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[bookmark: _Toc129279264]1.1 Background of Apple 
Apple was formed in April 1976 by Steve Jobs, Steve Wozniak, and Ronald Wayne to create and market Wozniak's Apple I personal computer, afterwards, Wayne sold his stake back after only 12 days (Greg, 2020). In January 1977, the company became officially recognised as Apple Computer, Inc. Briefly, Apple, Inc. operates in the hardware and software subsectors of the technology industry, the most lucrative and rapidly expanding sector of the global economy. Zhang, (2018) mentioned that their line of work encompasses not only desktop computers but also mobile phones, tablets, portable media players, and other types of electronic gadgets. 
Currently, one of the most successful things that Apple has to offer is known as the "iPhone." Furthermore, research made by Chen et al., (2021) claimed that in Apple's financial year 2020, iPhone sales totalled $137 billion, which accounted for 50% of the company's total revenue of $274 billion. In addition, Apple Inc. has effectively established its brand on a worldwide scale. By introducing innovative items and penetrating newly discovered markets, the company did what it could to build its clientele, both new and existing, and to forge closer bonds with its most devoted patrons (Zhang, 2018). Apple has decided to stay to take advantage of the plentiful chances and it would be to Apple's advantage to modernise some aspects of its strategy if the company is to meet any future obstacles head-on (Choo et al., 2021). The fact that Apple is able to adjust to difficult conditions is the cause for the company's unwavering confidence in its capacity to succeed. Its reputation for producing high-quality products like the iPhone, iPad, and MacBook means that customers will have great standards for their services. 


[bookmark: _Toc129279265]1.2 Objectives 
Customers in every region of the world should be able to purchase personal computing products from Apple that are at the cutting edge of technology thanks to the company's industry-leading innovations in hardware, software, and Internet services. This is the mission that Apple has set for itself. The investigation's primary focus will be on an analysis of Apple's competitive strategy, which will incorporate Porter's Generic Strategies and its’ importance. This will be the investigation's core focus. During the course of this study endeavour, Apple's primary focus will be on formulating an all-encompassing strategy for distinguishing itself from its competitors in the market. Following this, an analysis of the benefits and drawbacks of the strategy will be presented, and the final section of the paper will consist of a conclusion as well as some recommendations for enhancements that Apple may implement.
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Figure 1: Porter’s Generic Strategies (Porter, 1985)

Figure 1 shows that Porter’s generic strategies detail the salient features of cost-cutting, differentiating, and focusing approaches and how they relate to business performance (Porter, 1985). Markets nowadays are highly competitive, chaotic, and unpredictable due to the rapid pace of technological progress. To get an edge in the market, managers must devise novel approaches to strategic development that are tailored to their circumstances and facilitate a smooth transition to new technologies and industries (Islami et al., 2020). As differentiation fosters brand loyalty, which in turn reduces consumers' sensitivity to pricing, it is a realistic approach for earning above-average returns in a given business (Tanwar, 2013). 
[bookmark: _Toc129279268]2.2 Importance of Porter’s Generic Strategies on Organisation 
Reconfiguring an organization's value chain to take advantage of e-business technology, simplifying product design, and providing service with fewer bells and whistles can assist an organization to obtain a cost advantage. Enterprises might also relocate their operations closer to their suppliers, switch to a technical procedure that requires a less upfront investment, is more efficient and adaptable, and eliminate the usage of expensive raw materials or component parts (Kinyuira, 2014). The main importance of Porter’s Generic Strategies is the governance, expansion, and revenue of an organisation might all benefit from Porter’s Generic Strategies for establishing a long-term edge in the market (Irungu et al., 2020).
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[bookmark: _Toc129279270]3.1 Differentiation Strategy 
Apple Computer Incorporation, as a multinational corporation offering a wide range of products, unquestionably fits the bill for the concept of broad differentiation. The term "differentiation strategy" refers to a business tactic in which a firm aims to differentiate itself from other businesses in its industry by improving the quality of the goods or services it offers (Islami et al., 2020). Through a strategy of product differentiation for the iPhone, Apple has been able to achieve this level of financial success by setting the iPhone apart from its competitors. It is important to remember that any product's distinctiveness is dependent on external variables like technological advancement, excellent image, or the importance of supplying a suitable product to clients, all of which provide the company with an edge over rivals (Aliekperov, 2019). The exclusivity of Apple's offerings is one of the company's greatest strengths. The operating system that is used by Apple computers is very safe and is not vulnerable to viruses or hackers, unlike the software that is used by Microsoft computers, which is called Windows. 
Apple's products are developed to meet the considerations about consumers' activities, which makes the graphic system and layout of Apple's goods outstanding to the graphic systems and designs of their competitors' products that compete in the same market category. Apple's revolutionary iPhone proved this point, showing that the company's confidence in its ability to accelerate the engine of technological and fashionable leadership had resulted in a very valued offering for consumers and the strategy of differentiating the iPhone enabled high value-based pricing to be set, which in turn made it possible to create a substantial profit (Aliekperov, 2019). Apple separates its products from those of its competitors by setting its prices higher than those of its competitors, which conveys the message that Apple's products are of superior quality and feature the most up-to-date technology. In addition to this, Apple piques the curiosity of consumers by building up excitement for upcoming product launches through deftly executed marketing and distribution methods (Kopp, 2023). Moreover, it places an emphasis on growing innovation potential by employing the best people and challenging them hard within a company culture in which innovation is seen to be the norm (Heracleous, 2013).
[bookmark: _Toc129279271]3.2 Apple Focus Both Hardware and Software 
Additionally, Apple distinguishes itself from its competitors not just through the products that it offers, but also by the creation of a closed product environment that it controls entirely, from the point of view of both the hardware specifications and the criteria for software application platforms. The ratio of price to performance is only one aspect to consider when analysing software demand, which is heavily influenced by personal preferences on design decisions such as user interface (Casey, 2022). The firm releases new versions of its applications and core operating systems on a yearly basis, such as iOS, MacOS, iPadOS, WatchOS, and tvOS, that enable it possible for them to cooperate more effectively and users of the majority of Apple's current and upcoming devices are eligible to receive the software as a free update, which is typically made available in the fall (Stern, 2021). In the realm of hardware, where goods are primarily differentiated by the balance they strike between cost and functionality, this constitutes a significant competitive advantage. Briefly, Apple minimizes price elasticity for its smartphones, tablets, and desktops by differentiating its hardware through the use of proprietary software, which does more than merely increase platform dependability (Casey, 2022). 
[bookmark: _Toc129279272]3.3 Apple Prefer on Their Retail Experiences 
Aside from that, Apple's emphasis on the in-store experience is a further indication that the company is pursuing a strategy of differentiation. The vast majority of Apple products can be purchased via either the company's chain of direct retail outlets or from other authorised retail stores situated in various countries across the globe. Some are sold through wholesalers as well as other third-party merchants including branded retailers, big box stores, and networking providers. Both Apple's retail outlets and those of approved third parties offer more than just the sale of Apple products and these channels aim to emphasise improved customer care and support after the transaction to increase brand advocacy and revenue (Montgomerie & Roscoe, 2013). Apple, like most consumer electronics businesses, produces and assembles its products in South East Asia (mostly China), and then ships them halfway around the world to distribution facilities in Europe and the United States, where they are stored until requested by retailers. Satariano & Burrows, (2011) mentioned that relationships with suppliers are built on stringent control of product information, fast response to new components or defective products, and a minimum two-week supply of parts inventory located within one mile of assembly plants in China. Apple is able to handle big product launches because of this philosophy, which frees the company from the need to keep large and expensive inventory.
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4.0 Apple’s Differentiation Strategy 
The fundamental source of Apple's competitive advantage is the company's constant pursuit of technological advancement. Apple's R&D efforts are directed towards expanding the company's product line and enhancing its current offerings. In addition, considerable resources have been allocated to R&D (Greg, 2020).
[bookmark: _Toc129279274]4.1 Advantages of Differentiation Strategy 
A product differentiation strategy that places emphasis on the product's value, as well as its design, has the potential to give customers the impression that there is no suitable alternative product currently on the market. Over the course of many years, Apple did an excellent job of persuading customers that there was no viable alternative to the line of computers, phones, and music players that they manufacture and sell. Differentiation strategies emphasise products' distinctive attributes or features to set them apart from the competition and boost the company's market position by making customers think the product is special (Kelchner, 2019). With the example of Apple, differentiation strategies are approaches to attracting and retaining customers that can be evaluated in order to influence purchasing decisions. Increasing pricing is a common by-product of a strategy of price differentiation; nevertheless, in some cases, the increased price may be unpopular with customers (Ratnasari & Hakim, 2022). Being a distinguished firm like Apple is effective because it causes individuals who follow trends to seek out the most up-to-date products in order to examine the characteristics they offer (Heracleous, 2015). To put it simply, most firms that executed a differentiation strategy will have a diminished possibility of discovering new alternatives, which is its main benefit.
	In addition, when implementing a differentiation strategy, a firm will be able to generate higher profits, which leads to a rise in organizational growth. The differentiation of products offered by a company from those of its rivals is one method that can be utilised by businesses as part of their positioning strategies. According to Dirisu et al., (2013), expanding a business's market share is possible through the strategic differentiation of its products and services and the resulting rise in customer loyalty. According to research conducted by Ifeoma et al., (2021), the level of product and physical differentiation plays a significant part in the activation of annual sales performance. According to Nolega et al., (2015), there is a strong correlation between product differentiation and a firm's rise in sales. When a corporation is able to generate a competitive edge in the market thanks to the uniqueness of its product, they are in a position to charge higher pricing. In the end, this raises the profit margin, and the business may make more money even with lower sales. 
[bookmark: _Toc129279275]4.2 Limitations of Differentiation Strategy
Typically, differentiated items are pricey and another problem occurred when being distinctive. The commercial potential and profit of a highly differentiated product might be severely curtailed by charging an exorbitant price for it. Marketing the product in a way that highlights its features, benefits, and unique selling points is essential if the high price tag is to be recognized and embraced by consumers. Potential customers can be turned off and pushed to acquire alternatives if these two factors are ignored. To give just one example, the organisation is responsible for producing items with sophisticated and original designs (Chen et al., 2021). Strong value proposition items have the additional drawback of being easily imitated.
While pursuing a differentiation strategy, expect to devote a significant amount of time, effort, and resources to the creation of a product that distinguishes itself from the offerings of other businesses in the market (Putra et al., 2018). Because of this, it may be difficult for research and development teams, producers, and even the profit margins to keep up. The impact of these consequences is felt more strongly by smaller enterprises because these types of companies typically have lesser staff and fewer resources. Apple spends a lot of money and puts in a lot of time exploring many markets before it finds one that pays off with widespread awareness and the attention of consumers. In other words, it is possible to say that the differentiation method will be more ideal for developed corporations than it would be for small and medium-sized firms, because in the alternative, it may produce losses that are not measured, which would be the worst situation that could have happened.
[bookmark: _Toc129279276]5.0 The Future of Apple
[bookmark: _Toc129279277]5.1 Conclusion 
Apple Inc. gives its global clientele a sense of prestige and a higher standard of living. Regardless of where they were born or their family's cultural background, iPhone owners everywhere share a sense of pride and belonging because to their investment in Apple Inc.  As Apple's products are out of reach for the majority of the population due to their exorbitant cost, we can safely say that the company dominates the luxury sector (Tan, 2013). In a nutshell, Apple's success with a wide range of products and high earnings makes it one of the best examples of a company successfully employing a differentiation approach. Yet, as Apple's price is still seen by some as excessive and out of reach, it would be wise for the company to adopt a hybrid strategy, in which both the differentiation strategy and the low-cost plan are applied.
[bookmark: _Toc129279278]5.2 Recommendations 
At the moment, young customers are eager to introduce co-branded collections with well-known manufacturers like Starbucks and Disney. In June 2016, Starbucks in Hong Kong, China collaborated with fashionista Vivienne Tam to initiate equipment such as stainless-steel insulation cups, Ceramic double-decker Coffee Cups, green materials, and mailing cards. By the creation of these powerful co-branded ancillary items, Starbucks can exploit the halo effect of co-production to raise the profile of its own brand in the eyes of its target audience. 
Apple, as a high-tech embedded device giant, is also able to cooperatively launch adjacent industries, and cross-industry peripheral daily necessities, such as U Disks, mouse, mobile phone casings, and so forth. It can be used to strengthen Apple's brand recognition, prompt and improve consumers' recall, decrease the perceived distance between companies and their customers, facilitate the export of brand culture and values via ancillary products, and encourage the production of a unique cultural and value identity by the target market. This is why it's important to create a loyal audience for the Apple brand so that its products resonate with customers on psychological impact. 
Besides, Apple needs to be more transparent about its own personalised qualities, enhance its irreplaceable products, and concentrate on the high-end market while simultaneously avoiding the untapped market, in order to contend with competition and play technical catch-up. As competition from other brands at the high end of the electronics industry increases, Apple may go to the mid and low end of the market for R&D in an effort to diversify its customer base, meet the varying demands of its customers, and ultimately increase demand for its products. 
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