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[bookmark: _Hlk217238850]Introduction 
[bookmark: _Toc216878771]The corporate landscape is evolving swiftly due to technological advancements, resulting in heightened competitiveness. The world is not just extensively interconnected but also more rapid (Whittington et al., 2022). Consequently, large-scale enterprises with a global footprint must exhibit flexibility and intelligence in seeking innovative methods for conducting business and broadening their market presence. Apple is a renowned technology enterprise that has achieved success in numerous worldwide marketplaces. The brand possesses robust supply channels. As competition intensifies in both developing and developed nations, Apple must identify new areas for expansion and company growth.
[bookmark: _Toc216878772][bookmark: _Hlk217238900]Section 1: Selection of Organisation and Target Market 
1.1 The chosen organisation: Apple 
[bookmark: _Hlk217238947][bookmark: _Toc216878773][bookmark: _Hlk217238989]Apple is an academically and practically appropriate choice for studying strategic management due to its publicly accessible financial data, well-documented global strategy, unique environment of hardware, software, and services, and demonstrated capability to deliver a premium experience across varied regulatory and cultural contexts. These factors facilitate the application of strategic frameworks and the linkage between business competencies and market opportunities (Apple, 2024).
1.2 Target market
[bookmark: _Hlk217239045][bookmark: _Hlk217239098]Indonesia presents fresh market prospects for Apple due to its substantial, youthful, and digitally engaged populace. The nation has had robust economic growth, driven by rising disposable incomes and significant urbanisation in key cities including as Jakarta, Surabaya, Bandung, and Medan. Although Apple goods are available through licensed channels such as iBox and Digimap, Apple lacks dedicated retail shops and a comprehensive service ecosystem. This will result in inconsistencies in after-sales services, pricing disparities, and diminished brand management. 
The Indonesian smartphone market is highly competitive, mostly dominated by Samsung, Oppo, Vivo, and Xiaomi. Nevertheless, the luxury market continues to experience growth as the middle-income demographic increasingly seeks aspirational brands. Apple possesses significant chances to leverage its brand image, device ecosystem, and premium experience to secure long-term value in Indonesia.
[bookmark: _Hlk217239127]Strategic Analysis
[bookmark: _Hlk217239164][bookmark: _Toc216878774][bookmark: _Hlk217239193]To examine Apple's potential practices in Indonesia, which is beneficial for analysing the external environment. This section employs three analytical tools: PESTLE, Porter’s Five Forces, and the CAGE framework. Such techniques are crucial in elucidating how politics, economy, society, technology, and competition influence Apple's chances. Additionally, they indicate the constraints Apple is expected to encounter in Indonesia.
1.3 Rational for the Decision 
[bookmark: _Hlk217239252][bookmark: _Toc216878775]Indonesia has a rapidly expanding and highly dynamic digital economy in Southeast Asia, rendering it a vital market for Apple's expansion. Indonesia’s digital economy is projected to exceed US $130 billion by 2025, driven by strong e-commerce and fintech growth, with over 221 million internet users, this highlights its scale and importance. (ITA ,2024).The estimated population exceeds 275 million, features a burgeoning middle class, exhibits substantial smartphone penetration, and is witnessing an increasing demand for high-quality technological items. In Indonesia, unlike markets where Apple has a strong retail and service presence, the country relies on approved resellers with less direct promotion of Apple activities. It presents an opportunity to enhance customer experience, address price discrepancies, and improve access to official services and warranties. 
Nonetheless, the obstacles in Indonesia encompass elevated import tariffs, formidable regulatory frameworks, and fierce competition from manufacturers such as Samsung, Oppo, and Xiaomi. Consequently, Indonesia's environment will be assessed utilising strategic frameworks such as PESTEL, Porter's Five Forces, CAGE, VRIO, and the Ansoff Matrix, which will facilitate the development of a definitive entry strategy. This research evaluates Indonesia as a potential market for Apple and recommends a systematic expansion plan, including an environmental and competitive analysis.
[bookmark: _Hlk217239300][bookmark: _Toc216878776][bookmark: _Hlk217239353]Section 2: Comprehensive strategic analysis 
2.1 Macro environmental analysis (PESTLE analysis)
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Figure 1. PESTEL Analysis. Source: Author.
[bookmark: _Hlk217239467]Political: Indonesia has maintained a stable political environment over the past decade, characterised by a democratic parliamentary system and enduring economic initiatives that have favoured foreign investment. However, elevated and sluggish import duties on gadgets, bureaucratic obstacles, and antiquated customs procedures exacerbate operational complexity. The government's drive for digitisation favours Apple's products; yet, the challenge of international shops obtaining governmental approval persists.
Economic: Indonesia is a swiftly developing economy in Southeast Asia, characterised by a growing population of middle-income customers and a substantial demand for smartphones. Notwithstanding the degree of price sensitivity, the luxury market is experiencing consistent growth. Apple may react to fluctuations in currency and elevated taxation, impacting its pricing; yet, the long-term economic growth of these markets is promising and sustains demand for premium devices.
Social: Indonesia possesses a predominantly youthful and digitally engaged populace. Consumers exhibit significant care for foreign brands and value premium lifestyle products. Apple possesses a strong aspirational image despite a limited direct presence. Nonetheless, the regional income gaps necessitate innovative pricing and financing strategies to enhance affordability.
Technological: The 4G coverage of Indonesia is high, with a continuous growth of 5G. Apple's service ecosystem is supported by the use of digital payment (GoPay, OVO, ShopeePay). Nevertheless, the quality of service in different regions is unequal, and the absence of authorised Apple service centres is an opportunity to enhance the quality of services.
Legal: The laws on foreign investment are being enhanced, but importation duties and electronics, as well as complicated regulations, are a challenge. The legislation on data protection is also becoming tougher, and compliance at Apple has to be strict. The enforcement of intellectual property has increased, but there is still the issue of counterfeit accessories.
[bookmark: _Toc216878777]Environmental: In Indonesia, there exist environmental pressures like flooding, pollution, and natural disasters. The sustainability practices are rising among consumers. The current Apple interests, including recycling and minimization of carbon emissions, can correlate to new national priorities. But the local infrastructure restricts the large-scale green projects.
2.2 Industry/Competitive Analysis (FFM)
Table 1. Competitive Analysis (FFM). Source: Author.
	Aspect
	Key Points 

	Brand Strength
	Strong global brand and high aspirational value.

	Product Quality
	Premium devices known for performance and durability.

	Ecosystem Power
	Integrated ecosystem offers long-term user lock-in.

	Market Position
	Limited retail presence but strong demand in urban areas.

	Pricing Strategy
	High price strategy restricts access for price-sensitive consumers.



Function Analysis (Apple’s Activities in Indonesia)
Table 2/ Function Analysis ( Apple's Activities in Indonesia )
	Function
	Key Points 

	Marketing
	Focus on premium branding and digital advertising.

	Distribution
	Heavy reliance on authorised resellers and online platforms.

	Customer Service
	Limited official service centres compared to competitors.

	Supply Chain
	Imports all devices; logistics depend on third-party partners.

	After-Sales Support
	High-quality support but not widely accessible nationwide.



Market Analysis ( Indonesia Smartphone Market )
Table 3/ Market Analysis ( Indonesia Smartphone Market )
	Market Factor
	Key Points

	Demand Trends
	Strong demand for premium phones in urban regions.

	Competition
	Fierce competition from Samsung, Xiaomi, Oppo, Vivo.

	Customer Behaviour
	Young consumers prefer global brands and digital lifestyles.

	Affordability
	High price sensitivity outside major cities.

	Market Growth
	Growing


[bookmark: _Toc216878778]                                 
[bookmark: _Hlk216342686]2.3 Performance analysis ( SWOT )
Table 4/Performance analysis ( SWOT )
	Strengths 
· Strong brand reputation and loyalty 
· Premium product quality and innovation 
· Powerful integrated ecosystem 
	Weaknesses 
· High pricing limits customer reach 
· Limited official stores and services 
· High reliance on imports increases costs 

	1. Opportunities 
2. Growing middle class with rising spending power 
3. Expansion of 5G and digital payments 
4. Increasing preferences for premium lifestyle products 
	5. Threats 
6. Strong competition from Samsung, Xiaomi, Oppo 
7. Cheaper substitutes gaining market share 
8. Economic fluctuations affecting affordability 



Porter’s Five Forces Analysis
Table 5/Porter’s Five Forces Analysis
	Force
	Key point

	Competitive Rivalry
	· Samsung leads premium segment
· Apples can compete through ecosystem and brand (Whittington et al., 2022).
· High completion from Samsung, Oppo, Vivo, Xiaomi

	Threat of New Entrants
	· High capital, technology and brand loyalty barriers 
· Mid-range smartphone category is easier to enter 
· Low entry threat in premium market 

	Bargaining Power of Buyers
	· Premium buyers are less price-sensitive
· Strong alternative increase buyer power 
· High overall price sensitivity

	Bargaining Power of Suppliers
	· Local suppliers have low influence
· Import partners may affect pricing temporarily
· Apple has strong global supply chain (Apple, 2024).

	Threat of Substitutes
	· Apple ecosystem reduces switching 
· Cloud services and app ecosystem create Lock-in
· Strong substitutes from Samsung, Xiaomi, Oppo


                                               
Competitive Rivalry – High: The smartphone market in Indonesia is highly competitive. Samsung is leading the high-end market, with Oppo, Vivo, and Xiaomi taking the mid-range niche. The competition between Apple and its rivals is based on brand loyalty, ecosystem value, and high-end quality, but there is still a significant issue with price competition.
Threat of New Entrants – Low: It is a capital-intensive and technologically advanced, well-renowned brand that would enter the high-end smartphone market. This curtails the risk of new entrants. There are also mid-range people, who cannot directly pose a threat to the high-end positioning of Apple.
Bargaining Power of Buyers – Moderate to High: Indonesian buyers are price-sensitive, and the buyer power is growing in the market in general. Nevertheless, the price sensitivity is less in the premium customers of Apple. The scarcity of official Apple retail also depends on the reseller and, consequently, indirectly increases the buyer's influence.
Bargaining Power of Suppliers – Low: The global supply chain of Apple has a major impact on decreasing the supplier power. In Indonesia, the power of suppliers is primarily in the field of distribution and logistics until Apple forms a more direct operation.
Threat of Substitutes – High: Samsung, Xiaomi, and Oppo: these companies offer high-end smartphones at an affordable price. These are tough substitutes. Nonetheless, Apple's integrated ecosystem minimizes the risk of substitution in the long term in the high-end segment.
CAGE Distance Framework
Table 6/CAGE Distance Framework
	Cultural distance:
· High admiration for global brands 
· English common among young urban consumers 
· Different culture from western markets 

	Geographical distance: 
· Easy shipping routes 
· Infrastructure strong in major cities 
· Very close to Apple’s manufacturing hubs in Asia


	Administrative distance: 
· Clearer FDI, Rules 
· Some bureaucracy in import licensing 
· More stable regulations than Bangladesh 

	Economic distance:  
· Large and growing middle class 
· High demand for premium devices in urban areas 
· GDP per capital lower than western markets (Apple, 2024).   



Cultural Distance: Indonesia, as compared to the Western markets of Apple, has differences in terms of culture Indonesia is highly collectivistic (very low individualism) and has high power distance, contrasting sharply with Western markets, this has implications for management, communication, and consumer behaviour differences between Indonesia and Western countries such as the U.S. or UK. (Haase et al., 2025), consumer behaviour, and style of communication. Nonetheless, city residents are particularly fond of international brands, and the problem of cultural obstacles lessens due to the level of English in large cities.
Administrative Distance: Indonesia possesses unique regulatory practices and bureaucracies, which can make market entry sluggish. The government is, however, favourable towards foreign investment in technology and digital infrastructure, which creates favourable conditions with Apple
Geographical Distance: Indonesia is not far from the manufacturing base of Apple in China and Southeast Asia to facilitate smooth supply-chain activity. The biggest problem lies in logistics, controlling the huge archipelago that consists of over 17,000 islands.
[bookmark: _Toc216878779]Economic Distance: The level of economic income is less than in Western markets, but the Indonesian market is experiencing a rapid increase in middle-income, offering the company a good premium customer base. Apple needs to adjust the prices and financing towards greater availability.
2.4 Insights and Strategic Implications 
In Indonesia, incomes are rising along with digital lifestyles, which present a strong long-term potential for Apple. In Indonesia, the young population values global brands. However, to compete effectively, Apple has to address affordability challenges and expand its service presence by strengthening retail stores, improving after-sales support, and building more local partnerships, which will increase trust and accessibility. By offering instalment and trade-in options, improving distribution across major cities, and developing tailored marketing for Indonesian consumers, we will also help in attracting price-sensitive buyers. Apple can build a stronger position in the premium smartphone market and improve overall performance. 
[bookmark: _Toc216878780][bookmark: _Toc216878781]Section 3: Strategy Development and Formulation
3.1 Strategic Direction and Rationale 
Apple aims to enter the Indonesia market; however requires clear plan which matches well with its strengths with the local requirements, opportunities as well as risks. For doing such, this strategy will rely on simple business tools such as Ansoff matrix, entry model strategy, and VRIO and Blue Ocean ideas. Such entails elaborating how Apple can develop, competing strongly, and developing lasting advantage in Indonesia’s fast digital market.    
For making effective plan, considering Apple’s strengths is critical. Apple is widely known brand and is recognised for premium products. Its hardware and software work well together, developing a seamless ecosystem. Further Apple has strong services such as iCloud, Apple music, AppleCare and Apple Music further managing supply chains well. it is also useful for keeping costs under control. 
[bookmark: _Toc216878782]Last but not least Apple is widely known for design, and customer experiences. Indonesia’s market is prepared for such strengths. Further people with authentic products, aspirational brand as well as reliable services. Right now, most of the Apple devices from grey markets causing issues with the trusts and services. Apple’s strategy is required to build official store and service centres (Rana, 2025).  This can be helpful for replacing grey market sellers, and offers customer better experiences along with helping the brand create more value in the market.  
3.2 Strategic Model (Ansoff matrix) 
The Ansoff matric is useful for assisting’s Plan for entering Indonesia. It reflects diverse ways a business can develop. 
Table 7/(Ansoff matrix)
	Market penetration 
· Offer instalment plans with telecom partners (GSMA, 2024).  
Market development (Main Strategy)
· Launch Apple Premium Resellers (APR)
· Build physical service centres 
	Application for Apple in Indonesia
· Reduce grey market dominance  
· Open official online store 

	Product development (next step):
· Localised App store promotions 
· Education programs and coding workshops   
	Diversification (future option) 
· Potential small-scale local assembly to meet TKDN rules



[bookmark: _Toc216878783]Overall, the main focus is market development, by entering in a new market step by step, through online sellers, resellers, service centres and flagship retails Apple can replace the grey market sales, nurture trusts and grow successfully in Indonesia. 
3.3 Marketing Entry Mode
Table 8/Marketing Entry Mode
	Phase
	Entry Mode
	Key Actions
	Why It Works

	1. Digital-First Entry (Year 1)
	Official Apple Online Store + Telecom Partnerships
	· Launch an official Apple Online Store for Indonesia.
· Provide AppleCare+ with clear warranty and repair services.
· Partner with major telecom companies such as Telkomsel, XL Axiata, and Indosat to offer instalment plans.
· Introduce official accessories and certified refurbished products.
· Use digital marketing campaigns to explain the difference between official and grey-market products.
	· Reduces financial and regulatory risks because Apple does not need a physical store at the beginning.
· Helps customers access genuine devices with transparent pricing, which increases trust.
· Instalment plans make premium Apple devices more affordable for middle-income consumers.
· Quickly reduces grey-market reliance by giving customers a safer, official purchasing option.

	2. Retail Expansion (Year 2–3)
	Apple Premium Resellers (APRs) + Authorised Service Centres
	· Open Apple Premium Reseller stores in major cities such as Jakarta, Surabaya and Bandung.
· Establish certified Apple Authorised Service Providers offering genuine parts and trained technicians.
· Set up experience zones inside premium malls for product demos.
· Introduce student discounts, education bundles and university partnerships.
· Launch national awareness campaigns focused on service quality and device authenticity.
	· Increases Apple’s physical presence and gives customers a high-quality in-store experience.
· Builds strong brand trust because customers receive reliable repairs and genuine spare parts.
· APR stores help Apple compete with Samsung and Oppo’s strong retail networks.
· Service centres reduce customer dependence on unofficial repair shops and improve after-sales satisfaction.

	3. Full Retail Entry (Year 4–5)
	Wholly-Owned Flagship Apple Store
	· Open Apple’s first flagship store in a prime Jakarta location (e.g., Grand Indonesia or SCBD).
· Introduce Apple Today sessions, coding workshops, and creative learning programmes.
· Explore the introduction of Apple Pay after regulatory approval.
· Launch CSR activities such as digital literacy and climate-responsible initiatives.
· Build strong relationships with local developers for App Store growth.
	· Provides a complete and premium Apple experience that competitors cannot easily match.
· Strengthens ecosystem adoption by connecting customers with training, services, and community events.
· Positions Apple as a long-term player in Indonesia’s premium tech market.
· A flagship store increases customer loyalty, boosts sales, and improves overall brand image.


[bookmark: _Toc216878784]
3.4 Competitive positioning (Porter’s Generic Strategies) 
Table 9/Competitive positioning (Porter’s Generic Strategies)
	Strategy Type
	Key Points (One-line bullet points)

	Cost Leadership
	· Apple does not use cost leadership due to high production and premium design.
· High prices keep the brand exclusive, not cost-focused.

	Differentiation Strategy (Primary Strategy)
	· Apple offers unique design and high-quality products. 
· Strong ecosystem creates long-term customer loyalty. 
· Brand image and innovation differentiate Apple from rivals. 
· User experience and security add extra value.

	Cost Focus
	· Apple does not target low-cost segments. 
· Price-sensitive consumers choose Samsung, Xiaomi, and Oppo.

	Differentiation Focus (Secondary Strategy)
	· Apple targets premium urban customers. 
· Focus on high-income, tech-savvy users. 
· Limited retail stores support exclusive brand experience.



3.5 Strategic fit and capability assessments (VRIO analysis)
Integrating the VRIO framework is useful for determining which Apple capabilities for delivering long term advantage in Indonesia. 
Table 10/Strategic fit and capability assessments (VRIO analysis)
	Valuable 
	Strong brand, ecosystem, and service quality meet local need

	Rare
	No competitor offers Apple-level integrated ecosystem

	Inimitable 
	Apple design, software, and ecosystem are hard to copy

	Organised to capture value  
	Apple has strong global systems to capture value



Overall, Apple’s current capabilities offer a sustained competitive edge, creating robust foundation for market entry.    
Competitive strategy
The most suitable way for Apple’s to succeed in Indonesia in through differentiations. Apple therefore is required to stand out in the market by providing audience with something unique which competitors fails to re-create(Statista - The Statistics Portal, 2024). 
Differentiation strategy in Indonesia 
Apple’s strengths can be used for: 
· Premium retail store which offers customers a special experience contrary to the other competitors.
· A seamless ecosystem where iPhone, MacBook, and Apple watch, iCloud and Apple music seamlessly connects (Statcounter, 2025). 
· Credible official services and repair, which misses in Indonesia’s current market. 
· Robust brand trusts and authenticity overcoming issues caused due to grey market sellers. 
· Financing options which make Apple products more affordable without reducing their premium value. 
Localised value proportions
Apple’s plan in Indonesia is required to offer customer more compared to devise including: 
· Assurance of authenticity therefore buyers is aware of getting real Apple products. 
· Transparent and clear pricing for avoiding hidden costs. 
· Honest services and warranties secure customers. 
· Financing plans for helping middle-income buyer to afford Apple devices. 
· App store features, Apple music, and Apple education tools can be tailored for and localised for Indonesia.   
This allows the brand for creating Blue Ocean strategy which means Apple will not compete directly within the crowded, price led market where the brand such as Samsung and Xiaomi fight for the low-cost customer. However, this allows the brand to build a new space in Indonesia’s premium technology market, providing exclusive experiences, trusted services and linked ecosystems (GSMA, 2024).    
[bookmark: _Toc216878788]Apple’s differentiation strategy in Indonesia emphasis on premium experiences, robust brand trusts, and ecosystems value. Such method enables Apple for appealing to aspirational customers, decreasing dependence on grey markets and growing sustainability in south Asia. 
3.6 Strategy Implementation Components
Apple’s plan to enter Indonesia aligns well with its international strategy needs to focus on premium experiences, robust control of its markets and value using its ecosystems. Indonesia’s fast growing digital economy enhances its feasibility for Apple for brining services such Apple Music, future financial tools and iCloud. This country also has young population who are aware of brands and seek modern lifestyle which aligns well with Apple’s image and products. Further the market currently is fragmented. Most of the Apple devices comes from grey imports and service quality is inconsistent. 
[bookmark: _Toc216878789]This offers Apple opportunity for setting up official store as well as service centres. Further this is beneficial for building customer trusts, making sure better warranties and raise standards within the premium smartphone segment (IDC, 2024). On regional aspect, Indonesia adds strengths for Apple’s south Asian presence. Combined with India, which is another leading manufacturing and retail which makes Indonesia in strategic corridor. This is supportive for Apple’s long-term goals of increasing services revenue, further expanding in developing markets and increasing customer loyalty.  In addition, Apple can also cultivate in retail and developer ecosystems in Indonesia. Such inspires innovation, creativity as well as digital empowerment aligned well with the Apple’s global commitments. Furthermore, Indonesia is developing market which supports Apple’s premium global growth path.  
3.7 Risk analysis and mitigation
Apple’s entry within the Indonesia needing a risk responsive strategy supports market penetration without bargaining its premium positioning. The most initial challenge Apple faces in Bangladesh market, is price sensitivity. Here the purchasing power is significantly is lower compared to the mature markets. Apple therefore can avoid this by providing telecom supported by instalment financing, providing structed education or student discounts for making devices more accessible, expanding trade-in schemes for older devices (GSMA, 2024). 
Grey market reliance mainly in the dominant channel for iPhones imposes risks for brand experiences and pricing consistency. However, Apple is required to overcome this using strong authenticity centric marketing, expansion of authorised reseller and introducing an online Apple Store with the transparent pricing making sure customer understand the significant of warranty and AppleCare support. 
Regulatory complexity entailing import duties as well as approvals needing a phased adherence method further working with the established local distributions during the initial stage can be helpful for decreasing obstacles and also works well with the industry associations can help depending for fairer technology tariff structures. Last but not least, infrastructure challenges specifically relevant for the after sales support which can be addressed via a partner-led service environment along with the selective rollout valuing Dhaka and Chittagong. Further the business will be Apple-certified techniques training for ensuring high service quality. Overall, these measures nurture stable foundation for Apple’s sustainable market entry and constant operational resilience. 
[bookmark: _Toc216878790][bookmark: _Toc216878791]Section 4: Performance Evaluation Framework
4.1 The Balanced Scorecard Framework

Table 11/The Balanced Scorecard Framework
	Perspective
	Key Points 

	Financial Perspective
	· Increase revenue from premium device sales.
· Improve profit margins through better supply chain efficiency.
· Reduce costs by expanding authorised stores and direct operations.

	Customer Perspective
	· Improve customer satisfaction through better service centres.
· Strengthen brand loyalty with ecosystem benefits. 
Expand accessibility through financing and instalment plans.

	Internal Process Perspective
	· Enhance distribution efficiency across Indonesia.
· Improve after-sales processes and repair quality. 
Strengthen compliance with local regulations and certifications.

	Learning & Growth Perspective
	· Train staff to deliver premium customer experience.
· Develop digital skills for retail and service employees.
· Encourage innovation in local marketing and customer engagement.



Financial Performance Indicators
Financial metrics assess the commercial viability of Apple’s entry into Indonesia meanwhile ensuring premium positioning. Such indicators make sure the expansions showcase in positive manner to Apple’s global revenue, services-based growth model and profitability. 
Key KPIs: 
Table 12(Key KPIs)
	KPI
	Explanation 

	Revenue Growth from Indonesia Market
	· Measures annual revenue increase from sales of iPhones, MacBooks, iPads, wearables, and Apple Services.
· Indonesia’s large digital economy supports strong demand for premium devices.
· A realistic target is 10–14% annual revenue growth during the first three years.

	Gross Margin per Device
	· Tracks profitability after import duties, logistics, and operational costs.
· Stable margins show strong pricing strategies despite Indonesia’s price-sensitive market.
· Helps Apple maintain its premium brand position.

	Services Revenue Contribution
	· Measures revenue from Apple Music, iCloud, App Store, and Arcade subscriptions.
· With rising digital payments and app usage in Indonesia, Apple services can grow quickly.
· Target: services to contribute 18–22% of total revenue within three years.

	Market Share in Premium Smartphone Segment
	· Tracks Apple’s share of devices priced above USD 800.
· Samsung currently leads this category, followed by Oppo and Vivo.
· Target: reach 15–20% premium market share through official retail and financing options.

	Cost Efficiency from Local Collaborations
	· Measures cost savings from working with telecom operators, retail chains, and authorised service providers.
· Local partnerships reduce distribution costs and improve service coverage.
· Supports competitive pricing and better customer access.


                                                               
These financial indicators offer quantitative evidence of successful market penetrations showcases that Apple reaming consistent with its international focus on high value product mix, boosts services-based earnings (Barat, 2009). This also shows whether Apple’s premium pricing is sustainable within market that is price sensitive. 
Customer and Market-Based KPIs
Apple’s plan within Indonesia relies mainly on great experiencing, robust brand trusts along with the use of its ecosystems. Therefore, most of Apple’s products are sold using grey imports therefore it is critical for the business to measure how customer views and loyalty change after setting up official stores and devices open.   
Key KPIs
1. Customer satisfactions and Net promoter score: this shows trusts in authorised channels and overall brand happiness.  
2. Transitions rate from the grey market for official purchases: can track how many customer shifts from unofficial sellers to Apple’s own stores each year. 
3. Apple ecosystems adoption rate: can be used for measuring how many customers uses more than one Apple device or service (Kumar, 2021). 
4. Retail and online store footfall and conversion: it shows how many people visits and buy from Apple device or services. 
5. AppleCare+ adoption rate: shows confidence in official warranty and service. 
Such KPIs shows Apple’s strength in services and ecosystems. Here success means customer shifts away from the grey markets, reflects Apple has developed the market structure in Indonesia. 
Internal Process KPIs
Internal procedures KPIs are required for evaluating Apple’s ability for implementing its operations properly, maintaining product availability makes sure service quality and steers regulatory needs in Indonesia (Kumar, 2021).A core priority is the accomplishments of authorised retail expansions milestones, initiating with the establishment of two to three premium reseller in Dhaka during the initial years. This can be followed by expansion into major cities like Chittagong, Sylhet by y ear three. Along with the retail growth, another critical indicator is official apple services centre coverage with performance measured by the number of authorised service points developed and pace of repair of turnaround times. 
This also ensures compliance with Apple’s global service standards. Another crucial metric is supplying chain lead time reduction tracking the efficiency of inventory movement from the Apple’s regional hubs for example Dubai and Singapore into Indonesia. This also makes sure product availability and decreases the risks of stockouts a common challenge in developing markets. Regulatory adherence timeline also serves a critical role assessing how efficiently Apple cater to import licensing, taxation, safety standards and product certification requirements(Xie, 2021). 
Last but not least performance of Apple’s online store is measured with help of uptime consistency, payment reliability, delivery service level agreements are crucial for offering customer with smooth buying experiences. Such internal procedures metrics are crucial since they directly impact Apple’s ability for delivering a cohesive, premium customer experience regardless of infrastructure limitations, boosting profitability and solidifies brand trusts. It is specifically critical when competing against entrenched grey market channels.    
Learning, Innovation, and People Development KPIs
[bookmark: _Toc216878792]Apple’s success in Indonesia relies on nurturing skills, innovations as well as robust teams. One of the core measures is the number of Apple-certified technicians trained. The objective is to train more than 200 skilled people in the initially three years for supporting high quality services at the authorised centres. Another practise is staff training hours per employee. This makes sure retail and services teams provides Apple’s global customer experiences. Apple also aims to help the local innovation environments (Firm Resources and Sustained Competitive Advantage - DOKUMEN.PUB, 2025). This can be accomplished via partnerships with universities, coding hubs, tech institutes. Such efforts encourage app development and digital creativity connected to Apple platforms. For tracking growth of the developer community business can consider number of Apple developer programs members, workshops participations and App store submissions from Indonesia.   
4.2 Triple Bottom Line (TBL) Integration
Table 13 ( TBL) Integration
	TBL Dimension
	Key Points 

	People (Social Responsibility)
	· Apple supports employee well-being and fair labour practices. 
· Training and skills development programs improve workforce quality. 
· Limited official service centres reduce customer convenience. 
· Strong privacy and safety features protect users.

	Planet (Environmental Responsibility)
	· Apple promotes recycling through trade-in and repair programs. 
· Uses renewable energy in global operations. 
· Environment-friendly material use reduces waste. 
· Indonesia’s weak green infrastructure slows large sustainability projects.

	Profit (Economic Responsibility)
	· Premium pricing supports strong revenue growth. 
· Expanding urban middle class increases sales potential. 
· Limited stores reduce market share compared to rivals. 
· Investments in service and distribution can increase long-term profits.


[bookmark: _Toc216878793]
4.3 Monitoring and Mechanisms of Governance
When entering into markets in Indonesia, effective monitoring and governance are important for Apple, and the organisation must follow local regulations, including import rules, data privacy laws, and product clarification requirements. To ensure that suppliers and resellers meet Apple’s quality, safety, and ethical standards, strong internal controls are needed. Regular audits of authorised resellers can help maintain brand consistency and reduce counterfeit risks. To track sales performances, customer service quality, and distribution efficiency, Apple must use digital monitoring tools effectively. Clear reporting systems between Apple’s regional offices and local partners will not support transparency and quick decision-making.  Strong governance will also ensure compliance with sustainability goals, labour practices, and environmental standards. Apple can build trust, reduce risks, and operate more effectively in Indonesia’s competitive technology markets. 
Integrated Dashboard and Monitoring Approach
Apple is required to use one central dashboard for tracking all key goals. Such dashboard will offer real time updates on basis of: 
· Sales and service performance
· Retail and service quality
· Customer trust, sentiment, and loyalty
· Supply chain speed and efficiency
· Regulatory compliance status
· Sustainability and environmental progress
Thus, by checking such areas together the brand can see issues early and also make quick updates. Reviews are also required to take place every quarter therefore results improve the strategy updates. In this way Apple can remain aligned well with the financial, social and environmental goals further reacting quickly to the market changes. 
[bookmark: _Toc216878795]Conclusion
Overall, this report showed that Apple is considering expanding its business in the new market, Indonesia. For the business it is crucial step since the global business platforms is rapidly changing. The targeted market Indonesia is also growing rapidly, with the increasing disposable income and digitalisation. Such changes make the country a good place for premium technology brand such as Apple. This market already has unofficial presence of company which shows demand for Apple’s products. However, this unofficial business transaction can lead to many issues for the customers and the brand like high prices, poor services as well as weak warranty support. Official presence of the brand can be helpful for overcoming these issues and offer customers with better experience of Apple’s products. 
This report considered the good and bad sides of the entering the Indonesia. For example, the strengths of the market are it growth potential, young population and increasing use of smartphone. But on the other hand, Apple has to overcome challenges due to politics, unclear rules, tough competition, and weak infrastructure. The brand will face intense competition from the other well-established brands in the market, like Samsung, Xiaomi as well as other brands. However, Apple’s has robust perks for competing well like famous brand, ability to innovate, unique product ecosystems and focus on customer experiences. 
Such strengths can be useful for helping Apple stand out in the market. This report offered plan which suggests starting with the Apple Online store, then opening service centres and later flagship retail store. A balanced scorecard showed methods for helping Apple tracking progress in term of finance, internal procedures, customer satisfactions and learning. Overall, the Indonesia offers Apple, a new opportunity for growing, expanding in South Asia and establishes a long-term success with the careful and well-planned practises. 
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Appendix
Apple is renowned for its global innovation. It has consistently introduced innovative items that have astonished the global audience.
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Figure 2/Product strategy in Apple marketing mix & strategy. (MBA Skool Team, 2018)

Apple's organisational structure has shifted since Tim Cook took over in August 2011. Mr. Cook supported selective decentralisation of decision-making to foster innovation and creativity. Cook broke hardware into hardware engineering and technology. As AI and machine learning become more important, Cook added them as independent function areas in the most recent company structure overhaul.
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Figure 3/Selection of Organisation Apple (Dudovskiy, 2023)


Apple Strategy Development and Formulation:

Apple differentiates through innovation, building a premium brand with seamless hardware-software integration, user-friendly design, and a powerful, closed ecosystem that increases consumer loyalty and switching costs. 




Apple's Strategic Plan
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Figure 4/ Apple's Strategic Plan: AI, Services, Resilience, and Spatial Computing Drive Q2 2025 Plan (Alignment, 2025)
· Apple SWOT Analysis
· Figure 5/Apple SWOT Analysis (2025) (Alignment, 2025)
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Usually uses a SWOT analysis to determine its strategy, focussing on innovation, ecosystem strength, and managing risks like supply chain issues and intense market competition.
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Apple was founded by Steve Jobs and Stephen Wozniak in 1976;
Apple Computers revolutionized the personal computer industry.
Apple Computers Inc is considered to be one of the innovators in
the computer industry.
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To create products that enrich people's lives and help them achieve their dreams through technology that is intuitive, powerful, and beautiful

@ DEPLOYMENT: Launch Apple Intelligence across 100% of product lines with on-device processing by Q4 2025
Al TRANSFORMATION

Lead the Al era with privacy-first
intelligent features.

® ADOPTION: Achieve 80% user activation rate of Apple Intelligence features within 60 days of availability
® DEVELOPER: Enable 10,000+ third-party apps with Apple Intelligence APIs within first 90 days post-launch
® DIFFERENTIATION: Achieve industry-leading 95%+ on-device Al processing vs. competitors' 30% average

® REVENUE: Grow services revenue to $110B annual run rate by Q4 2025, representing 30% YoY growth

SERVICE EXPANSION = SUBSCRIPTIONS: Increase paid subscriptions across all services from 18 to 1.58 by end of fiscal year

Accelerate high-margin services ® RETENTION: Achieve 90%+ retention rate for Apple One bundles through enhanced Al-powered features

growth ® LAUNCH: Introduce 3 new service offerings with Al-enhanced capabilities generating $58+ annualized revenue
 INDIA: Scale India manufacturing to 25% of total iPhone production with two additional partner facilties

SUPPLY RESILIENCE ® VIETNAM: Expand Vietnam manufacturing to 40% of AirPods and 30% of MacBook production capacity

g:’;’:‘f" manufacturing beyond ® AMERICAS: Establish first US-based final assembly operation for Mac Pro with 500k annual unit capacity
® COMPONENTS: Reduce critical component single-sourcing risk by qualifying alternative suppliers for 85% of parts
® UNITS: Ship 2.5M Vision Pro units in first year through expanded distribution and entry-level model launch

SPATIAL COMPUTING

@ ECOSYSTEM: Build library of 5,000+ Vision Pro-optimized apps with 50+ exclusive spatial computing experiences
Establish Vision Pro as category-

° ® ENTERPRISE: Secure 25+ enterprise partnerships in healthcare, engineering and education with pilot deployments
defining platform

® ROADMAP: Finalize Vision Pro Gen 2 product plan with 40% cost reduction and 2X performance improvement for 2026

® Services Revenue Growth: 30% YoY
METRICS ® Active Installed Base: 2.3B devices
® Customer Retention Rate: 92%+

® Innovation
® Design Excellence
® Privacy
VALUES
 Sustainability
® Quality
® Inclusion & Diversity
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Apple -~  Exec - | 2025-Q2- SWOT Analysis -

To create products that enrich people’s lives and help them achieve their dreams through technology that is intuitive, powerful, and beautiful
Strengths Weaknesses

~ ECOSYSTEM: Apple's tightly integrated hardware, software & services ecosystem 4 DEPENDENCY: iPhone still represents 52% of revenue, creating outsized risk if

creates unmatched customer lock-in with 2B+ active devices worldwide.
 BRAND: Consistently ranked as world's most valuable brand ($3558 value) with
premium positioning that enables industry-leading 38% profit margins

 SERVICES: $85.28 annual services revenue growing at 17%, croating prodictablo
high-margin revenue streams to complement hardware product cycles

~ INNOVATION: Unmatched R&D efficiency, spending less than competitors (7% of
revenue) while maintaining leadership in key product categories

~ CASH: $1628 in cash reserves provides unmatched ability to invest, acquire, and
return value to shareholders through dividends and buybacks.

Opportunities
# SERVICES: Potential to double services revenue to $170B+ by expanding Apple
Pay, TV+, Fitness+, and introducing new healthcare, AR/VR services.

# INDIA: World's second-largest smartphone market with 1.4B population remains
underpenetrated at 4% market share with massive growth runway

# WEARABLES: Apple Watch and AirPods lead fast-growing $385 wearable segment

with health features driving medical/insurance industry partnerships.
% ENTERPRISE: Corporate adoption accelerating with 56% of Fortune 500
companies standardizing on Apple products, expansion via IBM/Salesforce

# Al Vision Pro launch establishes foothold in spatial computing while Apple.
Intelligence positions for Al-powered features across all products

smartphone market continues to mature or replacement cycles lengthen

4 PRICING: Premium pricing strategy limits market share potential In emerging
markets where Android dominates with 85%+ global smartphone share

4 CONTROL: App Store policies facing increased regulatory scrutiny globally with
potential to disrupt high-margin 30% commission business model

4 INNOVATION: Recent product launches seen as incremental rather than
revolutionary, raising concerns about ability to create next breakthrough

4 MANUFACTURING: Heavy dependence on China (90% of manufacturing) creates
geopolitical and supply chain vulnerabilities amid US-China tensions

Threats

© REGULATION: Global regulators targeting App Store model, privacy practices &
monapolistic behavior that could undermine key business practices.

© COMPETITION: Intensifying Al competition from Google, Microsoft & OpenAl
threatens Apple's reputation for innovation leadership in key areas

© MATURITY: Smartphone market saturation with 1.4% annual growth rate puts
Pressure on AppIe to find next major growth category beyond iPhone

© GEOPOLITICS: US-China tensions create risks for manufacturing, component
sourcing & China market access representing 18% of Apple’s revenue

© ECOSYSTEM: Big Tech competition intensifying as Google, Amazon & Microsoft
build competing ecosystem lock-in strategies around Al assistants
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