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Introduction
The report illustrates the business situation of Apple Inc. about how they are shaping its strategic management services. Apple achieved a market valuation of $2 trillion in April 2020, making it the first corporation globally to do so (Apple, 2023). Apple's 'luxury tech' marketing strategy has been as important to the company's success as its advancement with ground-breaking goods such as the iPhone and iPad, and it has contenders trying to play catch-up by developing cheap devices that placed variables like style, customer experience, and exclusivity on equal footing with technical performance. In accordance with this, Apple Inc.'s business will be highlighted here, and strategic environmental analysis will be accomplished with critical evaluation. 

Figure 1: Strategic Analysis of Apple Inc.
(Source: Apple, 2023)
Apple Inc.’s Background
Apple has tangible assets in smartphones and in the strength of its brand, in addition to distinctive qualities in design and in comprehending customers' behaviour. Steve Jobs, Steve Wozniak, and Ronald Wayne established Apple Inc. on April 1, 1976, in the driveway of Steve Jobs' parents' home in Los Altos, California. Apple Inc. is now a multinational technological corporation that employs millions worldwide. Apple Inc. has been operational for 47 years as of March 2023 (Apple, 2023). 

Figure 2: The growth of revenue from 2005 to 2023
(Source: Statista.com, 2023)
Apple was the most valuable corporation in the world as of September 2021, when its market cap was $2.4 trillion, making it the world's most valuable firm (Statista.com, 2023). Apple has announced record earnings every quarter, partly because of how popular its products, including iPhones, iPads, and Macs, are. As per the views of Tien (2019), Apple's operating marketplace is always changing, but the company has been able to adjust to these shifts and continue to lead the way in developing new trends. Apple used to have 164,000 employees as of the end of the fiscal year 2022, representing a 6.49% rise compared to the prior year (2021) when they had 154,000 employees. On the contrary, Niu et al. (2019) addressed that expanding its services sector, which encompasses the App Store, Apple Music, and iCloud, has been one of the company's most fruitful endeavours in recent years and one of the primary contributors to their overall success. The workforce at Apple had grown by 4.76% from 2020, which included 147,000 employees, to 2021, when they had 151,000 people, which is a 7.3% rise from 2019, which had 137,000 staff members (Apple, 2023).
Apple Inc.’s Mission and Objectives
The mission statement of Apple Inc. emphasizes the company's commitment to delivering the very best user experience possible to its clientele by developing cutting-edge hardware, software, and service offerings. In addition, Gvili (2020) addressed that the corporate mission statement of Apple emphasizes the company's commitment to providing the greatest personal computing devices and support to customers in over 140 countries worldwide, including students, educators, designers, scientists, engineers, businesspeople, and consumers. This mission statement considers the dynamic nature of the business world, which affects the scope of what Apple Inc. can accomplish. On the other hand, Chen et al. (2021) stated that Apple Inc. strives to accomplish several goals in addition to its main mission, which is stated above. One of its primary goals is to increase the number of Apple stores in every country worldwide. Because the Apple store is the source of a large portion of the company's revenue, the company has to expand the number of its outlets to significantly boost its sales (Apple, 2023). The business intends to launch a store opening campaign in all major markets, after which it will evaluate population growth and determine where else to open further locations.
Macro-Environment Analysis
Apple Inc. is a well-known firm that has established itself as a frontrunner in the fields of both the consumer electronics industry and the information technology services industry. The analysis of Apple Inc.'s microenvironment concentrates on outside elements that affect the company's business and the management of its strategic initiatives. PESTEL analysis can help in addressing how Apple Inc. is dealing with external environmental challenges and also will be able to provide insight regarding which challenges can impact Apple Inc. significantly. 
PESTEL Analysis

Figure 3: PESTEL analysis
(Source: Jin et al. 2019)

External Drivers	Positive Aspects	Negative Aspects
Political	Sustaining political stability within the largest global economies.	Apple Inc. is a globally operating corporation with a presence in over 100 nations.	Policies that promote innovation and technological advancement.	Apple is expected to allocate a sum of $7.4 million towards lobbying efforts in the United States during the year 2020 (Apple, 2023).	The potential consequences resulting from the implementation of tariffs and trade conflicts.	In recent times, the authorities have shown significant interest in matters pertaining to privacy and antitrust concerns.	
		
Economic	The company enjoys extensive acknowledgement and a significant presence in global markets.	In 2021, the market capitalization of Apple reached a noteworthy milestone of $2.5 trillion.	The implementation of a strategic plan aimed at augmenting profits through diversification of product offerings.	In Q2 2021, Apple generated revenue of $111.4 billion from the sales of iPhones (Apple, 2023).	Economic downturns exert an impact on consumer spending.	Fluctuations in the valuation of a corporation's domestic currency can exert a substantial impact on its financial performance.			
		
Social	The establishment of a robust customer relationship and a favorable brand perception.	The global tally of active devices attributed to Apple has surpassed 1.65 billion.	A transition in consumer inclinations has been observed, whereby there is a growing preference for digital commodities and technological progressions.	As of 2021, the number of paying customers for Apple's services is estimated to be 620 million (Statista, 2023).	There is an increasing level of apprehension regarding the impact of human actions on the ecological system.	The phenomenon of increasing disparities in both economic prosperity and availability of reasonably priced commodities.				
		
Technological	Continuous enhancements and novel concepts for merchandise.	Apple's 2020 research and development expenditure of $18.8 billion is expected to yield significant benefits for various technologies, including but not limited to artificial intelligence, augmented reality, and machine learning (Apple, 2023).	Apple has been granted over 98,000 patents globally.	The acceleration of technological progress necessitates substantial investment in research and development.	Legal disputes arising from intellectual property infringement and patent violations that are litigated in court.	
		
Environmental	The adoption of sustainable energy sources and the mitigation of our ecological footprint are integral components of our pledge.	Apple has established a goal of achieving carbon neutrality by the year 2030 (Apple, 2023).	Prioritizing the recycling of electronics and the reduction of waste is imperative.	Since 1994, Apple Inc. has engaged in the recycling of approximately one million tons of its own product waste.	The supply chain is fraught with various challenges and environmental hazards.	The costs incurred in the manufacturing process due to compliance with environmental regulations.			
		
Legal	Ensuring the safeguarding of intellectual property at the utmost level.	Apple has been subject to numerous lawsuits of significant importance, encompassing patent conflicts and legal actions pertaining to privacy concerns.	The topic at hand pertains to matters of legality and adherence to regulatory requirements.	

Table 1: PESTEL analysis
Micro-Environment Analysis
The micro-environmental analysis is a vital activity that companies need to carry out to ensure their continued success and competitiveness in their markets (Johnson et al. 2020). Examining the variables in a company's surroundings that directly affect the business's operations is one of the steps involved in this process. The industry life cycle and porter’s five forces analysis can provide ideas regarding the way Apple Inc. is dealing with micro-environmental challenges. 
Industry Life Cycle
The industry lifestyle includes five stages of the organization, which resembles the position of Apple Inc. in the entire industry. The stages are development, growth, shake-out, Maturity, and decline. Apple was a small corporation noted for its creative innovations in personal computing throughout its development phase. Apple's boom era witnessed the introduction of important product lines such as the iPod, iPhone, and iPad and the formation of a strong brand image that placed the company among the world's most valuable corporations (Apple, 2023).

Figure 4: Industry Life Cycle and Its stages
(Source: Lu et al. 2023)
During the initial period, Apple was just beginning and faced minimal competition. Apple's earliest products were revolutionary and had no direct competitors. For instance, the debut of the Macintosh computer transformed the personal computer business. Apple's earliest products were marketed and sold primarily in a business-to-business (B2B) setting, primarily to educational institutions. At this phase, Apple focused primarily on enhancing its production process and reducing costs. When Apple achieved public brand recognition, the company proceeded into the growth phase.
During the expansion era, Apple saw rapid growth. The iPod and iTunes were released to the public in 2001, and the iPhone debuted in 2007 (Apple, 2023). These product lines profoundly transformed the music, smartphone, and consumer electronics industries. During this phase, the company's overall objective was to increase its market share, which it succeeded, in despite increasing competition (Fatehi et al. 2019). Apple maintained its market position by releasing regular upgrades and new products designed to meet customer demands, technical advances, and shifting market trends.
Currently, Apple is considered to be in the era of maturity. Apple's goal in this phase is to preserve its place in the market by consistently enhancing and distinguishing its existing products while simultaneously venturing into new product categories to grow its footprint. 
Porter’s Industry Five Forces Analysis
According to Porter's Five Forces model, Apple has maintained its market position by focusing on product innovation and quality, brand awareness, customer loyalty, and supplier relationships.

The threat of new entrants
Apple has a huge advantage in this sector due to its extensive market presence and the brand recognition and consumer loyalty it has established (Apple, 2023). This makes it challenging for new firms to enter the market and compete with Apple. The company's emphasis on creative and high-quality items also discourages new competitors.
Bargaining power of suppliers: 
Apple Inc. can benefit from its suppliers' bargaining strength due to its market dominance and unique connection with its suppliers. Apple has developed close relationships with numerous suppliers, making it impossible for them to deny business access to their products.

Figure 5: Porter’s Industry Five Forces
(Source: Wang et al. 202)
Bargaining power of buyers:
Apple's huge, devoted client base generates continuous sales revenue, enhancing the company's negotiating position. In addition, the company's goal of providing high-quality and creative products reduces the negotiating power of its customers. Brand awareness and customer loyalty decrease the number of customers who switch to competitors.
The threat of substitutes:
Apple has been able to withstand this threat by continuously developing novel and difficult-to-copy goods. Apple's high-quality products and brand recognition make it tough for buyers to locate alternatives that provide the same quality and experience (Podolny and Hansen, 2020).
Rivalry among existing competitors: 
Apple Inc. has maintained its market position despite intense competition from Samsung, Microsoft, and Google by offering high-quality, innovative, and user-friendly products.
Internal Analysis
The analysis of the internal environment represents the inner competencies of Apple Inc. The following analysis has analysed the competencies as well as capabilities of Apple Inc. 
Apple Inc.’s Strategic Resources and Capabilities
Apple Inc. is commonly perceived as a highly innovative and prosperous multinational corporation. It cannot be definitively concluded that there exists no apparent correlation between the accomplishments of the scrutinized entity and its possession of strategic resources and competencies. This investigation aims to analyse the key strategic resources and capabilities of Apple Inc. to improve the company's ability to maintain its position as the leading industry player in the information technology sector (Apple, 2021). The ultimate objective is to leverage the insights gained from this inquiry to enhance Apple's competitive advantage. The organization exhibits the potential to attain various advantages, including the capability to impose premium pricing for its merchandise, an augmentation in its appeal to highly skilled personnel, and a competitive advantage over its rivals in its product market (Prieto‐Sandoval et al. 2019). All of the aforementioned potential results are attainable by the organization. The company's effective management of its supply chain enables it to minimize costs and ensure the timely and efficient delivery of its products to the market (Apple, 2022). As a result of this, the corporation is capable of achieving its maximum potential for financial gain. Its supply chain strategy of Apple is characterized by a significant degree of vertical integration, which enables the company to exert a greater degree of authority over the production process while simultaneously reducing expenses and improving quality control. 
Apple derives advantages from the heightened degree of command it exercises over its supply chain owing to the augmented level of vertical integration (Chen et al. 2021). As such, possessing essential design skills is imperative for the organization. The distinctiveness of this company's products compared to other technological items available in the market can be attributed to their streamlined and clean design, which has become a hallmark of the company (Vargas et al. 2020). The retail strategy employed by Apple serves as a strategic talent that has played a crucial role in the company's capacity to maintain its dominant position as the market leader within its industry. The skill above has played a crucial role in enabling the organization to maintain its dominant position as the frontrunner in its respective field. 
Value Chain Analysis	
The analysis of the value chain offers a comprehensive depiction of the operational processes conducted by a business entity (Ishida, 2020). In accordance with these, the primary and secondary activities can be discussed to analyse how Apple manages their business globally.

Figure 6: Value Chain Analysis
(Source: Jones et al. 2019)
Primary Activities
Apple engages in collaboration with a multitude of suppliers situated across the globe and employs a highly intricate management framework for its supply chain.  

Figure 7: Roadmap of Apple Inc.’s operational activities
(Source: Li, 2021)
The outbound logistics of Apple facilitate the distribution of goods to the warehouses of distributors and retailers. It acknowledges that e-commerce sales constitute a significant value proposition in the context of inbound logistics (Min et al. 2019). The Americas segment experienced a 7% growth in sales, amounting to USD 124.55 billion in 2020, as compared to the preceding year (Apple, 2020). The Europe segment experienced a 3% decline in sales in 2019 compared to the previous year. Subsequently, the following year exhibited a positive shift, culminating in a remarkable growth of 14%, with revenues amounting to USD 68.64 billion by 2020 (Apple, 2021).
In 2020 and 2019, the Greater China region witnessed a decline of 8% and 16%, respectively, in sales compared to the preceding year (Apple, 2019). The market category experienced a 10% increase in sales in 2020, followed by a 2% increase in 2019. Globally, Apple Corporation is dependent on the contributions of a workforce of 147,000 individuals who are considered to be full-time equivalents (Apple, 2020). The proportion of revenue generated by the technology company through direct sales channels has been observed to be growing significantly in comparison to that through indirect sales channels. In 2020, Apple Inc.’s “direct distribution channels” derived nearly “34% of its total sales value” whereas the “indirect distribution channels” able to derive nearly 66% of the net sale value (Apple, 2020). Apple is widely recognized for delivering exceptional customer service of high quality throughout all three phases, namely pre-purchase, purchase, and post-purchase. 	
Secondary Activities
Apple Inc. is widely recognized for its leadership in technological innovation and its production of high-quality goods that exhibit unique designs. The allocated budget for Apple's scientific and technological development activities during the period of 2018 to 2022 amounted to $97.37 billion (Apple, 2022). Over the span of five years, there was an 84.33% increase in the total expenditure made by Apple in this particular market segment. Specifically, the entire expenditure increased from “$14.24 billion in 2018” to “$26.25 billion in 2022” (Apple, 2020). Apple motivates its employees to pursue individual career paths. Its sourcing process of Apple is intended to guarantee that all manufacturers are treated justly and equitably and that they are afforded the chance to engage in a competitive procurement process (Liu et al. 2021). Moreover, there is a notable emphasis on the expansion of the fundamental infrastructure. Apple Business Connect was introduced by Apple in January of 2023 (Apple, 2022). The feature enabled enterprises to construct "place cards" that facilitated their discovery by Apple device users via Apple Maps and other pre-installed applications.
VRIO Analysis of Distinctive Resources and Capabilities
The following analysis of the services of Apple Inc. includes the identification of whether their internal approaches follow the four factors of the analysis and how they are adding competitive advantage to Apple’s business. 


“Resources or Capabilities”	“Value” (V)	“Rarity” (R)	“Imitability” (I)	“Organisation” (O)	“Type of Competitive advantage”
“Brand recognition”	Yes	Yes	Yes	Yes	Sustainable
Systematic rapid innovation	Yes	Yes	Yes	Yes	Sustainable
Product designing	Yes	Yes	Yes	Yes	Sustainable
Overall management	Yes	No	No	Yes	Parity
Supply chain management	Yes	No	Yes	Yes	Temporary
HRM abilities	Yes	Yes	No	No	Parity
Consumer Access	Yes	Yes	Yes	Yes	Sustainable

Table 1: VRIO analysis
The table represents that it has exemplary actions in managing consumer choice and establishing brand activities with authentic and rare approaches. These are making the organisation sustainable in the market as it is difficult for other companies to invade its uniqueness from the market. Due to its strategy of adopting innovation, they have become distinguished in the market (Yie et al. 2021). Apart from these, its HRM activities need to be improved and overall management services need to be processed efficiently so that they can be maximised with more potential in the world. 	
SWOT Analysis
Apple Inc. can be defined as global technology business that designs and develops “software, consumer gadgets, and online services”. It is possible to attribute Apple's success to the ground-breaking products that the company has created, which have been at the forefront of innovation in the technology sector for several years. 
Strength
The examination of Apple's internal and external surroundings, as well as the potential and dangers that lie ahead for the company, focuses on the company's vital places, problematic regions, as well as opportunities and risks that lay ahead for the company. To begin, Apple has a competitive advantage over its rivals due to the fact that the corporation places a significant premium on preserving its brand (Tien, 2019). Apple Inc., which has a market value that is higher than $2 trillion, is consistently recognized as one of the most valuable firms in the world by several financial publications. The company had total revenue of $274.5 billion in the year 2020, with a net income of 57.4 billion dollars (Apple, 2020). In addition, a growing number of individuals are choosing to purchase items manufactured by Apple, which boasts an installed base of more than 1.5 billion active devices around the world (Apple, 2021). It is impossible to contest Apple's position as the dominant player in this sector on account of the company's extraordinary financial success as well as its immense worth as a brand. 
Weaknesses
Apple's major weakness is that it is immensely dependent on a “single product line”. Apple may be susceptible to changes in the market, interruptions in its supply chain, and other influences from the outside world because the firm is so dependent on the sales of its iPhones (Apple, 2019). The diminishing market share of Apple in the worldwide smartphone market represents a weakness for the company. The market share of Apple in the years 2017, 2018, and 2019 was 14.7%, 13.4%, and 10.9%, respectively, indicating a decline over the years. In contrast to its competitors, Samsung experienced growth and held a market share of 20.9% in 2019 (Apple, 2020). Moreover, Apple experienced a decrease in revenue in its primary markets, including China, due to intense competition from local brands. The potential vulnerability of Apple's revenue stream due to its reliance on the iPhone, particularly in light of the deceleration of global smartphone demand, is a matter of concern (Montalvo et al. 2021). 
Opportunities 
Apple has the chance to increase its client base in these regions due to increased consumer demand and advancements in technical capabilities (Yie et al. 2021). As per statistical data, Apple's revenue surpassed $89.6 billion in the second fiscal quarter of 2021, indicating a 54% increase in comparison to the preceding year (Apple, 2020). Furthermore, the iPhone 12 was introduced by Apple and has experienced a 65% increase in sales in comparison to its predecessor, the iPhone 11. In addition, the services segment of Apple, encompassing the App Store, Apple Music, and iCloud, experienced a growth of 27% and yielded $16.9 billion during the corresponding quarter (Apple, 2019). An excellent example of this would be the partnership that exists between the company and several automobile manufacturers for the purpose of doing research and development on intelligent vehicle technology. 
Threats
Apple is vulnerable to bankruptcy due to the cutthroat rivalry in the technological sector. This is the least of Apple's worries, though. Apple's sales will fall due to competitors providing items comparable to Apple's but sold at cheaper rates. These competitors include companies such as Amazon and Google (Apple, 2021). In addition, the operations of Apple's company could be adversely affected by regulatory constraints such as antitrust laws, which could potentially limit market competition. 
Strategies to Sustain Competitive Advantage

Figure 8: Porter’s Generic Strategies
(Source: Bauriedel, 2022)
Porter's generic strategy framework delineates three distinct strategic pathways that organizations can adopt to attain a competitive edge. Apple has successfully utilized each of these strategies, thereby consolidating its standing as one of the most valuable technologies corporations globally. The initial approach, known as cost leadership, entails achieving the status of the most economical producer within the market (Lessambo, 2022). The essential strategic resources and capabilities of Apple Inc. are with the purpose of enhancing the company's capacity to sustain its dominant position as the foremost industry player in the information technology sector, as determined by the findings of this inquiry. The success consequently, the corporation is able to attain its utmost potential for financial profitability. 
The second approach, known as differentiation, involves producing distinctive products that set them apart from their rivals. The capacity of Apple to distinguish its products and services is a pivotal determinant of its degree of market superiority. The corporation has achieved success in creating a unique and distinctive brand identity that transcends the boundaries of its merchandise. Apple's products are set apart from their competitors in the market due to their sophisticated designs, user-friendly and intuitive interfaces, exceptional performance, and seamless integration with other Apple products (Lee et al. 2019). Apple's capacity to distinguish itself from its rivals has played a crucial role in bolstering the company's competitive advantage and sustaining its dominant position in the technology industry.
Focus can be defined as the third approach which defines the way Apple Inc. focuses on adding distinguishable approaches in managing its cost segmentation and differentiation in the market. As it has too many competitors in the market approaches to cutting down cost and adding unique approaches helps the organisation to get emphasised more profoundly. Apple's ability to maintain low prices and simultaneously generate substantial profits is a key factor contributing to the company's competitive advantage (Musyoka et al. 2022). The objective of the organization's strategy is to offer high-end merchandise that commands a premium over comparable offerings from competitors while also delivering a level of excellence and user satisfaction that substantiates the elevated cost.  The firm has established a reputation as a brand that is widely recognized for its originality, superior design, and unmatched user experience. Apple's success can be attributed to its focus on product quality and design, which has enabled the company to appeal to a diverse range of customers.
Growth Strategies
Ansoff Matrix 
The Ansoff Matrix presents a visual representation of the four distinct strategic options that are available to businesses. Those steps have been analysed below to emphasise the growth strategies of the organisation (Karnama and Vinuesa, 2020).

Figure 9: Ansoff Matrix
(Source: Kurniawan et al. 2020)
Market penetration: Apple's market situation consists of its worldwide operations, which are categorized into five operational segments: the “Americas, Europe, Greater China, Japan, and the Rest of the Asian Pacific”. The conglomerate in question operates more than 500 retail stores across 25 different countries and regions as part of its multinational technology business (Apple, 2022).
Product development: Apple's strategy involves ensuring that every new product or service is seamlessly integrated into its existing ecosystem, thereby contributing to the ongoing consolidation of said ecosystem. The corporation's expenditures on research and development with the aim of producing novel products have risen from “USD 0.78 billion in 2007” to “USD 18.75 billion in 2020” (Apple, 2019).
Market development: The foremost global corporation in the field of information technology, as measured by revenue, is prioritising emerging economic situation belongs in Asia as beneficial and attractive regions for long-term investment. Despite Apple's proactive approach towards market expansion as a corporate tactic, the Americas division, encompassing North and South America, remains the company's principal revenue generator. In 2020, this segment contributed over 45% of the company's total revenue (Apple, 2020).
Diversification: Apple has employed the strategy of diversification in their business operations on a sporadic basis. Despite the surge in the video streaming industry, which was propelled by the pandemic, Apple TV+ has received relatively low ratings, placing it considerably behind other prominent streaming platforms such as “Netflix, Amazon Prime Video, Hulu, and even the NBC streaming service Peacock” (Lleo et al. 2022). 

 Uppsala Model
The Uppsala model helps to elucidate the manner in which a corporation such as Apple Inc. expanded its operations in foreign countries.

Figure 10: Uppsala Model
(Source: Hult et al. 2020)
Apple Inc. has incorporated the four stages of the model as to evaluate the state in the international market it has developed knowledge opportunities and positioned its network. Furthermore, to apply changes in the consumer approach, they have evaluated commitment to making adequate decision-making processes (Schweizer and Vahlne, 2022). Furthermore, learning and creating have helped Apple maintain its international position.

Figure 11: The total number of stores of Apple Inc.
(Source: Statista, 2023)
In 1993, Apple Inc. established its inaugural office in China and has since encountered a multitude of obstacles.  In 2008, Apple Inc. inaugurated its inaugural store in China. The manufacturing of Apple products involves the employment of a significant number of individuals in China by companies such as “Foxconn, Pegatron, and Wistron” (Zhang et al. 2020). As part of its business diversification efforts, Apple has been focusing on enhancing its outsourced producer network in other Asian countries, including India. Recent data indicates that Apple has increased its reliance on suppliers from China, surpassing those from Taiwan (Apple, 2019). The statistics suggest significant changes in the manufacturing of Apple products for both Indian customers and exports, as evidenced by the decision to produce the iPhone 12 in India, although a specific date has not been disclosed. Between 2018 and 2021, there was a significant increase in the proportion of Apple products that were produced in India, rising from 17% to 76%. According to Chen et al. (2023), there has been a notable increase in the export of Apple products from India, rising from 0% to 5% within a relatively brief period.
As of May 2021, the number of Apple stores in China, which includes Hong Kong and Macau, was nearly 50 (Statista, 2023). Apple Inc. has established several online stores in India; however, the company has opted to delay the inauguration of its inaugural brick-and-mortar retail outlet in the region until 2022 (Liu, 2021). Therefore, these statistics represent that it has successfully implemented the Uppsala model to make stabilisation of its position in several international markets.
Entry mode strategies
Apple Inc. employs a differentiation strategy upon market entry that involves integrating unique attributes and designs during the process of product development. It has helped in bolstering Apple's standing within the marketplace. Apple employs licensing, exporting, and importing strategies as means of market entry into international regions, including Europe (Apple, 2022). The strategy employed by Apple Inc. to distinguish itself from its rivals revolves around the creation of novel products and services that enhance customer value. The objectives of this include enhancing brand recognition and increasing the company's sales in global markets. Apple's entry into the Indian market was facilitated through collaborations with the nation's two largest telecommunications companies, “Bharti Airtel” and “Vodafone” (Tigari and Chandrashekhar, 2019). The entry strategy employed by the company is under consideration. The Chinese market has been accessed through “license agreements, foreign-owned joint ventures, and wholly foreign-owned enterprises”, serving as entry strategies (Gao, 2021). The company has opted to penetrate the market through product licensing as it enables them to avoid the expenses of expanding its operations and the potential hazards that come with that operates in a foreign nation.
Green Strategy and CSR
Apple has proactively pursued measures to mitigate waste, conserve energy, and minimize its ecological footprint. Apple has recognized that reducing its carbon footprint is a crucial strategy in achieving its objective among the various approaches they intend to employ. The company has successfully achieved the noteworthy accomplishment of utilizing solely renewable electricity to power its establishments (Lu et al. 2023). This aligns with their pledge to incorporate renewable energy sources in their data centres, offices, retail stores, and supply chain. In recent iterations, Apple has implemented a recycling program allowing consumers to submit their obsolete Apple devices for proper disposal and repurposing. The program redirects refuse away from being deposited in landfills. The corporation employs the practice of utilizing recycled materials in its packaging, exemplified by the use of fibre composed entirely of recycled materials for the container of the iPhone (Sun et al. 2019). Through its endeavours, Apple has made significant strides toward promoting the circular economy, leading to a substantial decrease in the waste generated by the company. The implementation of Apple's Green Strategy serves as a noteworthy model for other companies to emulate potentially. 
One of the most valuable companies in the world, Apple Inc. is estimated to have a brand value of $352 billion in the year 2020, making it one of the most valuable enterprises overall (Singh and Misra, 2022). Consequently, it is only logical for the company to have a robust Corporate Social Responsibility (CSR) plan to maintain and improve the value of its brand. The company promised in 2020 that by 2030, all of the carbon emissions resulting from the corporation's operations and supply chain would be eliminated (Okundia, 2020). This is the case even though the organization has developed these programs. Apple has committed to maintaining a healthy working environment, and these employee wellness programs are a part of that effort. The breadth of Apple's corporate social responsibility (CSR) extends well beyond the company's operations and includes the entirety of the communities in which it is active (Azim and Nahar, 2020). Apple's attitude toward its corporate social responsibility has been critical not just to the continued success of the corporation but also to the maintenance of its brand image. 
Conclusion
The study has evaluated multiple frameworks to address the several strategic factors of Apple Inc. The strategic position considers the effect on the approach of the external environment, the strategic resources and capabilities of the organization, the organization's goals, and the organization's culture. The evaluation of future strategy begins and ends with understanding these factors which have been addressed in this research. Therefore these have been analysed here to provide a strategic, progressive approach toward the future progress of Apple Inc. 
Recommendation 
The research has evaluated the challenges Apple Inc. can face in its strategic position in the market. After analysing its situation, it can be recommended that adding user-friendly innovations can derive consumer attraction towards the product. The market segment of Apple Inc. can be improved by developing a pricing strategy. Adding affordability to the innovation can target the entire audience group of the world, which will be beneficial in assessing more growth in the market. Furthermore, it can be recommended that adding exposure through social media helps in branding. However, Apple Inc. has a strong consumer base in the global market; it can be majorly improved by assessing more scopes in enhancing exposures. Brand exposure through social media presence helps assess loyal followers, which can be converted to an efficient consumer base. Therefore, these recommended steps can help the organization improve its current strategic position in the market.  
Apple must continue to innovate its products to remain ahead of its rivals develop cost-effective tactics to maintain the affordability of the pricing of its goods and ensure that it complies with all applicable rules and regulations to maintain the affordability of its products. Focusing on innovation is a key approach to maintaining a competitive advantage. This requires the allocation of resources towards research and development, cultivation of an environment that encourages innovation and trial-and-error, and possessing the agility to respond promptly to fluctuating market dynamics. Developing robust customer relationships can be considered an integral approach to maintaining a competitive edge. Finally, the establishment of a robust brand identity is imperative for the maintenance of a competitive edge. Through the allocation of resources towards marketing and advertising initiatives, an organization can enhance its brand equity and establish a memorable impact that reverberates with its clientele. It necessitates the formulation of a special brand message and ensuring its uniform dissemination across all marketing platforms, encompassing social media, advertising, and promotional literature.
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What Is A PESTEL Analysis?

The PESTEL analysis is a framework that can help marketers assess whether macro-economic factors are affecting an organization.
This is a critical step that helps organizations identify potential threats and weaknesses that can be used in other frameworks such
as SWOT or to gain a broader and better understanding of the overall marketing environment.
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The Apple Store Empire

Total number of Apple Stores worldwide as of May 14, 2021

United States &£ 271
China* @ 50
United Kingdom Sf 38
Canada (+) 28

Australia @ 22

France () 20

ltaly ) 16
Germany @ 15
Spain® 11

Others - 40

* Including Hong Kong and Macau
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