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[bookmark: _Toc131543266]1.0 Introduction 
The concept of strategic management revolves around ongoing planning, monitoring, and analysis of all primary and secondary factors that might be consulted by an organisation to determine its business goals and objectives. Nowadays, the primary and secondary factors shaping a company's strategy are believed to be represented through their industrial progress, market interdependence, and internal specifications (Godet, 2020). Based upon this the corporations can indulge in continuous deliberations, before ascertaining strategies that lead to success. Before bringing success into the process of the company, it is important to understand resource allocation that will be overseen in the case study analysis featuring the American-based tech multinational i.e. Apple. Several facets of strategic management will be examined around the case study, and more scholarly evidence will be presented to connect facts and assertions. 
[bookmark: _Toc131543267]1.1 Background of the company
Headquartered Cupertino in California, Apple has become a renowned organisation exhibiting its prowess as a distributor of powerful computers and mobile phone manufacturing. The average revenue generated by the enterprise is close to $394.33 billion last reflected in the year 2022 (Webb, 2017). Aside from the different products produced by the organisation, 14 specific niche items under CEO Tim Cook's leadership include Apple iWatches, Apple Airpods, iPhones, and others. The tech giant's ability to influence its sales by supplanting a product's sale with another, like replacing phone units with laptops or other electronic items creates wonders for the organisation (Webb, 2017). It added a market value of $800 billion overall. 
[bookmark: _Toc131543268]1.1.1 Strategic Mission and Vision
The strategic mission of Apple requires them to create a user experience that is apart from other competitors (Godet, 2020). Giving customers a way to utilise hardware and software-driven services can integrate personal engagement and professional management. 
Apple’s vision statement allows them to keep on pursuing different sustainable options, through products that can be improved and customer lives as a result. It also requires them to constantly extend the product varieties and ranges, through which there might exist a variety of options towards the users indulging in their products. 
[bookmark: _Toc131543269]2.0 Macro-environmental Analysis
[bookmark: _Toc131543270]2.1 PESTEL Analysis 
Political: Firstly, there are approximately 23 states within the US that do not necessarily tax digital products. That is inclusive of electronic and electrical products both including mobiles, laptops, and computers. However, some of the states that do tax digitally driven products or electronics see their tax rate vary from 1-7% respectively (Webb, 2017). 
Secondly, after the initial hurdles of commerce between the US and China, the countries formulated a new deal whereby the former will look to import from the latter but with higher import levies (Davis et al., 2020). The levy is trimmed through tariff curtailment from 15%-7.5%.
Economic: Firstly, consumer electronic goods involving computers, TV sets, and mobile devices have grown by 34%, 12%, and 1% respectively. The devices representing these three categories have experienced up to 65% in rising revenues (Stewart and Crossan, 2023). However, the sales have gradually slowed down in the last few years with revenue growth depleting to 60%. It is forecasted that device sales will grow by 3-4% within the next few years. 
Secondly, a new labour department report has been recently published, that has considered the inflationary rate to rise by 8.5% by March of 2023 (DeGeurin, 2023). The growing inflation has been due to disruptions posed by the supply chain practices in the country, indicating an expensive road ahead for consumers. 
Social: Firstly, a survey of 4,000 people undertaken in the US market, has seen that generation z consumer aged around 18-24 and both male and female consumers, who typically use mobile devices, laptops, and desktops in tandem (Prnewswire.com, 2017). Around 61.8% of consumers will choose to go portable in terms of undergoing transactions and prefer handheld devices rather than stationery goods (Prnewswire.com, 2017).
Secondly, there are 70.1% of millennial populaces representing the millennial populace bearing the age group of 25-40 prefer to keep their smartphones within arm's reach. However, these consumers including both male and female genders are willing to hone better digital habits by upkeeping desktops for catering to their requirements (Prnewswire.com, 2017). 
Technological: Firstly, technology companies like Apple, Samsung, and others are pursuing data and analytics innovations to a large extent. This has allowed them to contribute 20% to the data-driven initiatives that directly affect the earnings before interest or EBIT (Smaje, 2020). That enables the companies to make faster decisions concerning customers, and their requirements over time. 
Secondly, a customer-centric approach is followed by technology organisations like Apple, Google, Samsung, and others. This enables enterprises to develop larger consumer devices like mobiles, laptops, desktops, and others to generate economic gains from 20%-50% on the cost base (Smaje, 2020). It creates more AI-powered programs that empower customer requirements, especially when they provide product-related suggestions after long-term use. 
Environmental: Firstly, as per statistics laid out from the year 2021, the Big 5 tech organisations have managed to reduce 16 million metric tonnes of CO2. Meanwhile, Microsoft has been the culprit that polluted the environment 20 times more than tech firms (Knapp, 2023). These technology-based organisations will continue reducing the CO2 release into the atmosphere. 
Secondly, the greenhouse gas emissions will be reduced by 870,000 metric tonnes, provided all the companies representing the technology industry work together for a longer duration (Knapp, 2023). Some of the tech firms are also using recyclable plastic through single-use packing. This allows better management of waste consumption as regulated by the company. 
Legal: Firstly, the consumer product safety commission looks into the management of injuries that might be caused by unreasonable risks that might arise from different consumer products which are likely to be electronic, electrical, and other mediums as well (Knapp, 2023). 
[bookmark: _Toc131543271]2.2 Porter’s five forces
Brought into the limelight by the scholar Michael Porter in the year of 1979, the five forces framework tries to analyse competitive forces that shape industries. This helps the industry to understand its strengths and weaknesses thereby assisting it to recognise corporate structures (Kalseth and Cummings, 2001). The same competitive analysis can be undertaken in the case of Apple. 
Bargaining power of buyers: According to reports published by eMarketer, the sales of electronics have surpassed projected expectations in the US. This takes the total revenue from $178 billion in 2021 to $263 billion in 2024. Consumers purchasing electronic products in the country have increased by 50% especially with their interests turning to foreign websites (ChannelAdvisor, 2022). However, there are multiple choices in terms of tech product distribution companies like Google, Microsoft, Apple, and Samsung. Therefore, consumers within this market can ideally wait for the product prices to equalise before moving for converting their actual desires. The bargaining power of consumers has therefore grown within the electronic goods distribution market. 
Bargaining power of suppliers: The active electronic components are expected to grow with many small-time suppliers creating their base within the country. These include the likes of Texas Instruments, STMicroelectronics, Analog Devices, and NXP Semiconductors. These together have contributed a CAGR of 8.7%, converting 320.7 billion to 666.2 billion in value surrounding the market (GlobeNewswire News Room, 2023). Increasing demand for electronic devices will likely materialise when the US-based electronic component sellers target markets of China, Japan, and South Korea among Southeast Asian countries (GlobeNewswire News Room, 2023). Compared to the giants of electronic equipment manufacturing, these organisations are still to make a mark. Therefore, their bargaining power remains minimal. 
Competitive rivalry: Google, Microsoft, and Apple are the leading runners of electronic product distribution, and their insertions of the latest hardware, as well as operating systems, have diversified product ranges in the country. Microsoft has also begun to create other portable devices that include tablets and other mini-tablets (Dawson, 2015). The average prices set by these organisations for different electrical and electronic products are around $115-899. This shows that there exists aggressive competition within the tech products market. 
The potential threat of new entrants: Some organisations like Gorilla Technology Group, American Information Technology, and others anticipate steady growth in the tech products industry. However, the growth is around 3.7% and in recent years the company's performances have been below par. It showed an annual depletion of 9% in annual earnings, and revenues have been tipped to 7.4% only (Fortune Business Insights, 2021). The above facts show that there exist negligible newcomer companies to trouble big tech corporations. 
The threat of substitutes: Certain tech products that have managed to replicate their technologies like cloud, big data and artificial intelligence have been adapted around smartwatches, wristwatches, desktop computers, and others. However, these products are available in the least numbers within the tech market (Simply Wall St, 2023). This indicates that its popularity surpasses expectations of the consumer markets, and replacing that of portable devices, stationary electronic devices, and others is least likely to occur in the next few years. There exist negligible threats from substitution that might affect Apple in the long run. 
[bookmark: _Toc131543272]3.0 Micro-environmental Analysis 
[bookmark: _Toc131543273]3.1 VRIO Framework 

	Resources and Capabilities 
	Valuable? 
	Rare?
	Inimitable? 
	Organisation? 
	Competitive Advantage 

	Apple has become a valuable brand in the world by snatching its top spot among other big tech firms accounting for a value of $355.1 billion (Dogra, 2022)
	Yes 
	No 
	Yes 
	No
	Competitive Advantage unused 

	By the mid-2022 phase, Apple launched different varieties of Apple products including the iPhone 14 series, Apple iWatch series, modern 10.9-inch Apple iPads, and MacBook Pro along with M2 13-inch MacBook Pro as well (Haslam, 2023). 
	Yes 
	Yes 
	No 
	Yes 
	Sustainable Competitive Advantage 

	The 2017-based marketing CMO survey revealed that Apple managed to create an experience ecosystem through the distribution of several products. 
	No 
	Yes 
	Yes 
	No
	Competitive Advantage unused 

	Through its partner Foxconn, Apple has integrated their supply chain in recent years by investing around $700 million (Moorman, 2021). This will enable the latter to configure their production facilities in such a manner that increases productivity from 10% to 15% overall (Evans, 2023). 
	Yes 
	No
	No 
	No
	Competitive Disadvantage 



The above explanations developed through the VRIO framework can be justified through the below elaborations.
Firstly, Apple’s success is no great mystery in the world. As the brand value for the company grew by 35% touching a record high. This growth was mainly attributed to the organisational performance in terms of their new products like iPhone 12 and 13 respectively. Aside from this factor, there was a slew of other products whose sales doubled across many verticals (Dogra, 2022). This slew of products mainly included a variety of next-generation iPads, iMacs, and even Air Tags. Hence, multiple of these product receptions contributed immensely towards stabilising the brand name. Still, Apple has allowed other firms to dictate the market better through its market reputation.
Secondly, The tech giant's planned approach in terms of releasing the latest products into the market has allowed them to grow in renown. Apple seldom looked to stop its production of tech instruments from iPhone production that multiplied, before the pandemic. The primary product among the chief items included the iPhone 14 variant. The iPad screens increased its dimension by calibrating the same from 10.9 to 12.9 inches (Haslam, 2023). Meanwhile, the 10.9-inch screen iPhone variants also increased in popularity. The main feature among these products was that the organisation knew when to launch the products into the market. It is considered ingenious planning implemented by the management team of the company that further exceeds the capacity of Apple in triumphing over its competitors (Haslam, 2023). 
Thirdly, Apple’s focus on customer experience has shifted from imparting contributions within customer touchpoints. That includes allowing them to gather interest by viewing the products as available on the websites, online advertisements, stores, and other retail outlets. Apple's customers have mediated for themselves a behaviour through which they respond to market demands (Moorman, 2021). This creates a singular accessible ecosystem that the enterprise might be able to judiciously utilise over time. This is despite the effective planning and channelling of networks emphasised by the tech giant. There still exist problems that prevent customers from thriving in the ecosystem. Some of those include a lack of discipline among staff, in addressing the issues that customers might experience through Apple products (Moorman, 2021). 
Fourthly, Apple's dependence is mainly turned upon their leading partner Foxconn has thrived in countries like India. This allowed the company to boost production by constructing a 300-acre site, at a vacant spot near an urban city airport like Bengaluru. However, the company failed to increase productivity to its targeted levels which were seen in this case to be 25% (Evans, 2023). There was at least $2.5 million worth of iPhones which could not sell themselves within the market. This disrupted sales to a large extent (Evans, 2023). 
[bookmark: _Toc131543274]3.2 SWOT Analysis
Strengths 
Firstly, over the years, Apple has been a renowned organisation well-known for its innovations in both hardware and software applications. Ever since it depended on this principle, the company managed to create a turnout of revenue amounting to $260 billion in 2019 (Podolny and Hansen, 2020).
Secondly, Apple offers a different range of products for the tech user. In short, based on their requirements like greater visual design, video editing prowess, animation works, technical service-related works, and others (Podolny and Hansen, 2020). That allows the customers to believe in the organisation’s ability to be versatile for its consumers. 
Thirdly, research and development have been an important department that Apple has worked on for a long-time. The company spent close to $26.5 billion which might further increase the range of its titular products like iPhones, MacBooks, iPads, and iPods. It serves as a unique appeal for Apple, upon which they might thrive by driving down the competition in the market anytime (Laricchia, 2022).
Weaknesses 
Firstly, Apple tends to expand its product prices across developing and developed nations. Mainly due to seasonal currency headwinds, that compel the company to increase prices for its leading products like iPhone 14 (Thomas, 2022). The price of which grew from $799 to $975, and as a result put the model among premium brands of iPhone as sold by the company. Hence, it reduced the affordability of customers to a large extent.
Secondly, sometimes the company grows cocky and stubborn regarding its stance on putting up more advertisements and promotions. The commercials covering Apple-related products are generally in short numbers, due to delays in post-production that do not permit the company in shooting well-scripted advertisements (Gurman, 2022). For instance delays while launching iPad OS 16 is an indication of the same. 
Thirdly, an incompatibility that Apple has to encounter daily involves its support for software applications, other than which can run supported by their operating systems. This creates a mismatch of agreeing to purchase the brand in the minds of the consumers, and as a result, the company faces a massive slump in terms of building brand reputation and accelerating revenue (Gurman, 2022).
Opportunities
Firstly, the US electronics and eMedia market is set to gather $133 million by 2023, which also accounts for 13.2% of the tech services provided by different electronic goods distributors. Over the years, Apple has managed to create a reputation for itself by retaining 92% of its customers. 
Secondly, qualified professionals within the tech industry are growing to a large extent. This creates ample scope for companies like Apple in improving their services by hiring such professionals (Ecommercedb.com, 2023).
Thirdly, Apple's distribution network is vast within the US, and generally, it will look to provide different variations of its products in markets like Delaware, North Carolina, and even some parts of California. These markets can give a better avenue to help the organisation manage their supply networks (Ecommercedb.com, 2023). 
Threats 
Firstly, the tech giant Apple despite its reputation is affected due to the growing competition within the market. It tends to thwart their strategies at times when their niche product has to tackle a similar product of Microsoft or Samsung. 
Secondly, Apple receives bad publicity sometimes that circulates from its counterfeit products that are abundantly available in the market  (Ecommercedb.com, 2023). 
Thirdly, the organisation has come under fire within the US, especially with over 60 odd class action lawsuits filed against the company. This damages the company's reputation to a large extent (Ecommercedb.com, 2023). 
[bookmark: _Toc131543275]4.0 Porter’s value chain analysis 
Another framework established by Michael Porter other than observing competition from the market is observing a manufacturing process convert itself into a system. That includes both subsystems and the integration of different processes (Brockhoff, 2021). Thus, in scholarly circles, it is known as 'value chain analysis'. The same framework can be applied in the case of Apple. 
Primary Activities 
Inbound Logistics: Ever since 2005, Apple has developed a separate code that can recognise its connection with the suppliers. This allows the organisation to hold its suppliers responsible for any stages within the manufacturing processes. Sometimes even when resultant problems might be encountered after ascertaining company needs, and its administration (Apple, 2022). Apple calls for a 60-90 day corrective action scheme that gives the suppliers ample time to check in with the organisation. 
Operations: The organisation believes in creating a 15-year partnership with its suppliers. That harnesses the capability building among the same. For instance chipsets including memory chipsets, normal chipsets, and other raw materials are imported by Apple from Taiwan. However, due to limited quantities of chips being brought into the country, the company depended on local suppliers for providing the same (Hardwick, 2022). That helped in manufacturing iPads, iPhones, and iMacs as well. 
Outbound logistics: For storage Apple generally uses a limited number of warehouses that encompasses 1.8 million square feet. These house up to 300,000 products that can be sent out across stores located in different parts of the country (Hechtgroup.com, 2021). Sometimes this creates issues related to inventory mismanagement. 
Marketing and Sales: In terms of influencing its marketing ideologies, Apple has always led their advertisements through a premium pricing policy. Showcasing their premium branded products in the market through limited commercials, and more impetus on extensive features like quality definitions (Buildd, 2022). The company has managed to amass a fortune. 
Services: The organisation’s leverage is sustained through executive management. The workers focus closely on their roles, rather than trying to draw the interest of the consumers. In short, Apple ensures that its customer executive teams are there to guide the customers in exploring better the exorbitant features held by the tech giant (Buildd, 2022). 
Secondary Activities
Procurement: The technology firm of Apple has in recent times looked to bring raw materials and products through locally sourced connections. Rather than ensuring the circulation of critical resources occur from one country to another (Hechtgroup.com, 2021). This has resulted in the gradual saving of operating expenditures used by the company. 
Human resource management: Normally, Apple recruits sales executives throughout the year. That might enable the customers to work either in a consultant's capacity or simply be a part of the executive team management. Regularly, the tech firm shifts responsibilities from the head of its retail chains and oversees the distribution of a workforce that numbers 164,000. However, the company intends to hold onto their seniors in executive management (Gulfnews.com, 2023). For those officials, the management looks to hire minimally throughout the year. 
Technological Development: A part of the secondary activity, where Apple’s contribution is high allows them to use innovation in moderating customer experiences. Utilising technologies like cloud programming, data analytics, and big data enforcement has transcended levels of experience craved by the masses looking forward to its products. 
Infrastructure: This part of the activity requires different departments of the company to come together. That includes the accounting department, legal department, manufacturing department, quality assurance, and others (Gulfnews.com, 2023). The mutual participation of all these departments ensures that the quality surrounding products is seldom compromised for the company. However, Apple has been looking at ways to bring all the departments together to fulfil the same. 
[bookmark: _Toc131543276]5.0 Strategies for sustaining competitive advantage
[bookmark: _Toc131543277]5.1 Porter’s Generic Strategies
Cost leadership
Cost leadership involves being the leader in terms of cost-effectiveness in the market. This develops a competitive edge where the company gains access to sales engagements of customers, directed away from potential rivals in the market. For Apple, the profits can be further increased while maintaining the average industry-level prices for its premium-positioned products. Recent developments at Apple, such as the exclusion of a charging brick in the iPhone boxes, reduce the net weight of iPhones shipped and distributed across global markets (Sarwar, 2022). Taken individually, the weight difference is minimal, which makes it exponentially lighter when considered in bulk units shipped in large lots of hundreds or thousands of units (Sarwar, 2022). Furthermore, the packaging becomes leaner and smaller owing to the lack of a charging brick, reducing the physical footprint of the packaged iPhone product (Sarwar, 2022). Therefore, the shipping and logistics costs are made more efficient as charger-free phones are shipped globally by Apple, without a corresponding reduction in price to account for the now-absent charger from Apple phone purchases (Sarwar, 2022). Such instances carve a further cost leadership performance for Apple, whose strong branding and marketing activities manage to turn consumer perception towards such decisions as the outcome of making the brand more elite and exclusive compared to other smartphones. Being at the forefront of such competitive performance ensures Apple is ahead of its rivals, such as Samsung which immediately switched to the same charger-less shipment of its premium smartphones following Apple’s decision.
Differentiation
This strategy seeks to drive competitive performance through the differentiation of the product against the offerings of the rivals. Apple's existing marketing prowess makes it capable of securing differentiation in this area, as it can enhance the delivery of product-related services to the customers of physical products such as iPhones. Apple's reputation for its customer service makes it well-positioned to capitalise on this opportunity, and it can take the customer experience further through the digital delivery of services such as after-sales service interactions (Gallo, 2015). Using digital technology to facilitate customer interaction with the support team improves the satisfaction of customers, owing to the speed and efficiency with which such services are deployed (Shabani et al., 2022). The marketing activities can also be enhanced using contemporary trends in advanced digital technologies such as marketing through augmented reality features enabled by consumers' smartphones (Rauschnabel et al., 2022).
Cost focus
Cost focus is less effective for Apple, as the company is in a unique position where its premium pricing strategy still drives a large volume of annual sales across different consumer products such as iPhones and MacBooks (Karabus, 2023). Competing on cost must be used through Cost Leadership through reduction of wastage in the value-chain process. Other Cost Leadership approaches such as cutting down on the cost involved in the production and shipment of finished goods, such as removing the charging brick, improve the Cost Leadership performance without impeding the premium pricing cost strategy currently in use at Apple (Gray, Helper and Osborn, 2020).
Differentiation focus
This approach can be used efficiently by driving differentiation in the target segment. The needs of buyers of Apple products seek to participate in the shared design language of Apple designs, which makes the products such as iPhones look different from the offerings of rivals (Turner, 2007). A differentiation focus can be maintained by continuing to develop innovative designs for its consumer products, as this strategy will maintain the brand perception and product design elements as per the desires and expectations of Apple consumers in its target segment (Turner, 2007). Apple products charge a premium based on the quality of construction, as well as the use of the in-house Apple Silicon processors that are among the most power-efficient processors available in consumer-grade smartphones (Hibben, 2021). Apple can retain its differentiation focus here by investing in its internal research and development department to maintain the firm's development of innovation in internal systems design, thereby securing its market advantage of unmatched battery efficiency for laptops and smartphones as well.
[bookmark: _Toc131543278]6.0 Growth Strategies
[bookmark: _Toc131543279]6.1 Ansoff Matrix
Market penetration
Market penetration aims to develop the sales of the product in the existing market, to secure a greater market share. For Apple, the market share is the highest in the premium-priced smartphone category. While rivals like Samsung develop their flagship smartphones, the sales of Apple products remain higher and more attractive to consumers (Mishra, 2022). The existing market sales can be increased by focusing on the strengths of the Apple brand, such as increased distribution support in the repair of Apple products. The exclusivity of the Apple brand and the manufacturing process makes the product components soldered together, which prevents self-repair through the replacement of individual defective parts (Stern, 2021). This has been argued as being against the right to self-repair as proposed by bills such as the "Fair Repair Act" in the US (Stern, 2021). The EU also tries to make Apple adopt the universal USB-C format of the input, as opposed to the existing proprietary Lightning format that is not supported outside of Apple (Wood, 2020). These developments underline the benefit in market penetration that Apple can achieve by making its products more easily repairable, which can be performed through increased distribution support. This will ensure that the exclusivity approach to manufacturing is not compromised, while the customer can gain access to swift repairs. An extended warranty programme can also be offered to mitigate the expenses incurred in performing repairs outside of warranty, which would normally be expensive for a premium brand like Apple.
Market development
Market development seeks to increase the sales of existing products in new or unexplored markets. This approach is less capable of serving the best interests of Apple further, as Apple is already present in a global capacity. Apple sells its products directly through its digital retail store, as well as its exclusive Apple flagship stores. Furthermore, the company enters partnerships and venture agreements with domestic companies across global markets to further secure a retail presence. From domestic to foreign, developing to mature markets, Apple’s presence is noted across all foreign markets. Therefore, the report suggests observing long-term market trends in the advancing Sub-Saharan African markets, where the inevitable growth of economies in markets like Nigeria and South Africa will develop new consumer groups capable of engaging with Apple at its existing premium price points.
Product development
This strategy is more versatile and capable of development at Apple. It sees the company develop new products for engagement in the current market. Apple's history of innovation has seen it redefine various consumer products, ranging from portable music players to the modern smartphone. These innovations make Apple capable of sustaining its quality of branding and designing new products to substantiate the Apple brand across different products. In the long term, Apple can secure product development through different products such as the new series of Airpods, as existing Bluetooth earphones often lack the capability of streaming audio digitally at the highest lossless format that offers a high-fidelity listening experience (Alderson, 2022). This will differentiate the Apple brand from its rivals, through such an instance. Other instances can be presented, such as increasing the development of quality TV shows under the Apple TV+ digital platform (Spangler, 2022).
Diversification
Diversification is the riskiest and most resource-intensive strategy for growth. A company like Apple has the capability of securing diversification through various potential approaches based on the existing strengths of the company. For instance, it can launch a commercial recycling service for industry partners to use, which will utilise Apple’s expertise in recycling old consumer products to extract the maximum quantity of rare and precious metals (Gedeon, 2022). Apple can also diversify into electric vehicle development, as the company has been developing a prototype electric vehicle with autonomous driving capabilities (Automotive News Europe, 2022). While the electric vehicle market is highly competitive, the scope for autonomous driving cars is not yet monopolised or otherwise entrenched by other manufacturers. Furthermore, Apple can develop supportive products for existing electric vehicle manufacturers, such as autonomous parking systems using 3D scanning technology empowered by Apple’s proficiency in developing autonomous driving car prototypes (Khalid et al., 2021).
[bookmark: _Toc131543280]7.0 Green Strategy and CSR Consideration
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Economic responsibilities
Apple is the first US Company to have attained a $3 trillion capitalisation at one point or the other. Its brand value is similar among the top ten companies in the world (Leswing, 2022). The annual profits of Apple have grown consistently over the years (Palumbo, 2023). Given these facts, it is a certain assertion that Apple is completely meeting its economic responsibilities to its shareholders and owners. Further profits can be driven through the various strategies discussed in this report, such as the practice of removing smartphone charging bricks to minimise boxed product footprint as well as reduce global shipping costs. Such approaches build economic value sustainably through cost-reduction, waste elimination and other proactive cost-saving measures.
Legal responsibilities
Apple can fulfil its legal responsibilities by upholding the supplier code of conduct with its partners (Reuters Staff, 2020). The existing application of technologies such as blockchain tracing allows companies to gain total transparency of supply chain network behaviour (Westerkamp, Victor and Küpper, 2019). Using such technologies will allow Apple to maintain legal compliance with its supply chain partners, as the tracing system will identify any breach in the contract and alert Apple before the situation can increase the legal vulnerability of Apple due to association with its supply-side partners. Apple also meets its responsibility legally through compliance with tax regulations across global markets, employment laws in domestic markets and other obligations that position Apple as a performer of fair business practices.
Ethical responsibilities
Apple’s existing CSR practices make it positioned to fulfil its ethical responsibilities effectively. The company is working actively to reduce its net carbon emissions, in a bid to meet the global Net Zero 2050 target through internal optimisation of carbon emissions in the value-chain activities (Marteau, Chater and Garnett, 2021). To fulfil these obligations, Apple can take approaches such as streamlining product packaging and using recycled plastic to promote sustainability for the company. Other measures such as recycling old products and using environmentally-friendly landfill techniques also improve environmental sustainability (Ozbay et al., 2021). By meeting the net-zero emissions target, Apple will secure its performance of ethical responsibilities towards the global community and environment (Mace, 2022). This position of meeting environmental and social responsibilities is also highlighted in other models of corporate sustainability, such as the triple bottom line model of people, planet and profits (Hourneaux Jr, Gabriel and Gallardo-Vázquez, 2018).
Philanthropic responsibilities
Apple's CSR activities include making contributions to charitable organisations that empower the well-being of different groups of underprivileged communities in the world. The most active instance is shown in the Employee Giving program through which Apple staff help raise funds for empowering the charitable performance of third-sector organisations (Gallagher, 2022). From 2011 until 2022, this program has raised over $880 million to the benefit of over 44,000 third-sector charities globally (Gallagher, 2022). This program is made more efficient as Apple equally matches the contributions made by individual employees, thereby doubling the total contribution through the participation of the company and the employees together (Gallagher, 2022). While Apple does not have an official philanthropy program, its Employee Giving program allows it to perform philanthropic donations through the donations made by the employees (Gallagher, 2022). Other charitable initiatives are present across instances such as CEO Tim Cook donating $5 million in the form of Apple shares (Leswing, 2019). The consistent act of giving back to society through philanthropic donations is secured by the existence of the Employee Giving program, which makes Apple’s performance commendable in this dimension of the CSR Pyramid.
[bookmark: _Toc131543282]8.0 Conclusion
As a summary of the above-conducted assessment, Apple's macroenvironmental factors, microenvironmental factors, along with other industry analysis-led factors revealed a stronger brand reputation through which the company has registered significant sales. However, it has many competitors who tend to create pressure upon the organisation's growth, aside from its limited dependency upon international suppliers providing resources. Also, the company has been persistent about its reliance on innovation, and other forms of development revolving around innovation. The strategic discussion developed a concrete assessment of the company’s position in terms of executing diverse business strategies, where the report presented different ways in which Apple can strengthen its market position for the long term. In developing these strategies, the report considered existing practices at Apple and the scope for collaboration through open innovation as well as long-term goals like Net Zero 2050, thereby making the strategic discussion grounded in factual substance. Apple’s CSR performance, as shown across the CSR Pyramid, makes the company fully engaged in meeting its diverse obligations. The assessment summarised that the company needs to look into this factor closely. This is possible if they have interests that can be mutually beneficial to their customers and themselves. 
[bookmark: _Toc131543283]9.0 Recommendations 
The assignment has led to some suggestions that can enable Apple to configure its development in the technology market. Some of these suggestions might have future implications for the organisation as well. 
Firstly, Apple's development despite exploring the tech industry featuring innovations like big data management, cloud computing, and others has not excelled further concerning Microsoft. The skills of numerous IT professionals can be utilised towards these technologies ensuring better outreach for customers. This can include swifter ways for customers to buy products directly from Apple stores without experiencing any hindrances. For instance, Apple can use self-checkout systems, random installation of Kiosks, and others.
Secondly, the tech giant must look beyond the production of iPhones and iPads. Thus, more impetus must be laid out by the organisation towards its latest products in the form of iMacs. Apple must look to make a separate market out of this product that enables any disloyal customers to rejuvenate their interests back towards the products. Apple can concentrate on focusing on improving professional service delivery and personal management of leisure demands. That will ensure that customers do not feel that they are losing out on the required features. 
Thirdly, the implementation of strategies borrowed from developing nations like India, into more developed countries like the US can be a harder prospect to imagine. In such a case, Apple needs to observe caution and look to create a management unit that has vast experience in project management-related considerations. These teams can help Apple to coalesce with the marketing and research and development departments, and fortify strategies. It will reduce the sales administrations from unduly meddling in product launches, market planning, campaign planning activities, and others. 
Fourthly, Apple needs to look more closely within its domestic markets, from where the organisation is bound to get sources of suppliers dealing in chipsets. The chipset market has changed after the US enforced regulatory hurdles upon China, from whom the company looked to bring in chipsets of larger quantities. By creating a network inwardly, Apple can take many competitors surrounding the organisation like Microsoft, Google, and others by surprise. 
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