced its carbon footprint. According to Loiseau et al. (2020), the company is making investments in energy-efficient and “renewable energy technologies” with the aim of becoming carbon neutral by 2030.
SWOT analysis of Apple 
	Strengths
●  Significant brand reputation: One of the most valuable companies in the world, Apple is renowned for its creativity, superior design, and premium materials (Putri, and Yuliasih, 2022).
●        Effective financial performance: With a solid balance sheet and sizable cash reserves, this organization is among the most profitable businesses in the world.
●       Strong product portfolio: The organization deals with a large context of products, including the iPad, iPhone, Apple Watch, and Mac computers (Qiu, 2023).
●       Strong presence in retail: The organization has a vast network of retail locations around the world that offer a distinctive shopping experience and support brand development.
 
	Weaknesses
●       High prices: Apple's products are expensive, which may limit its appeal to customers who are concerned about costs.
●       Key products dependability: The success of Apple's flagship goods, like the iPhone, has a significant impact on its financial performance (Alkaabneh et al. 2021).
●       Limited product diversification: Apple's product portfolio is focused on a few key product categories, which can limit its growth potential in other areas.
 

	Opportunities
●       Emerging markets: Apple has significant growth potential in emerging markets that involves India as well as China.    
●       New product categories development: The organization has the potential to expand into new categories of goods for instance “virtual reality” and “augmented reality” (Lu and Yang, 2021).
●       Services growth: Services business of the organization that involves the “iCloud, Apple Music, and App Store” which has significant growth potential.
 
	Threats
●       Intense competition: Other technology companies, including Samsung, Microsoft, and Google fiercely compete with Apple.
● "Dependence on key suppliers”: SCM of the organization is significantly dependent on a “few key suppliers”, that can pose a risk to its operations (Lee et al. 2020).
●       Regulatory risks: Apple faces regulatory risks, such as antitrust investigations and privacy concerns, which could impact its business operations.
 


Table 1: SWOT analysis of Apple
Porter's Five Forces
“Threat of new entrants”: Low
Apple's significant brand reputation, extensive intellectual property portfolio, and economies of scale in research and development, manufacturing, and distribution create high barriers to entry for new players (Adelakun, 2020). Furthermore, the expensive capital requirements of the technology sector make it challenging for new players to compete with established players like Apple.
“Bargaining power of suppliers”: Moderate
For elements like microprocessors along with displays, Apple depends on a small number of significant suppliers, giving these suppliers some negotiating power. However, as stated by Van De Vliert (2021), Apple's size and financial strength enable it to negotiate favorable terms with suppliers and even invest in some of its own suppliers to ensure the availability and quality of components.
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Figure 2: Porter’s Five Force Analysis
“Bargaining power of buyers”: Moderate to High
Although the organization has a significant reputation in its operating markets as well as “loyal customer base”, it faces moderate to high bargaining power from buyers due to intense competition in the technology industry. As stated by Budiono et al. (2021), price-sensitive customers may choose to purchase lower-priced alternatives from competitors, and the prevalence of multiple smartphone options in the market gives buyers some power to negotiate on price.
“The threat of substitutes”: High
Apple's products face high levels of threat from substitutes, such as Android-based smartphones and tablets, which are often lower-priced and offer similar features (Sun and Fah, 2020). Additionally, customers may opt for other devices that perform similar functions, such as laptops, which are increasingly popular as mobile computing devices.
“Competitive rivalry”: High
The competition for market share in the technology sector is fierce, with many companies involved. Apple faces competition from other significant technology firms that provide comparable goods and services, including Samsung, Google, and Microsoft (Adelakun, 2020). Apple must therefore constantly innovate and distinguish its goods to maintain its competitiveness.
Ansoff Matrix
Businesses can analyze their prospects for growth as a result of market share, market growth, product development, as well as diversification by using the Ansoff matrix as a strategic tool.
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Figure 3: Ansoff Matrix of Apple 
(Source: academia.edu, 2022) 
Market Penetration: “Market penetration strategy” of the organization focuses on increasing its market share in the existing markets with its current products. As opined by Cleberg (2019), Apple achieves this through aggressive marketing, improving distribution channels, and enhancing customer loyalty. Apple regularly updates its products and offers upgrades to existing customers to maintain market share and stay ahead of competitors.
Market Development: Apple's market development strategy involves expanding into new geographic regions with its existing products (Reshetko et al. 2020). Apple also targets new customer segments such as the enterprise market, which has seen increased adoption of Apple's products in recent years.
Product Development: “Product development strategy” of the organization includes introducing and developing new products in its operating markets. Apple is effectively successful in the development of new products such as the Mackbook, iMacs, and Apple Watch, which have expanded its product portfolio and revenue streams (Case study). Apple makes significant investments in R&D to keep its competitive edge and release cutting-edge products.
Diversification: Apple's diversification strategy involves entering new markets with new products. Apple has diversified its product portfolio by expanding into the wearables market with the Apple Watch, and the smart speaker market with the HomePod (Wright et al. 2021). Apple has also entered the streaming entertainment market with Apple TV+.
Apple has successfully utilized the “Ansoff matrix” to achieve growth as well as manage its position as a market leader in the sector of technology. By continuously innovating and expanding into new markets and product categories, Apple remains able to hold onto its advantage over competitors and solid brand image.
“Boston Consulting Group (BCG) matrix”
The "Boston Consulting Group (BCG)" matrix can be defined as a strategic tool utilized by firms to evaluate their product portfolio as well as significantly identify growth opportunities on the basis of market share along with market growth rate.
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Figure 4: “Boston Consulting Group (BCG) matrix” of Apple
(Source: edrawmax.com, 2023)
Stars: Apple's star products are the iPhone and iPad, which have a strong and effective market share and operate in rapidly developing marketplaces. As per the views of Yie et al. (2021), products of Apple generate a significant amount of revenue and have a strong competitive position in the market. Apple invests heavily in R&D in order to manage its competitive position as well as market share in these products.
Cash Cows: Apple's cash cows are the Mac and iPod products, which have a high market share in mature markets. These products generate a steady stream of revenue and profit, but their growth potential is limited (ipl.org, 2023). Apple continues to invest in these products to maintain its market share and profitability.
Question Marks: Apple's question mark products are the Apple Watch and HomePod, which are relatively new products in emerging markets. These products have the potential for growth but currently have a low market share. Apple is investing in these products to gain market share and establish a competitive position in these markets (academia.edu, 2022).
Dogs: Apple does not have any major "dogs" or goods that have a low market share and operate in a low-growth market.
Apple's product portfolio is primarily composed of star and cash cow products, which generate the majority of the company's revenue and profit. Apple continues to invest in these products to maintain its market share and profitability. The company is also investing in question mark products to establish a competitive position in emerging markets and gain additional growth opportunities.
VRIO Analysis 
The “VRIO framework” can be defined as a tool used in strategic analysis to evaluate the resources and capabilities of an organization. It stands for Value, Rarity, Imitability, and Organization. Apple's resources and capabilities have been analyzed below with the usage of the VRIO framework:
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Figure 5: VRIO analysis of Apple 
(Source: creately.com, 2021)
Value: Apple has a number of resources and capabilities that are valuable and contribute to the company's competitive advantage. For example, its strong brand reputation, innovative products, and loyal customer base are all valuable resources that have helped to drive its success (rancord.org, 2021).
Rarity: Apple's resources, as well as capabilities, are effectively rare as well as difficult for its competitors to imitate. According to the study by Widayanto (2022), it has been found that proprietary operating systems and software of Apple, such as iOS and MacOS, are not available to competitors, giving Apple a unique advantage in the market.
Imitability: While few of Apple's resources along with capabilities are significantly difficult for its competitors to develop, others are more significantly replicated. For example, other companies can try to copy Apple's design aesthetic, although they may not be able to do so as successfully (academia.edu, 2022). In addition, the development of new technologies may also render some of Apple's current capabilities obsolete.
Organization: Apple's resources and capabilities must be organized and integrated effectively in order to contribute to the company's competitive advantage. Apple's strong focus on design and product development, as well as its marketing and supply chain operations, are examples of effective organization and integration of resources and capabilities (rancord.org, 2021).
Apple's resources and capabilities can be considered valuable and rare, but some may be subject to imitation. However, the effective organization and integration of these resources and capabilities have helped to drive the company's success and competitive advantage.
Value chain Analysis
“Value chain analysis” is a strategic tool used by businesses to identify the activities that create value in the production and delivery of their products or services. The components of “value chain analysis” has been discussed.
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Figure 6: Value chain Analysis of Apple
(Source: Jone et al. 2019)
Inbound Logistics: The sourcing and acquisition of components and supplies for Apple's products from vendors worldwide is a part of the company's inbound logistics. To guarantee a consistent supply of high-quality parts, Apple has built long-term ties with suppliers (Jone et al. 2019).
Operations: The production, assembling, and testing of Apple's goods are all part of its operations. The business can swiftly and cheaply create vast numbers of goods because of its highly effective and automated production method.
Outbound Logistics: Outbound logistics of the organization include the storage and distribution of its products to retail stores, online marketplaces, and customers. As stated by Akhter and Sofi (2022), the company has a highly optimized logistics system that ensures timely and cost-effective delivery of its products to customers.
Marketing and Sales: Manufacturing, assembly, and testing of Apple's goods are all part of the company's operations. The business's highly effective and automated production method enables it to swiftly and cheaply create enormous numbers of goods. The company has a highly effective marketing and sales team that is able to generate high demand for its products.
Service: Apple's service strategy is focused on providing excellent customer support and after-sales service to customers (wikisme.com, 2021). The company has a highly trained and dedicated team of support staff who are available 24/7 to provide assistance to customers.
Procurement: Apple's procurement strategy is focused on building long-term relationships with suppliers and ensuring a reliable supply of quality components and materials. This organization also invests hugely in the context of its R&D in order to develop innovative and new products.
Research and Development: Apple's R&D activities are focused on developing new and innovative products, as well as improving the performance and features of its existing products (hbr.org, 2020).  
Apple's value chain analysis highlights the company's focus on delivering high-quality products to customers through efficient manufacturing processes, a strong brand image, and excellent customer service. The company's emphasis on research and development and long-term relationships with suppliers enables it to maintain a competitive advantage in the market.
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Apple has pioneered a powerful business model by leveraging the luxury tech approach. The company's success has been built on several key strategies that have helped it establish a powerful brand and create a loyal customer base. One of the key components of Apple's business model is its premium pricing strategy. As stated by Awasthi et al. (2021), by pricing products at a premium compared to competitors, Apple can be able to create a perception of quality and exclusivity, which has resonated with consumers. Another important element associated with business model of the organization is its focus on innovation as well as design. Apple has distinguished itself from rivals and developed a devoted following thanks to its creative and stylish product designs (apple.com, 2023). 
In addition, Apple has developed a network of complementary goods and services, ranging from online content and peripherals to both software and hardware. This approach has helped to lock customers into the Apple ecosystem, creating a strong and loyal customer base (Duan et al. 2021). Finally, Apple's branding and marketing efforts have been instrumental in creating a powerful brand image. By focusing on minimalist and elegant product designs, and iconic marketing campaigns such as "Think Different," the organization has developed its capabilities to differentiate itself and align with its services from its competitors. 
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Figure 7: Strategic map of Apple
(Source: research-assets.cbinsights.com, 2022)
The luxury tech business model of Apple has been a significant factor in helping the company deal with the competitive challenges posed by companies like Samsung and Microsoft. One of the key advantages of Apple's luxury tech approach is differentiation (apple.com, 2023). Apple has always been known for its premium pricing strategy, which has helped to create a perception of quality and exclusivity. By pricing its products at a premium compared to competitors, Apple has been able to set itself apart from other brands in the market. This approach can help Apple establish a brand image that is synonymous with luxury tech, making it a top choice for consumers who value quality and design (Al-Shawwa and Abu-Naser, 2019). This differentiation has helped Apple to stand out in a crowded market and attract a loyal customer base. Apple's ability to foster brand loyalty is another benefit of its luxury technology business model. Apple's products are renowned for their elegant and cutting-edge designs, which have assisted the business in developing a devoted following of customers. Apple seems to have been able to establish a strong emotional relationship with its consumers by putting a significant emphasis on customer experience and design. This has aided in increasing customer retention and brand loyalty. Also, the firm has developed a strong reputation and brand awareness because to the association of its name with innovation, originality, and high quality.
Apple's luxury tech model has also helped the company create an ecosystem of products and services that work seamlessly together. This approach has helped to lock customers into the Apple ecosystem, creating a strong and loyal customer base. As per the opinion of Attaran (2022), by creating an ecosystem of products and services, Apple can be able to differentiate itself from competitors and establish itself as a leader in luxury tech. The ecosystem approach has also helped Apple to create a competitive advantage in terms of customer retention and repeat business, as customers are more likely to purchase other Apple products and services once they are part of the ecosystem. Apple's luxury tech approach has helped the company to maintain its pricing power. While competitors like Samsung and Microsoft have tried to compete on price, Apple has maintained its premium pricing strategy, which has helped to preserve its brand image and exclusivity (Coeckelbergh, 2019). By maintaining its pricing power, Apple has been able to protect its profit margins and maintain its leadership position in the luxury tech market. This approach has helped Apple to avoid the pitfalls of competing on prices, such as commoditization and a loss of brand value.
Thus, the luxury tech business model of Apple has been instrumental in helping the company deal with competitive challenges from companies like Samsung and Microsoft. By focusing on differentiation, brand loyalty, ecosystem building, and pricing power, Apple has been able to establish itself as a leader in luxury tech and maintain its competitive advantage in the market. As opined by Zhu et al. (2020), Apple's luxury tech approach has helped the company create a strong and loyal customer base, differentiate itself from competitors, and maintain its pricing power. These factors have helped Apple to maintain its leadership position in the market and continue to innovate and grow its business. Along with this, Apple's vulnerability to “Luxury Tech (LTech) rivals” is a significant challenge that the company has had to address through defensive restructuring of its product ranges. LTech rivals, such as Samsung and Huawei, have been able to compete with Apple by offering premium devices with similar features and functionality, but at lower prices (Case study).  
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Figure 8: Competitor of Apple 
(Source: superheuristics.com, 2022)
One way that Apple has responded to this competitive pressure is by restructuring its product ranges to appeal to a wider range of customers. For example, the company has introduced lower-priced models of its popular iPhone and iPad devices, such as the iPhone SE and iPad Air, to appeal to cost-conscious consumers (Dyer et al. 2021). These products offer many of the same features and functionality as the higher-priced models, but at a lower price point.
In addition to this, Innovation has been a critical factor in Apple's success over the years, and it can continue to help the company gain a competitive advantage in several ways. One of the most significant ways in which innovation can help Apple is through the development of new products. As per the words of Awasthi et al. (2019), Apple can leverage its expertise in product design and development to create new products that address emerging market trends and customer needs. For example, the company could focus on developing new wearable technologies, expand into new markets such as healthcare, or create new products that integrate with its existing product line. Another way in which innovation can help Apple is by improving its existing products. As opined by Wang et al. (2021), by continuously innovating and improving its products, Apple can maintain its position as a market leader and stay ahead of its competitors. For example, the company could use innovation to improve the battery life of its devices, enhance the user interface, or add new features that improve the user experience.
Innovation can also help Apple gain a competitive advantage by improving its supply chain and production processes. As opined by Podolny and Hansen (2020), by using innovative technologies such as automation, artificial intelligence, and machine learning, the company can improve the efficiency of its supply chain, reduce costs, and improve quality control. Additionally, innovation can help Apple streamline its production processes, reduce waste, and increase production capacity, allowing it to meet the growing demand for its products. Innovation can help Apple maintain its competitive advantage by improving its brand image and reputation. As stated by Kotapati et al. (2020), by consistently introducing new and innovative products, Apple can reinforce its reputation as an industry leader and a company that is at the forefront of technology. This, in turn, can help the company attract, retain existing ones, new customers as well as develop customer loyalty.
In order to diversify its revenue sources and lessen its reliance on the sale of hardware, Apple has also concentrated on growing its services division. The company's services division comprises, among other things, the App Store, iTunes, Apple Music, and iCloud. The mentioned company has been able to expand its revenue sources and lessen its reliance on sales of the iPhone and iPad by providing a variety of services (Foerderer, 2020). In order to stay competitive and create new goods and services, Apple has also made significant spending on "research and development". The business has also concentrated on enhancing its production and supply chain procedures to save costs and boost productivity.
[bookmark: _Toc131029458]Analysis of the ways in which the company can gain competitive advantage associated with particular “strategic management” developed by Apple
With a market value of more than $2,242 billion, Apple is among the most valuable firms in the world. This success is largely attributed to the company's particular choice of strategic management, which has enabled it to achieve a sustainable competitive advantage over its rivals. 
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Figure 9: Market cap of leading companies worldwide
(Source: Statista, 2023)
Apple's ability to develop cutting-edge goods that cater to user demands and tastes largely accounts for its competitive advantage (Glimstedt, 2020). The company's products are designed with a focus on user experience, simplicity, and functionality, which has helped it to differentiate itself from its competitors. As an illustration, the release of the “iPod, iPhone, and iPad” successively transformed the music, phone, and tablets businesses. Apple's focus on product design and innovation is a result of its strategic management approach, which is centered on differentiation.
Apple's marketing and branding initiatives also enhance its differentiating strategy. The company's marketing strategies emphasise the special qualities and advantages of its goods, which has aided in building a strong brand identity and a following of devoted customers. Because of its reputation for quality, creativity, and a luxury experience, Apple is able to make higher prices for its goods (Lu et al. 2023). As a result, consumers now perceive the firm to be valuable, thus enhancing its competitive advantage. High levels of vertical integration are another characteristic of Apple's strategic management methodology. The company designs its own hardware and software, which enables it to have greater control over the user experience and product quality. Apple also has its own retail stores, which enables it to have greater control over the distribution of its products. This vertical integration has enabled Apple to achieve cost savings, as well as greater efficiency and speed in product development.
In addition, its emphasis on vertical integration and differentiation, Apple's strategic management strategy is distinguished by a heavy emphasis on innovation and R&D. The business makes significant R&D investments in order to create new items and enhance old ones.
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Figure 10: R&D expenditure of Apple
(Source: Statista.com, 2022)
For instance, in 2022, R&D expenditures of Apple was amounted to $26.25 billion (Statista.com, 2022). With the help of this investment, the business has been able to keep one step ahead of its rivals by producing novel goods and cutting-edge technology that address changing customer demands. The case study reveals that a focus on social responsibility and environmental sustainability is another aspect of Apple's strategic management style (CSR). The business has set high goals for lowering its carbon footprint and has made great strides in adopting renewable energy sources and cutting waste (Barley et al. 2020). Consumers, who are growing more concerned about the environmental effect of the things they purchase, have taken notice of Apple's dedication to environmental responsibility and CSR, which has contributed to the development of a favourable brand image.
Apple has achieved a sustainable competitive advantage through its particular choice of strategic management. The mentioned firm focus on differentiation, vertical integration, innovation, and sustainability has enabled it to develop more creative and innovative products that meet the evolving needs of consumers. Additionally, the company's marketing and branding efforts have helped to build loyal customer base and a strong brand image. Apple's strategic management approach has not only enabled it to achieve financial success but has also helped to create a huge positive impact on the environment and society.
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In conclusion, Apple has faced significant challenges from its LTech rivals and intense competition from competitors such as Samsung, Microsoft, and Google. However, through its choice of strategic management, Apple has been able to achieve a competitive advantage in the market. Apple's emphasis on innovation and design has allowed them to create a strong brand identity and differentiate itself from competitors. Additionally, Apple's focus on vertical integration and control over its supply chain has allowed them to maintain high-quality products and efficiently manage costs. Furthermore, Apple's strategic management approach of maintaining secrecy and exclusivity around their products has created a sense of anticipation and excitement among consumers, driving demand and loyalty. The company's investment in research and development and focus on user experience has also enabled them to continuously improve and evolve its products, staying ahead of competitors. However, the challenges and threats from LTech rivals and competitors such as Samsung, Microsoft, and Google are ongoing, and Apple must continue to adapt its strategic management approach to stay competitive. Apple's success in achieving competitive advantage through strategic management provides valuable lessons for businesses in any industry on the importance of innovation, branding, supply chain management, and user experience.
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