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1. Introduction


    In this essay, the main topic is about the strategy analysis of the Covid-19’s influence on Apple. Apple is the world’s largest technology company by revenue with headquarters in California, United States of America. The Apple industry includes consumers electronics, software services, online services. The company was founded on 1st of April 1976 by Steve Jobs, Steve Wozniak and Ronald Wayne. The chairman of the company is Arthur D. Levinson. The products are Air Pods, Apple Watch, iPad, iPhone, Mac. The services, App Store, Apple Card, Apple Music, Apple TV, Apple Pay. The revenue by 2022 was US$ 394.33 billion. The number of employees is 164.000 by 2022. The subsidiaries are Apple Studios, Beats Electronics, Beddit, Braeburn Capital, Claris, Drive.ai, InVisage Technologies. The website is apple.com (Wikipedia, 2019).







 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 


2. Strategy Analysis of the Covid-19’s Influence on Apple 



    Apple is a leading technology company in the world. It produces, develops, designs and sells IT devices such as computers, watches, iPods, mobile phones, laptops, servers, software, and personal digital devices. From January 2020 COVID-19 pandemic has affected all kind of businesses including Apple. Production and sales have been affected. Many people lost their jobs, businesses have been closed. The volume of sales decreased. The headquarters of the company is in California. Apple is interested in creativity and innovation. The engineers are encouraged to bring new ideas and new products. The COVID-19 pandemic affected the economic environment. Apple had to change its strategies to cope with changes. Apple had been successful during the pandemic even if the stores were closed, the finances were going down, and the supply chain suffered. When stores opened, the company was expecting to have more profit. People in the pandemic stage were using laptops to work from home. The current technology was not good enough for video apps such as Zoom, which was mostly used for video conferences. Laptops were the most popular tools at that time. A company as big as Apple survived the crisis and managed also to growth. This is a thing which requires some study. Communication with users is made by user interface. Keyboards, mouses, graphics are the most known interface devices. Rekimoto created a new sensor which makes possible the connection between interactive surfaces and human finger touch. It is possible to check a user by using an electronic device with a display and fingerprint sensor. In this way, the level of security increased (Zhao and Zhang, 2022).
    Pestle Analysis shows how external factors such as political, economic, social, technological, legal and environmental influence the company. These factors are important to see the impact upon the company who wants to be more competitive in the market. Apple is known for products like iPhones, MacBook and iPods and many other things. Also, they are known for their great connection (Zhao and Zhang, 2022).
[bookmark: _Hlk141317365]   Political factors created a trade war between United States of America and China is possible. Apple company in China is suffering because of the government trade level, restrictions, taxes, bad political relations. The political relations between United States of America and other states are stable. A negative political situation has a negative impact on the company because a significant income is coming from outside of the United States of America politics are a positive marker for development. Apple has a very open market and because of this, it can deliver products all over the world (Zhao and Zhang, 2022).

 
    Most of the economic factors put a print on Apple’s opportunities. The most evident issue for Apple was the rapid development of other countries. Another one was to keep up with the economies in these countries. Most of the developed countries had a stable economy. Apple could expand its products, sell more and make profit. The situation when a country expands is critical. Inflation, recession currency fluctuations could have an influence on Apple. Inflation increased, and unemployment. Consumers were spending less money, they were not spending on expensive goods. Apple managed to overcome this interval and the profit was not affected by the economic crisis. Creating new products, different from others similar companies made Apple a leader on the electronic market (Zhao and Zhang, 2022).
   Social factors in our days, made technology essential. Apple is a leader due to quality and design. Apple has created the biggest virtual media store for digital music, iTunes. The social factors which influenced Apple were mobile access and social media. These factors were opportunities for Apple. The iPhone, iPad and Apple Watch have conquered the world (Zhao and Zhang, 2022).
    After COVID-19, governments focused on digital contact tracing. The public was concerned about privacy, experts talking about surveillance era. Apple and Google launched their contact tracing API in April 2020. Privacy experts praised this project for technology privacy. Democratic governments applauded this initiative. This tech phenomenon is entering the spheres of social life. These spheres are the ones of health and medicine, politics. Several digital contact tracing systems, the ones from China, South Korea, India, Israel, Iceland, use location data from phones. Automated GPS tracking has no precision and privacy. Bluetooth-based apps are less intrusive. Apple was building an app in California with Stanford Medicine to connect firefighters, police officers and paramedics to testing sites for COVID-19. In the UK, Amazon, Microsoft, Google and Palantir are helping NHS (National Health Service) with COVID-19 data store apps. Google Cloud invested $20 million to support academic research.
The Chan Zuckerberg Initiative has donated over $13 million to study COVID-19. Bill and Melinda Gates Foundation donated $300 million for home testing kits, for treatments for the virus, for vaccine development. Google, Apple, Amazon have also made donations. Apple’s Research Kit software is useful for researchers in clinical studies using the iPhone (Sharon,
2020).
     External technological factors influence Apple. Mobile cloud, 6G and app market are the most important external factors. The mobile cloud is a necessity for companies and software based on the internet, such as Microsoft, Facebook, Google. Apple is interested in research and development, offering gadgets and apps. The trend is a mix of devices. The app market is growing, and Apple also needs to expand its app store. Apple can face these challenges on the technological aspect. External factors usually create opportunities. Companies can expand, but some of the factors can have a negative influence. This is the case of Apple’s sales in China. The social factors are more helpful to the company than others (Zhao and Zhang, 2022). 
   COVID-19 had an impact on purchasing and consumption of the clients. Many people lost their income. The quarantine influenced the economy and the market. People became isolated. The people were working from home. The marketing costs were cut by the companies. The next challenge was lack of human resources. The marketing experts decreased in number. Four types of clients can be identified. Low-income consumers were influenced the most by crisis. The next type of clients was affected by the crisis but trying to be optimistic. Consumers with financial stability maintained their lifestyle but did some reschedule. The ‘live for the moment’ group are the young consumers who spend most of their wages. Marketing channels and strategies could be applied to them (Zsigmondová, Zsigmond and Machová, 2021).
   The impact of COVID-19 on sales, supply chain and consumers will be detailed bellow. COVID-19 had an impact on iPhone sales in China. The sales decreased. The shops were closed, and this was a negative element for Apple. Marketing and promotion between the seller and buyer were broken. The sales are directly connected by the relationship between the staff and customer. That is way Apple improved language training for technical support to emphasize the importance of details. These are a real help for preloading images and music on each case. This is the proof that the client does matter. Because of this, many customers will visit retail outlets to buy the products. This is the difference between Apple and other retailers. Apple is in the quest for perfection (Zhao and Zhang, 2022).
   A new profit model was used by Apple which was different to the old manufacturing model which was overviewing product costs. Apple used a mix of hardware, iTunes software and content for this new profit model. Instead of selling singular products. Apple found a solution to integrate more products in one offer. This will solve people’s demands in life, both work and entertainment. Apple can use the skimming pricing method, which means decreasing the price of products after being on the market for a while. Anyway, the high pricing will bring high profits. At the beginning, Apple put a lot of value on research, development and marketing. Primarily, Apple used a third-party company to build the items they sold. Reforms happened in Apple in manufacturing and supply chain. The factories were closed. The products have been manufactured outsourcing all over the world. Many warehouses were closed and domestic retail centers. Supply chains have been created next to Apple’s outsourcing factories. The exit was a significant decrease of goods and products that were ready to be sold, along with the raw materials that were used to produce them. In this way, Apple started to become more focused on marketing research and development. Most of the Apple’s suppliers are from China. Because China was not affected as much as other countries, there was no major influence on product sales (Zhao and Zhang, 2022).
    Pc industry had a competitive advantage by having a global supply chain. After post COVID-19, it reduced the dependence on some countries like China. Samsung Electronics which produce the largest number of smartphones in the world was dispersing its production from China to Vietnam, India. It was believed that the virus was limited to China. Later, the infection has spread globally, which affected the supply chain (Ishida, 2020). 
   The spread of COVID-19 has impacted Apple. Apple is buying components from many countries and selling them all over the world. Most of Apple iPhone production has been undertaken by Taiwan’s Hon Hai Precision Industry, most of the factories are in China. Hon Hai has been making the final products, the components are imported from other countries. Most of them are from Taiwan, Japan, the United States and China. More than 40 countries are involved in iPhone making. Most of the semiconductors that are the core of the product are made in the United States, the engineers involved in production are not located only in United States but also in Israel and other sides of the world (Ishida, 2020). 
     Apple was aware of globalization supply chain risks. It has tried to move some of the production to some areas like Vietnam, India, but important changes were hard to make. The infection hit Apple’s supply chain and sales. Apple resumed production and distribution in China. Because the virus had spread all over the world, Apple was forced to close the stores in different countries, only the ones from China, Hong Kong, Taiwan and South Korea remained opened (Ishida, 2020). 
[bookmark: _Hlk141490619]   Tim Cook, CEO of Apple, tried to remain optimistic, he complimented the company for starting up the iPad Pro and iPhone SE production despite of the closure of the Chinese plant. The company has recovered from COVID-19 because it was producing not only in China but also in the United States, where the supply chain is capable of sourcing more than $60 billion from over 9000 suppliers (Ishida, 2020). 
   Apple can be described as open-modular, it is using many standard components but also it is trying to simplify the products. The collaboration between Hon Hai production hub and Apple shows vertical integration. It is important to develop dynamic capabilities in crisis time (Ishida, 2020). 
   Operations for Apples have been interrupted by Foxconn, their manufacturer, which was working at low capacity because of the material delay from suppliers from China, Malaysia, South Korea and Europe for the reason of the lockdowns (Ocampo et al. 2023).
  In marketing terms, the client, the consumer is the person who makes decisions in order to satisfy his needs. The process of buying is very complex, including the needs of the buyer, the environment of the client, information about the product, comparison with other products, deciding and afterwards evaluate the result. It is important to know how, when and why a customer decides. There are many factors influencing clients. Some of them are socio-economic and political environment such as economic, political, geographical, prices, price levels, demand, income, advertising. Other factors are socio-environment such as culture, social stratification, role, status, reference group, family. The last category of factors includes characteristics of individuals, like age, gender, qualification, residence, personality (Zsigmondová, Zsigmond and Machová, 2021).
    During the pandemic half of the customers were using more Apple products than usual. Work from home was possible due to these products. Because of the pandemic, people started to rely more on Apple products (Zhao and Zhang, 2022).
[bookmark: _Hlk141407807]   The marketing changed. Because of the social distancing, the teleworking, distance learning and online platforms became more popular. There was not enough time to create new platforms, so people relied on Zoom and Microsoft Teams. Because the social contact decreased, there was a high demand for couriers. In time of crisis, the marketing strategy can find new solutions to survive. Before COVID, people were not confident about home deliveries. After COVID, this mentality changed. The shops and services moved online. The restaurants, fitness studious, mail, the artists, TikTok also moved online. Video games, Olympic Games, casino games, beauty industry have increased on online platforms. Because people were staying home, many did try new online courses. In this time of crisis, only the companies with serious capital survived (Zsigmondová, Zsigmond and Machová, 2021).
    The pandemic had negative impact on Apple’s demands and sales. The employees of the company had to cope with new needs. In China, the sales decreased. The company decreased the number of the iPhones from online in order to slow down the spread of the virus. Apple did not suffer important financial loss. This happened because of the company savings, know-how strategy and ability to solve problems. The most wanted product was iPhone. Quality, design and user friendly were the main factors of purchasing the product. Travel restrictions moved people towards online. Most of the consumers are loyal to Apple (Zsigmondová, Zsigmond and Machová, 2021).
    Because of the competition, it is necessary to use strategies to decrease the number of competitors. One of these strategies is known as Blue Ocean Strategy. This name comes from a blue ocean without sharks, few competitors. This strategy is focusing on new market, new demands. Examples of companies which used this strategy with success, Cirque du Soleil, Apple, iTunes, Canon. Blue Ocean strategy also includes, new ideas, spaces with no competition, breaking the value-price relationship, significant profit and product differentiation (Caballero, 2021).
    Strategies in COVID-19 included diversification of the products, building subscription income, focusing on teleworking, increasing online sales and services, strengthening the Apple ecosystem (Zhao and Zhang, 2022).
[bookmark: _Hlk141499263]     Because of COVID-19 outbreak, the global economy and business environment suffered. Apple had to keep up with the problem. Previous products were not suitable for videoconferencing applications like Zoom, which are a must for offices and schools. The laptop was the most popular product at that time (Zhao and Zhang, 2022).
    Apple extended during the pandemic, the profit increased, the company was stable during this crisis. Apple continued its development delivering electronic products such as smart phones (iPhone), tablets (iPad), PCs (MAC), smart watches (Apple Watch), TV boxes (Apple TV). Moreover, Apple delivered its consumers with services such as Apple Music, iCloud, Apple Care, Apple Pay. Apple’s products are using software and semiconductors created in the own company, the company being known for its combination of hardware, software and services. Apple is selling its products online, in shops and through third party retailers (Zhao and Zhang, 2022).
   Apple went to expand into a subscription-based company. This helped. The old type of selling left Apple vulnerable. Apple is offering now a card-based payment plan for all kinds of items. This is a positive outcome for the company (Zhao and Zhang, 2022). 
    Working from home increased productivity in some companies, cutting some costs. This trend might continue. Apple was trying to make the company more efficient working remotely but also to give some autonomy to the employee (Zhao and Zhang, 2022).
    Before COVID-19, Apple’s distribution outlets were focused on sales, repairs and servicing. When the pandemic started, Apple had to think about a new format. To move some of these experiences online. Apple is trying to find a balance between online and in-store offers. Customers are many times predictable, because they buy using patterns (Zhao and Zhang, 2022).
    Apple’s business model is a vertical integration one, this means that the company advanced in software, hardware and services at the same time. This is an aspect which makes a difference between Apple and its competitors. The company has increased a lot because of it. The ecosystem was a gain in the market competition. Apple devices and software can sync and work together. On the same device more applications can run at the same time without changing user interfaces. The same things cannot pair with the products from other companies, this is how Apple has its own ecosystem. Apple was moving on to satisfy its clients. The ecosystem utilizes customer connections to offer more products and services (Zhao and Zhang, 2022).
 



 3. Conclusion


    In this essay it has been presented Apple’s operations in the pandemic surrounding. The PESTLE model has been used. Also, other aspects have been discussed such as supply chain, consumers, strategies in COVID-19, diversification of products, building subscription income, telework, increasing online services and sales, strengthening the ecosystem. Apple reacted smart at that point. It turned disadvantages into advantages. Apple covered all PESTLE area. Some companies focused mostly on the technology side and left the rest of them in the dark. New businesses should consider Apple’s technic in the future. This case gave us a lesson about adaptation to a new environment. In the future entrepreneurs should act like Apple did. In a poor environment, one should act smart thinking about PESTLE and time (Zhao and Zhang, 2022).
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