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[bookmark: _Toc224810344]1. Organisational Overview and Strategic Context

Apple holds a leading position in the global technology market with a strategy focused on premium differentiation, ecosystem integration and innovation. This report examines the organisation’s strategic position and analyses its external environment, internal resources and possible future strategic options. The analysis applies several frameworks, including PESTLE, VRIO and SAF, to identify the organisation's advantages and vulnerabilities.
[bookmark: _Toc224810345]1.1 Organisational Background
Apple Inc., formerly Apple Computer Inc., is currently recognised as one of the world’s most valuable brands, with an estimated value exceeding $488.9 billion (Interbrand, 2024). The organisation was founded in 1976 by Steve Jobs, Steve Wozniak and Ronald Wayne, and today operates from its headquarters in Cupertino, California. The founders started the company with the intention of redefining the personal computer experience, achieved through design, innovation and simplicity, reflecting an early strategic focus  on differentiation as a basis for competitive advantage (Porter, 1985). The release of the Apple II in 1977 boosted the business, and by 1980, its revenue reached $117 million (Linzmayer, 2008).
In 1984, the organisation launched the Macintosh, one of the first commercial personal computers with a graphical user interface and a mouse, reinforcing its original commitment to user-friendly products. However, due to internal power struggles, Steve Jobs left the organisation in 1985, and Apple experienced a period of strategic drift and competitive decline, culminating in near insolvency in 1997, as the company struggled to adapt to the competitive environment (Johnson et al., 2019). Jobs' return in 1997 introduced a new strategic focus on reinvention and innovation (Isaacson, 2011).
In 1998, Apple introduced the iMac, which reinforced the brand identity and became the fastest-selling computer at the time. The organisation's strength is a result of the individual products and their interconnectivity, which developed into a core competence over time (Prahalad and Hamel, 1990). From the early 2000s, the organisation transformed from a product innovator to an ecosystem operator with the launch of the iPod in 2001 and the iTunes Store in 2003. The organisation rebranded in 2007 as Apple Inc. and launched the iPhone, expanding its boundaries by integrating communication, computing and digital services into a single platform, thus creating an interconnected system that strengthened its overall strategic position (Porter, 1996).
Tim Cook led the company into a new technological era focused on wearables, launching the Apple Watch in 2015 (Apple Inc., 2015), the AirPods in 2016, and introducing the Apple Vision Pro in 2024, showing innovation in spatial computing (Apple Inc., 2024). Apple became the first publicly traded U.S. company to surpass a $3 trillion market valuation in 2022, reflecting investor confidence in the company's long-term strategy (Balu and Randewich, 2022). Currently, it operates within the global technology sector, specifically in the consumer electronics, software and digital services. As a publicly listed multinational company on the NASDAQ stock exchange, Apple must balance stakeholder expectations with long-term innovation growth (Hill and Jones, 1992).
[bookmark: _Toc224810346]1.2 Products and services
Apple offers a mix of hardware, software, and digital services that operate within the organisational ecosystem. 
The key products include iPhone, Mac, iPad, wearables such as the Apple Watch and AirPods, home and accessories such as the Apple TV and spatial computing hardware such as Apple Vision Pro. All the products work through Apple operating systems, including iOS, macOS, and watchOS, and provide cross-device functionality. In addition, the organisation provides digital services such as the App Store, Apple Music, Apple TV+, iCloud, Apple Pay, and AppleCare, and integrates artificial intelligence and machine learning capabilities across devices and operating systems. The products and services offer ecosystem integration, premium design, data security and simplicity. The primary revenue source is product sales, especially the iPhone, which accounted for approximately 51% of total net revenue in the  fiscal year 2024, generating around $201.2 billion in sales (Statista, 2024).  However, reliance on iPhone revenue creates strategic risk in the case of a decrease in product demand or market saturation (Grant, 2021).
[bookmark: _Toc224810347]1.3 Markets and geographic scope
Apple provides products and services to individual consumers, enterprises, educational institutions and government organisations. The company also uses third-party distribution channels, such as mobile network providers, and adopts a global market positioning strategy, reporting revenue from the Americas, Europe, China, Japan, and the Asia Pacific (Apple Inc., 2024a). However, the organisation's global positioning raises vulnerability to environmental changes and strategic risks (Teece, 2009).
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Over the last three years, Apple has focused on product innovation and the expansion of artificial intelligence. The organisation introduced the Apple Vision Pro in 2024 (Apple Inc., 2024c), stepping into the spatial computing market, and integrated advanced AI capabilities with the launch of the Apple Intelligence platform. Although the strategy demonstrates diversification, its success depends on innovation continuing to generate sustained market performance (Ansoff, 2007).
[bookmark: _Toc224810349]2.0 External environment and stakeholder analysis
[bookmark: _Toc224810350]2.1 PESTLE analysis
PESTLE analysis is a valuable tool to identify the external factors that can shape organisational strategy (Yüksel, 2012) and is relevant to the evaluation of Apple Inc., which operates in a rapidly changing technological industry. For this analysis, the PESTLE framework is used instead of Porter’s Five Forces, as it provides a better evaluation of external factors, especially political and legal factors that may impact the organisation.
Political 
Apple Inc. is a global organisation that sells its products worldwide, and a significant part of its manufacturing activities is performed internationally, especially in China, Japan, South Korea, Taiwan and Vietnam  (Linden, Dedrick and Kraemer, 2009). As a result, the organisation is exposed to political changes that may cause trade restrictions and regulatory interventions (Apple Inc., 2024b). Tariffs, export controls and political rivalry, particularly involving China, can disrupt the company's access to key components, increasing costs and threatening production, indicating the organisation's strategic risk created by the global production and supply networks (Gereffi, 2018). Recently, Apple has gradually diversified its manufacturing network, expanding into countries such as India and Vietnam to reduce supply chain risks. However, political tensions continue to threaten strategic stability, given Apple’s reliance on global supply chains. 
Opportunities: diversifying production across different countries may strengthen the global supply chain and reduce dependence on a single international business partner.
Risks: Political rivalry, tensions, and trade restrictions may increase the risk to operational stability.

Economic
Economic factors have an important impact on Apple's financial performance as it operates in the premium consumer market. Inflation, economic slowdown, and high interest rates can reduce the organisation's revenue, as lower consumer expenditure may weaken demand for premium technology products (IMF, 2024). Fluctuations in exchange rates can increase or decrease the value of the organisation's international revenue when reported in the home currency (Eun and Resnick, 2007). This creates vulnerability as its premium pricing and reliance on international markets increase risks during periods of economic instability and exchange-rate fluctuations.
 However, multinational organisations use pricing adjustments across international markets to reduce the effects of exchange rates (Hill, 2011).
Opportunities: global demand increases the organisation's revenue, and it can expand.
Risks: Inflation and international monetary fluctuations can reduce the demand for premium technology products and affect the organisation's profitability. 

Social 
The use of digital communication and mobile technology has increased, as has the demand for smartphones and connected devices. Apple, through its strategy of integrating its products within the iOS unified ecosystem, has strengthened its market position (Kapoor and Agarwal, 2017), reflecting the importance of differentiation to obtain a competitive advantage (Porter, 1980). In recent years, concerns about data privacy have been rising, and Apple has emphasised its privacy protection policy by introducing App Tracking Transparency as a key feature. However, the organisation has been criticised for inadequate labour conditions within the global supply chain, creating reputational risks (Lashinsky, 2012). This creates reputational risks as Apple’s brand is built on privacy, and trust may deteriorate if the labour conditions are not improved. From a strategic perspective, organisations must adjust their strategies in response to the external environment (Ahlstrand, Lampel and Mintzberg, 2001). Therefore, Apple must improve its supply chain management to avoid tensions between the brand value and operational efficiency.
Opportunities: Reliance on digital communication may increase demand for Apple products and services.
Risks: Brand damage and loss of customers if ethical and labour concerns are not managed.
Technological
Apple is one of the most recognised technology companies, and innovation is central to its strategy and product development. The company's transition to its proprietary silicon M-series and A-series processors increased performance and efficiency across its devices and strengthened the organisation’s competitive advantage. This supports the argument that valuable and difficult-to-imitate resources help sustain competitive advantage (Barney, 1991). However, the present rapid technological changes can be considered a threat to the organisation, as competitors continue to invest in innovation, which is widely recognised as a key driver of development to maintain market leadership (Schumpeter, 1934). This may reduce Apple’s advantage if competitors innovate more rapidly. Advances in AI demonstrate how technological changes can reshape market demand, requiring organisations to adapt to maintain a competitive advantage (Nelson and Winter, 1985). Apple has begun integrating AI into its products and services to enhance the user experience and has also invested in augmented reality through Vision Pro, which could lead to future innovations. However, its future success depends on how Apple adjusts to increasing competition and changing market demand.
Opportunities: Further AI integration and adoption of proprietary silicon processors may increase Apple’s ecosystem differentiation.
Risks: Rapid technology development from competitors that may challenge Apple’s competitive position.
Legal
Apple faces increasing legal scrutiny over its control of the App Store ecosystem, with regulators in the EU and the U.S. challenging its market dominance. The EU Digital Markets Act requires Apple to allow alternative apps and payment systems in iOS (European Commission, 2023), and U.S. authorities have taken legal action over the company's control of the smartphone ecosystem (U.S. Department of Justice, 2024). This may weaken Apple’s strategy as stricter regulations could reduce its ecosystem control and benefit competing platforms. Therefore, legal pressures may reshape Apple’s ecosystem strategy, as organisations must adapt their practices in response to regulatory and market requirements (Williamson, 1975).
Opportunities: Regulatory compliance can enhance trust and credibility.
Risks: Antitrust regulations may weaken Apple’s revenue and ecosystem.

Environmental
Environmental sustainability has become an important trend in global markets and in terms of societal expectations. In response, Apple has adopted environmental initiatives, including increasing the use of recycled materials and has committed to achieving carbon neutrality by 2030. Organisations often adopt environmental initiatives to maintain legitimacy in response to stakeholders' demands (Suchman, 1995). However, sustainability may increase operational costs, which may conflict with the rapid innovation in the technological sector (Hart, 1995). This creates challenges, as sustainability commitments conflict with the frequent product upgrade strategy.
Opportunities: Sustainability initiatives may enhance organisational reputation.
Risks: Environmental commitments may increase operational costs.
[bookmark: _Toc224810351]2.2 Stakeholder analysis
Organisational success depends on managing the relationships with the stakeholders involved in the company’s operations (Freeman, 2010). The Power Interest Matrix was used to help prioritise stakeholders’ engagement (Mendelow, 1981).
Shareholders are a high-power, high-interest stakeholder group invested in Apple’s growth and profitability, expecting the organisation to maintain high-margin revenues and stable returns through products and services such as App Store and its digital ecosystem. However, these objectives are lately affected by regulatory pressures that challenge Apple's control over its digital platform, forcing the company to balance ecosystem control with long-term legitimacy (Freeman, Harrison and Zyglidopoulos, 2018). 
Regulators and the government have high power and high interest, are responsible for monitoring legal compliance, and can directly influence Apple’s strategic freedom.
Customers are a high-interest, moderate-power collective stakeholder group, and the organisation's success depends directly on consumer demand and trust. Therefore, Apple is focusing its strategy on privacy, security and product quality to ensure customer loyalty and willingness to buy its premium products (Keller et al., 2024). However, reputational risks identified in the social dimension of the PESTLE analysis may weaken the brand's image and credibility if stakeholders' expectations are not met.
Developers are a high-interest, moderate power group because they create applications that may increase the value of the iOS platform. Research argues that organisations must balance their own revenue with fair opportunities for developers (Parker, Alstyne and Choudary, 2016), as revenue control may discourage innovation.
Employees hold high interest and moderate power and provide the organisation with a competitive advantage through specialised innovation capabilities. The organisation invests in employee development through internal training programmes such as Apple University.
Suppliers and local communities hold moderate power and interest through supply chains and social expectations.
Apple is facing tensions between shareholders and regulators, developers and customers, and its long-term success depends on managing stakeholders' expectations while maintaining its ecosystem strategy. 

[bookmark: _Toc224810352]3.0 Internal strategic analysis
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Organisational performance is influenced by the resources and capabilities a company holds, which allow it to compete effectively in its industry (Rumelt, 2012). Apple's strategic capabilities result from its technological development, ecosystem integration and organisational culture.
 Tangible resources
Apple has strong financial resources, allowing the company to invest in research, innovation, and new technologies. With over 500 stores worldwide and an online channel that provides product distribution, the organisation possesses a physical infrastructure that supports a strong global retail presence and the financial capacity to take on technological risks in new investments, such as spatial computing. However, financial resources alone cannot create a competitive advantage without unique and hard-to-replicate capabilities (Collis and Montgomery, 1999). Apple relies on external manufacturing partners and has a reduced capital investment in production facilities, focusing its resources instead on innovation and technology. However, this strategy creates operational issues due to potential geopolitical disruptions. 
Apple's technological resources are also critical to its competitive advantage. The development of Silicon processors simplified the hardware and software integration and reduced the organisation's dependence on external suppliers. In fast-changing technological industries, controlling key technologies enhances innovation and the organisation's power to adapt (Doz and Kosonen, 2010).
 Intangible resources
Apple’s brand and reputation are its strongest intangible resources as they influence customers' loyalty and willingness to buy its premium products. The organisation ranks among the world’s most valuable brands, and a strong brand is a sign of product quality and reliability, but reputation must be continuously reinforced with product performance (Aaker, 2012).
Organisational knowledge and intellectual property are represented by patents in product design, software and semiconductor engineering, which maintain Apple’s technological differentiation in the market. However, technological advantage depends on the organisation's ability to generate knowledge and innovation continuously (Nonaka, 1991).
Human capital is an important intangible resource that Apple possesses, though retaining talent can be difficult. The company has a fair number of specialised engineers, software developers, and product management staff who contribute to continuous innovation. Strategic research argues that long-term advantage is achieved by embedding employees' knowledge and skills within organisational routines and culture, making them hard to replicate (Eisenhardt and Martin, 2000). Apple University reinforces shared knowledge and strategic thinking through internal training programmes and ensures that these capabilities remain difficult to replicate. 
[bookmark: _Toc224810354]3.2 Capabilities
Capabilities refer to how the resources are used to achieve a competitive advantage (Winter, 2003). Apple demonstrates strong system integration capability by uniting all its devices under an interconnected ecosystem, strengthening functionality and interoperability. 
The company's platform governance capability coordinates among developers, users, and digital services, ensuring the system functions efficiently. 
Apple also shows strong innovation capabilities, demonstrated not only in distinctive product designs but also in the development of its own processors and digital technologies. The organisation also converts its human resources into human capability by developing and retaining talent through internal programmes such as Apple University.
[bookmark: _Toc224810355]
3.3 VRIO framework
The VRIO framework analyses whether the resources and capabilities an organisation possesses can create a competitive advantage by assessing their value, rarity, imitability and organisational support (Barney and Hesterly, 2019). However, critics argue that the framework has its limitations, as inimitable resources may lose their value when market conditions change (Priem and Butler, 2001). Four of Apple’s strongest resources have been selected to demonstrate their strategic potential, although these may change as the market evolves.
[image: ]
        Fig. 1 VRIO analysis of Apple's key strategic resources. (adapted from Barney and Hesterly, 2019)
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Apple’s most important strengths include Ecosystem Integration, Brand Positioning, Technological Innovation and Human Capital. These factors enhance the product value and customer loyalty. Additional advantages may include proprietary silicon processors, which improve device performance and energy efficiency, strong financial resources, which facilitate continuous investment in innovation and a global retail network that enables distribution and generates significant revenue. Together, these advantages support Apple’s competitive position, but they may be vulnerable to imitation and market changes.
Apple’s weaknesses include its reliance on global supply chains, especially those in Asia, which increase the risk of geopolitical changes. The company's premium pricing strategy may also create vulnerabilities during periods of economic stagnation or inflation. The increasing regulatory scrutiny that Apple has been subjected to lately may limit its control over its ecosystem. In addition, the organisation faces slower hardware upgrade cycles and growing competition in AI technology.
In summary, the organisation's competitive position relies on its brand, technology, and ecosystem, although regulatory pressures and AI competition may create future challenges.

[bookmark: _Toc224810357]4.0  Current strategy and competitive position
[bookmark: _Toc224810358]4.1 Current strategic approach
Strategic management research argues that organisations can achieve competitive advantage through leadership, differentiation and focus strategies (Thompson et al., 2013). Apple uses a premium-differentiation strategy. The organisation is not competing on price, as its products are positioned as premium; instead, it differentiates through product quality, innovation and buyer experience to achieve a competitive advantage.
Apple’s strategy of differentiation is visible in many of its products and services, and the most obvious example is the integration of hardware, software and digital services into a unified system. Its products, such as iPhone, Mac, and Apple Watch, run on the same iOS system, enabling device interoperability and creating a better experience for consumers, increasing loyalty, and keeping customers in the Apple ecosystem. The organisation's differentiation strategy focuses on design, innovation and ecosystem integration, although this level of control may increase regulatory pressure and reduce strategic flexibility. However, reliance on this strategy limits market accessibility and increases vulnerability if competitors offer similar value at lower prices (Rothärmel, 2019). Apple uses other strategies to support its competitive advantage, such as a focus strategy, as it does not target the entire market but only the premium consumers, and a vertical integration strategy, as the organisation controls multiple stages of the value chain, from hardware design to operating systems, processors and digital services, which helps maintain product quality and performance.
[bookmark: _Toc224810359]4.2 Competitive position
Apple holds a strong competitive position, although competitors such as Samsung offer similar technological products at lower prices, which could weaken its differentiation. The organisation has built its strong brand by focusing on premium product design, consistent innovation, and a reputation for reliability.
Apple holds several competitive advantages:
· Ecosystem integration- Apple devices operate on the iOS system, which provides product interconnection and strengthens customer loyalty.
· Financial resources- a high revenue threshold allows Apple to invest heavily in research and innovation.
· Technological capability- the company develops new technologies, such as Apple silicon processors.
· Pricing power- strong brand value allows Apple to maintain premium prices and high demand for its products and services (Keller et al., 2024).

However, competitive advantage should not be considered permanent, as research argues that advantages based on resources may diminish if competitors develop similar capabilities (Priem and Butler, 2001). Thus, competitors' developments in AI and cloud technologies may challenge Apple's position in the future. 
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Strategic alignment refers to how an organisation's strategy aligns with its internal resources and capabilities and the external environment in which it operates (Lynch, 2018).
· Alignment with economic conditions- Apple’s premium positioning shows strong global demand for its high-quality technology.
· Alignment with social trends – Apple ecosystem integration fulfils the consumer demand for interconnected digital devices and services.
· Alignment with internal capabilities- Apple’s strategy of building an integrated ecosystem is supported by its ability to design its own devices, software and processors.
Research argues that organisations that compete in fast-changing industries adopt flexible, adaptable strategies rather than rigid long-term plans (Eisenhardt and Sull, 2001). Apple’s expansion into wearable technology and spatial computing shows its adaptive strategy approach. However, the risk of strategic drift increases as rapid development in AI and digital platforms weakens Apple’s strategic alignment. 
[bookmark: _Toc224810361]4.4 Risks and limitations
Although Apple’s strategy has been successful, it presents a few risks and limitations.
· Technological disruption risk- rapid technological innovation may weaken the existing competitive advantage if competitors develop alternative technologies (Christensen, 2015)
· Market maturity risk- smartphone markets become saturated in time and may limit future opportunities, increasing reliance on services, if no new products are introduced.
· Competitive imitation risk- competitors may sell devices with similar technological features at lower prices and weaken Apple's premium positioning.
· Supply chain exposure- Apple's global manufacturing network may face operational disruptions due to geopolitical tensions.
· Talent competition risk- competition for highly skilled engineers and developers through higher compensation or better opportunities may reduce Apple’s innovation capacity.
Apple maintains a strong competitive advantage through its differentiation strategy, but sustaining it requires continuous innovation and strategic adaptability.

[bookmark: _Toc224810362]5.0 Future strategic direction
[bookmark: _Toc224810363]5.1 Vision, mission and values 
Apple’s vision is rooted in innovation, technological advancements and customer experience. The organisation's mission is to create premium products that improve consumer satisfaction while providing an integrated digital experience through its ecosystem, devices and services.
Apple's strategic values are focused on:
· Innovation
· Premium design
· Technological leadership
· Privacy and data protection
· Quality and intuitive customer experience  
· Integration of products, software and digital systems
These values contribute to the organisation's differentiation strategy and maintain its premium position in the technology market (Galloway, 2017; Johnson et al., 2019).
However, these values may create challenges, as Apple's premium position depends on its continuous technological innovation and requires significant investment in research and development. The organisational ecosystem may become rigid if rapid technological developments require changes to its platforms.  Thus, Apple must balance the stability of its ecosystem with its ability to adjust and adapt to new technologies and market changes (Helfat and Peteraf, 2003).
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Apple may face several risks that could influence its premium positioning:
· Technological disruption, such as rapid changes in AI and new digital platforms, may threaten Apple’s technological advantage.
· Platform competition as rival companies develop integrated platforms, cloud services and artificial intelligence.
· Supply chain vulnerability, as the organisation's global manufacturing network, raises geopolitical tensions and potential production disruptions.
· Talent competition as competitors may attract higher-skilled staff through better opportunities and affect Apple’s innovation capability.
These risks emphasise the importance of continuous strategic adaptation as competition and technology are changing (Volberda, 1996).
[bookmark: _Toc224810365]5.3 Strategic future options
In order to maintain its competitive advantage, Apple could consider several strategic options. These options are assessed using the criteria of sustainability, acceptability and feasibility (Henry, 2021). However, the SAF criteria have been criticised for their inability to clearly show the interaction between different strategic options or competitors’ responses (Johnson et al., 2019).

Option 1: Expansion into digital health technology
Apple could expand by developing more advanced health monitoring technologies through wearable devices such as the Apple Watch.
Suitability
It follows Apple's ecosystem-integration strategy; the health feature may increase customer engagement, loyalty, and ecosystem dependence.
Acceptability
Consumers may value personal insights and more advanced health monitoring, creating new growth opportunities for the company. However, strict medical regulations and privacy concerns may create challenges.
Feasibility
Apple already includes several health-monitoring features on Apple Watch and iPhone, such as heart rate monitoring and ECG, which may support further development of medical technologies, although healthcare partnerships and regulatory approval will be required.

Option 2-AI integration
Apple has already begun the introduction of AI in its ecosystem and introduced the Apple Intelligence platform in 2024 across its devices. However, the company needs to strengthen its AI capabilities through deeper ecosystem integration, as competitors are advancing the technology faster.  
Suitability
This option aligns with Apple's ecosystem strategy because AI can improve device interconnectivity and enhance the customer experience.
Acceptability
Better AI capabilities will help Apple remain competitive and provide customers with smarter and more personalised devices. However, competition from companies such as Samsung may limit Apple’s ability to differentiate in AI.

Feasibility
Apple has strong financial resources, chip technology and innovation capabilities that support AI advancement, but maintaining a competitive advantage will require continuous investment in research and development.

Option 3- New product development
Apple has already invested in spatial computing and released the Vision Pro headset in 2024, and it could continue to develop related technologies, such as augmented reality and wearable devices.
Suitability
Developing new products will help Apple maintain its leadership in innovation and reduce its reliance on iPhone revenue.
Acceptability
Consumers always welcome new products, and investors support diversification. However, the adoption of new technologies is uncertain.
Feasibility
Apple's financial resources and strong innovation capabilities support the development of new products, although new technologies may require high costs and uncertain profitability. 

However, AI integration is the most viable short-term option, as Apple's processor technology and ecosystem provide the foundation for rapid integration, though success will depend on effective execution.

[bookmark: _Toc224810366]6.0 Conclusion
This report has analysed Apple Inc., its resources and capabilities and the strategies it uses to maintain its competitive advantage. The analysis pinpoints several resources and capabilities that strengthen the organisation's premium position, including financial resources, human capital, advanced technological capabilities and an integrated product ecosystem, which enhances customer retention and loyalty.
The report also identifies the strategy adopted by the organisation, which is based on differentiation and supported by strong product design, technological innovation and the integration of products, software and digital services into the same ecosystem. Together, all these elements allow Apple to maintain its leading position in the technological sector.  However, the analysis also identifies several challenges that the organisation is currently facing and may face in the future, such as rapid technological advancements, increasing competition, and potential supply chain vulnerabilities.
Although these risks are recognised, Apple’s strategy remains aligned with both its internal capabilities and market developments. Whilst regulatory pressures and AI competition present risks, Apple’s most important advantage comes from its ecosystem, which makes it difficult for customers to leave and for competitors to replicate, reinforced by brand loyalty and integrated services. Therefore, Apple’s long-term position remains strong, as long as its ecosystem continues to outweigh regulatory and technological pressures. 
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Not all resources generate long-term advantage. Apple's brand equity, while highly valuable and rare, may only provide a temporary competitive
advantage, as strong brands can gradually be challenged through aggressive marketing and product innovation by competitors. Consequently, sustaining
Apple's competitive position depends on the firm's continued ability to innovate and reinforce its technological capabilities alongside its brand reputation.





