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Economy of the world has mostly evolved driven by the factors of technical and information revolution. In terms of the strategy that Apple uses, it plays a key role in determining the technological advancements and coming up against their rivalries, such as Samsung, Huawei, Oppo and XiaoMi. One of the key benefits associated with strategic management lies in how it equips businesses with a framework model for enhancing their capacity to foresee and adapt to change. By outlining a process for achieving goals, it moreover assists in cultivating the capacity to contend with unforeseen circumstances in the future. Another study by Bracker (1980) based on a more historical perspective however indicates that strategic management became more important and crucial after the first World War II. Based on the Greek mythology, the word ‘strategy’ was originated from the word ‘strategos’. The word ‘strategos’ has a direct meaning that reflects the meaning of ‘a general’, whereas sometimes it is interpreted as ‘army & lead’. According to Bonnici (2015), strategic management can be generally defined as the implementation of a process primarily focusing on the execution of plans and organised pathways for a company to achieve competitive advantage through the means of collaborative actions. 

In this report, we will focus on the company known as Apple INC. Apple INC is an American technology and electronics company founded by Steve Jobs and Steve Wozniak during the year of 1976. Apple INC started off small and had humble beginnings, whereas over the timespan of 30 years during the year 2007, they managed to get themselves listen on Wall Street and New York stock exchange. The company is highly known for innovations in services, software, and hardware. They enabled it to go from having 8,000 people and $7 billion in revenue in 1997, year in which Steve Jobs came back, to having 137,000 personnel and $260 billion in revenue in 2019. The organisational structure and corresponding approach to leadership that have been vital to the company's innovation success are far less well known. (Chen, Liu & Gong, 2021)
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There are certain objectives of Apple INC that shall be studied which the first includes that Apple Inc sets up its objective primarily focusing on global strategy. The second objective of Apple INC would be a centralised manufacturing on a global scale. The third and final objective would be strategy formulated by standardizing all of Apple products across the wide many range that are available in the market.
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The scope of this report outlines the strategy and corporate edge that Apple had developed over a period of years ever since they had established their corporation on a global level, as the company's functional specific organisational model required change as a result of expanding into new areas and adopting new technology. The CEO has a key role in deciding how to set up specialized fields to encourage collaboration and quick decision-making. As part of the changes Tim Cook has made recently, the hardware function has been split into two functional areas which are hardware and software development. Artificial intelligence and machine learning have also been added as functional areas, and the biological interface has been moved from software to industrial design, resulting in an integrative and holistic mechanism.
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Implement Globalising Strategy

Apple is a firm that supports globalisation and is based in the US. Its main line of business is designing, producing, and selling smartphones and laptops, as well as creating technology for all these products. By taking advantage of the low cost of production in China, this company encourages globalisation by marketing its items online and distributing the gadgets physically around the world. This essay will go through Apple's globalisation strategy, the worldwide causes this corporation supports, and how it promotes global trade. Apple supports a standardisation plan, in which the world is viewed as one market and the goods are designed without making alterations to fit the demands of certain nations, based on its strategy and the location of its production plants and its products. Debinska, (2022). As an illustration, Apple has been spending money on factories in China even though its products are designed and engineered in the US. This enables Apple to reduce costs since making phones in China is far less expensive, and it also improves efficiency because Apple buys numerous electrical components from Chinese producers, eliminating the requirement to deliver products towards the United States. Except for Antarctica, Apple operates on practically all of the continents! In addition to the US, UK, France, Brazil, India, China, Singapore, Australia, Germany, Sweden, and many other nations, Apple has offices, design studios, manufacturing facilities, development centres, sales offices, and marketing offices worldwide. Compared to its American operations, Apple's overseas business is incredibly complex. The above-mentioned nations where Apple has operations differ greatly in terms of their current state of economic development and projected course for their economic development in the future. Different political, economic, and legal systems exist in many nations. Deshpande (2017). Moving on, there will be certain discussions on Apple INC’s role as an international trade that can be linked with the globalisation strategy that they have proceeded on. To save costs and boost efficiency, Apple and other manufacturing firms have moved production overseas. As China and Southeast Asia also produce a lot of the streamline components and subassemblies, conducting final assembly in the US would present extremely difficult logistical issues. In comparison to the United States, China also boasts factories that are far bigger and more agile. Make sure they get the labour they require to avoid manufacturing delays. Ovide, (2021) Even with China's large population, it is difficult to meet labour demand when there are so many businesses vying for the same workers. Apple presently manufactures a large portion of its final assemblies in China, but this could change if President Trump's predictions about government restrictions and tariff rates becomes apprehensive and implementable. Lak, (2017). 
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Centralised Manufacturing on a Global Scale

Apple acquires components and supplies from numerous sources and has them transported to the Chinese assembly facility. Products are then distributed straight to customers who purchased through Apple's Online Store, UPS or FedEx. Apple stocks items for other distribution channels, including as major retailers and other resellers, in Elk Grove, California, where the centralized facility and call centre are situated and sends them from there. Customers can return items to Apple Stores or specific recycling facilities at the end of their product's life cycle. QuickBooks, (2020). A study by Heracleous, (2015) discussed on a tactic known as ‘Quantum Strategy’. Apple has successfully utilised this strategy towards their advantage in terms of centralising their manufacturing process on a global scale. In contrast, common thinking suggests that a firm competing on innovation, excellent design, or service quality will be unable to achieve efficient levels of performance since these talents are expensive to acquire and sustain. In regards of its services along with its corporate strategy, Apple has achieved serial innovation and excellent design, as well as concurrent cost leadership, becoming more economical than the conventional cost leader, Dell. Apple has accomplished what could be considered the pinnacle of innovation, and it is interesting to explore how. The response can provide insight into one of the most difficult tactics to implement, and one that the majority of businesses do not even attempt. If effectively implemented, this method signifies a change in the is a value curve in any market. Apple's outstanding performance has been achieved by integrating an untraditional strategy: divergence through innovation (across multiple dimensions including serial, strategic, and quantify the impact), with concurrently strenuous efficiency metrics, resulting in the lowest costs in its similar group. Apple INC having been able to achieve this strategy are said to be able to do so only intermittently, and only if their competitors are immobilized, attaining neither differentiation strategy nor segmentation; if cost is heavily influenced by market dominance and cross - functional and cross partnerships; or if a firm innovator a significant technical or process innovation. According to a study by Barboza, (2016), Despite Apple came in later than many other technology firms, it today produces about a quarter of its revenue from sales in China and has among of the industry's highest profit margins. As a result, the Zhengzhou operation offers an exceptionally instructive look at China's relevance to American technology businesses, particularly iPhone production and, more lately, Apple's consumer sales. A study by Montgomerie & Moscoe (2013) suggests that the capacity of Apple to 'own the consumer' is crucial to its economic strategy. In summary, Apple's business strategy is designed to attract users itself into the ecosystem and then keep them within, which has been enormously effective to date and has given Apple immense leverage throughout the later part distribution network. This business model enables Apple to retain a low-cost strategy for the company yet retaining premium price points, therefore locking in the user through large switching penalties. We claim that guaranteeing that Apple data can solely be accessed on Apple devices is a critical aspect of said Apple business model, as this helps sustain digital download market dominance and boosts sales volume for lucrative hardware items. This inter platform integration is maintained by Apple.
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Standardisation across all Apple products

Apple INC had carefully created strategic initiatives that take into account both internal and external variables in order to fulfil market needs. These strategies must strike a balance between the competencies of the organization's commercial operations, such as advertising, administration, management, customer relations, economics, and administration of human resources, and diverse market environmental aspects. Competition, globalisation, innovation, lifestyle, and changes in customer demographics and behaviour are among them. Relying on these both internal and external circumstances, businesses are able to select two sorts of strategic approaches: standardisation or flexibility. Wonglimpiyarat (2012) A study by Moorman (2016) states that alongside standardisation, Apple has perfected the art of minimalism, which reduces consumer attractiveness, user interfaces, the company emblem, support services, and even advertising to the essentials. Items feature basic, clean lines and titles that are much simpler and self-explanatory. The primary goal of this minimalism is to render the goods simple to use so that non-experts may understand and embrace them. "The way we're running the firm, the user experience design, the promotion, it all boils down to this: Let's make it simple," Steve Jobs stated. "It's just really simple." Apple focuses not just on making things easy but also intuitive, which means that every element, including the unpacking process, is meticulously considered. This improves the usability of the product. Apple Support is just as smooth, delivering customised software. The iPhone's uniform elegant style, simplicity, and convenience of use appeal to people all over the world, while embedding the Apple brand with subtle local elements that are vital to customers. To reflect Parisians' architectural inclinations, one Apple Store in Paris is situated in a Haussmann-style structure. In Japan, where blatant comparison commercials are frowned upon, the 'Mac vs PC' campaign was adapted to highlight various product qualities more gently in a way that wasn't quite as frontal as the similar Western promotions. These advertising and product initiatives have helped Apple to maintain its brand identity while rapidly growing sales to more than 100 countries. A study by Reyes (2016) indicates that Apple Inc.'s layout and appearance also give it a very excellent reputation and, as a result, a sterling reputation in the business. This provides Apple Inc. with benefits such as international market awareness. Identity and marketing power did not begin with Apple Inc., the worldwide brand it is today. Of course, some, perhaps even the majority, of the credit goes to what Apple Inc. has been able to do over the generations with its distinctive and different products.
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As we approach the end of this report, the author highly thinks that Apple should keep pursuing the hybrid strategy, which combines cost leadership and differentiation strategy, as well as consistently undertake out offshoring method and endorse scale economies in order to reduce costs, and additionally develop the "Think Different" philosophy, innovating in products, management processes, marketing, and services, which is the foundation of differentiation strategy. Tan JInjin (2013)
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