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[bookmark: _Toc99009327]1.0 Introduction 
The rapid globalisation that has occurred over the last two decades has had a profound impact on modern industries, as the prevalence and proliferation of multinational corporations that operate across global markets has significantly impacted traditional industries which were primarily domestic (Pieterse, 1996). As Kapur (1997) posits, the impact of globalisation has been pervasive across many organisations, as international expansion has inevitably let to more internal and external challenges due to the significantly increased network of stakeholders that many organisations have. As organisations expand internationally, they are exposed to a wider range of challenges that may be drastically different to the challenges faced in their home market. Multinational organisations have to contend with the notion of employing a more diverse range of employees, attempting to appeal to a more diverse set of consumers and navigating challenging external market conditions which are significantly different to those faced in their home market (Kapur, 1997). 
As a result of the converging needs of consumers due to globalisation, there are certain brands which have expanded their appeal internationally and are widely considered as industry leaders in markets across the world. One such example of this is Apple, an American technology company, that has developed products that have become an integral aspect of everyday life for consumers across the world (Montgomerie & Roscoe, 2013).  
This report will analyse Apple, to ascertain an understanding of both the internal and external market factors influencing the organisation, using both academic research and market reports it will firstly outline a brief overview of the organisation and their operations, before using theoretical models to discuss the most important external market factors impacting the business, critically assessing the internal element of the business, focusing on the organisational culture which exists within the business and how this satisfies the values explicitly stated by the organisation, then analyse the corporate social responsibility operations of the organisation, assessing the extent to which the business acts ethically, before concluding using the information discussed throughout the report to outline an overview of what would be expected of an Apple employee based on the organisation’s values. 

[bookmark: _Toc99009328]2.0 Apple Overview
Apple are an international technology organisation that was originally founded by Steve Jobs in 1976 as a computer company but has grown into one of the most popular consumer technology organisations in the world (Apple, 2022). As part of their success, Apple products have become a household name in every country across the world and as a result, Apple have expanded their operations to over 200 countries worldwide and as of 2021, have an estimated global workforce of 154,000 employees (Apple, 2022). In 2021, Apple recorded a revenue of over $365bn, an increase of over $90bn on the 2020 figure and is indicative of the continued growth of the Apple brand worldwide (Apple, 2022)
Initially, Apple were founded as a technology company that focused on the Mac computer and as a result of the leadership expertise, they overcame several key challenges to become an established competitor in the global computer industry (Froud et al, 2012). Whilst Apple experienced relative success as the company focused on computers, since the turn of the century, Apple have become synonyms with pioneering innovation and have become a market leader in several fields such as portable music devices, most pertinently, smartphones (Froud et al, 2012). 
Development of products such as the iPod, iPhone and iPad have had a transformational impact on the consumer technological goods industry, as Apple disrupted the traditional markets for portable music devices, mobile phones and tablets, to develop industry leading products which are widely used by consumers across the world (Montgomerie & Roscoe, 2013). Apple have developed such a strong brand identity, due to the leadership of Steve jobs alongside effective marketing practices which accompany the launch of any new product, that as of 2020, Apple had a 17% share of the global smartphone market.
As a result of the success of their products, Apple have expanded their operations internationally and as of 2021, they have 517 stores in 25 countries worldwide, whilst their products are sold in over 200 countries globally (Apple, 2022).
2.1 [bookmark: _Toc99009329]PESTLE 
The PESTLE model is a theoretical concept which can be used to effectively assess the different external market influences on an organisation (Perera, 2017). External market factors can best be described as any outside influence on an organisation that can be at macro or micro level, which will have an impact on the operations of the business (Perera, 2017).
By using a categorisation approach, which splits the primary external market influences on a business into six separate categories, it can help an organisation take a holistic contextual view (Perera, 2017). A PESTLE analysis is used in Figure1 below to assess the most contemporary external market factors influencing Apple as the business seeks to continue its growth pattern.   
Figure 1: PESTLE Analysis 
	Political
	· Apple have faced political and social pressure to limit their operations in Russia as a result of the Russia Ukraine crisis (Nuttall, 2022).
· Apple are exposed to the tensions between the US and China as the Chinese market is a critical aspect of the businesses value chain and China is a key strategic market (Razak et al, 2020).

	Economic
	· Global pandemic has created economic difficulties across the world as governments have been forced to spend (Peng, 2022)
· Cost of energy crisis as a result of the Russia-Ukraine conflict is likely to impact margins at businesses such as Apple (Nuttall, 2022)
· Impact of Russia sanctions on the business will be significant as this is a large market for Apple (Nuttall, 2022).

	Social
	· Growing demand for smartphones in developing countries (Apple, 2022). 
· Social pressure for Apple to act ethically towards their employees (Cohen, 2015). 
· Social pressure from consumers to restrict operations in Russian as part of sanctions (Nuttall, 2020)

	Technological
	· Continued development of advanced technology such as AI and VR which can be integrated into Apple products (Creeley & Henrikssen, 2019). 

	Legal
	· Allegations of tax avoidance against Apple in countries such as the UK (McGee, 2021). 

	Environmental
	· Growing regulation regarding the environmental impact of major conglomerates and their supply chains (Creeley & Henrikssen, 2019. 



The most pressing external market factor likely to have a significant impact on the future success of Apple is the ongoing conflict between Russia and the Ukraine. This is a contemporary issue that has emerged somewhat unforeseen to many major international corporations but due to the political sensitivities around the situation, much of the emphasis has been placed on major corporations such as Apple to act in order to impact the involvement of Russia in the ongoing crisis (Nuttall, 2022).
Apple took the option to suspend the sales of their products in Russia and there are also discussions for the company to restrict the use of their products in the region, as part of the sanctions placed on the country (Nuttall, 2022).
The global nature of Apple’s business model and the pervasiveness of Apple products across global society dictates that in any geopolitical crisis such as the one ongoing Ukraine, the organisation faces pressure to at the very least issue a statement, if not take more drastic action (Nuttall, 2022). As a global conglomerate, with significant implied influence in geopolitical issues due to the pervasiveness of their products, Apple are exposed to the uncertainty that arises with political tensions amongst nations. Although the action that Apple have taken in Russia is the starkest in the history of the organisation, Apple have also been exposed to political tensions between key strategic countries for the business such as Americana and China (Lau, 2019).  
The unpredictable nature of geopolitical issues is a significant challenge for Apple, who are often implicated through no control of their own, due to the expansive nature of their global operation (Lau, 2019). 
The second most prominent external market influence on the organisation has been the Covid-19 pandemic, which has had a significant influence on the political, economic and social aspects of the PESTLE model (Perera, 2017). The unprecedented nature of the pandemic has disrupted many businesses around the world and the impact on Apple has been comprehensive, as the business has suffered from disrupted supply chains, a drop in the number of sales and the closure of high-street stores (McGee, 2022).
This has been extremely disruptive to the organisation and remains a prominent concern for the business, as the unpredictable nature of the public health threat that the virus has for the business dictates that it is extremely difficult for the organisation to enact any certainty around their future panning, whilst the contrasting nature that the virus and social restrictions have been implemented worldwide dictates that it is difficult for Apple to implement a universal global strategy going forward (Peng, 2022). 
[bookmark: _Toc99009330]2.2 SWOT 
The SWOT analysis is a tool that is widely utilised, valuable as it adopts a holistic analysis of an organisation which can be used to define the strategic direction of a business (Benzaghta et al, 2021). 
Figure 2: SWOT Analysis 
	Strengths
· Brand equity amongst global consumers (Kahney, 2019)
· Financial resources (Kahney, 2019)
· Innovative product development 
· Expert workforce (Montgomerie & Roscoe, 2013)
	Weaknesses
· Allegations of unsecure data protocols which put users at risk (McGee, 2022)
· Incompatibility with other programs which impact the universal use of Apple products (Kim,2020). 


	Opportunities 
· Demand for smartphones in developing countries (McGee, 2022).
· Continued development of pioneering technology such as AI which can be integrated into Apple products (McGee, 2021). 
	Threats 
· Geopolitical tensions between the West and Russia which could impact supply chains (Nuttall, 2022).
· Global economic crisis which will impact the disposable income of many consumers (Peng, 2022).
· Market saturation as Apple products become commonplace in less developed countries (McGee, 2021). 





Evident from analysis the core strength and opportunity for Apple is the continued investment in their product portfolio and the innovative development of value proposition (Razak et al, 2020). Due to their strong brand equity, Apple have a dominant position in the smartphone market, a key strategic tool which they can continue to leverage as they seek to sustain their competitive advantage within the market (Kim et al, 2020). 
The primary threat to the organisation is the geopolitical issues that have arisen as a result of the Russia-Ukraine conflict and how this impacts the ability of the organisation to operate in these markets (Nuttall, 2022). The fact that Apple faced pressure to restrict sales in a key strategic market is damaging for the revenue generation of the business, however as the external pressure to adhere to global sanctions on Russia grows, it is imperative that the business continues with the sanctions imposed. 

[bookmark: _Toc99009331]3.0 Apple workplace culture 
As a global organisation, the internal culture within Apple is a challenging entity to control; however, under the leadership of Steve Jobs this was a core strength of the organisation as it allowed the business to innovate and ensure that it retained its position as a market leader (Burgess, 2012). 
One of the most prominent influences on the culture within Apple is the legacy of Steve Jobs, who was responsible for driving and creating the culture which has been a key contributor to the success of the business thus far. The cult of a leader who is strongly revered amongst much of the organisation has been a key element on the cultivation of a culture which strives for innovation and excellence as Steven Jobs is widely recognised as one of the most significant visionaries of the modern era and therefore, this has had a long-lasting impact on the cultural legacy of Apple (Piao & Kleiner, 2015).
[bookmark: _Toc99009332]3.1 Cultural web 
To illustrate the impact of the internal business culture on Apple’s operations, this report utilises the cultural web model as postulated by (McDonald & Foster, 2013). The cultural web model is a tool which can be utilised to map out the different cultural influences on an organisation, in order to ascertain a comprehensive understanding of the culture that exists within a business and how it can be controlled (McDonald & Foster, 2013).  
Figure 3: Cultural Web


At Apple, the cultural web is vast and varied as the size and scope of the business dictates a wide range of cultural influences on the business. Whilst factors such as the strong brand community that Apple has developed due to their product innovation will inevitably influence the culture that is in place at the business, academics such as Kim (2020) outline that much of the culture that exists within the business has been sculpted by the leadership. 
Kim (2020) argues that the influence of founding leader Steve Jobs remains a prominent cultural influence on the organisation, as subsequent leaders have sought to channel the culture that was created by the iconic leader to sustain the success. Although the culture has inevitably evolved somewhat under the leadership of Tim Cook, the cult of personality that surrounded Steve Jobs became so strong that much of the business’s identity is closely aligned with the leader himself and therefore, this remains the most prominent cultural influences on the business (Kim, 2020).
[bookmark: _Toc99009333]4.0 Apple’s values 
Organisational culture defined by Sinclair (1993) are the values and beliefs that are shared by the employees of a business and how these dictate the actions of individuals within the business setting. Developing a strong organisational culture is imperative according to Sinclair (1993), as this is what dictates the success of the business as it acts as the unwritten rules which govern how individual employees act. The creation of a positive organisational culture is often a critical success factor for the overall organisation, as it has a pervasive influence of the output of an organisation and perception of a business amongst internal stakeholders (Sorensen, 2000).
As an industry leading organisation, Apple have an approach which seeks to channel the inherent nature of the iconic leader Steve Jobs into the operations of the business by focusing on innovation. According to the Apple website, the organisation’s primary values are to “bring the best user experience to its customers through its innovative hardware, software, and services” (Apple, 2022). 
The current values of the organisation developed by the new CEO, Tim Cook, who has recognised that much of the success of the business has been built on the values that have been instilled amongst the workforce by Steve Jobs, and how this has become a driving force for the business (Kim, 2020). 
In order to satisfy the values of the organisation, the business has a distinct ‘action taking’ culture, which encourages employees to use their initiative and propose ideas (Kim, 2020). This is a core element of the success of Apple, without this culture many of the ideas for new products such as the Apple watch, of innovative products developments for the existing ranges would not have been proposed. 
Apple have recognised that a critical success factor, is the ability to create innovative products which disrupt the market and for this to be the case, the business must create an organisational culture which is conducive to creativity (Creely & Henriksen, 2019). In order to ensure that this culture exists within the business, despite the diverse nature of its workforce and expansive nature of its business operations, the organisation employs several progressive HRM techniques which are attractive to the business. Through the implementation of these techniques, the organisation can encourage creativity and ensure that the best customer experience is delivered to clients through innovation (Creely & Henriksen, 2019).  
By creating a culture which is conducive to innovation, Apple have ensured that they maintain their position as an industry leader as they have continuously created pioneering products which dictate the direction of the industry (Podolny & Hansen, 2020). By operating with a relatively decentralised organisational structure, in which employees are encouraged to take responsibility for the creation of ideas, Apple have been able to maintain their position as an innovation leader within the technology sector, despite the vast global competition (Pisano, 2015).
As outlined above, the global pandemic posed a significant challenge to the business as they attempted to navigate challenges such as disrupted supply chains and reduced demand for products, however by continuing to encourage staff to develop products which will have increased value in the long term as a result of the pandemic, Apple were able to ensure the business retained its creative expertise (Sulaiman et al, 2020). 
[bookmark: _Toc99009334]5.0 Apples approach to business ethics 
Business ethics and corporate social responsibility are an increasingly important aspect of modern business operations, as the emergence of a civil society has dictated that most stakeholders have a vested interest in the extent to which a business conducts their operations ethically (Chandhoke, 2007). Business ethics is defined by Werhane & Freeman (1999) as the moral standards that a business abides by when conducting their operations; and Ermasova (2021) argue that in modern society, many consumers base their purchase decisions on the CSR activities of an organisation. 
As one of the largest organisations in the world, Apple face intensive scrutiny over their CSR policies. According to their company website, Apple express their ethical stance as an approach which “conducts business the right way, even if that is not the easy way” (Apple, 2022). As Etzionini (2018) posits, this statement by Apple is a relatively vague commitment to CSR, however the business does have a more in-depth approach to key matters such as tackling environmental concerns, as they state that their commitment to ensuring that their operations have a minimal impact on the environment is absolute (Apple, 2022) 
Despite their expressed commitment to key issues such as the environment and employee wellbeing, industry commentators such as Temple-West (2021) have criticised Apple for their CSR approach, claiming that much of their commitment is superficial and to appease consumers, rather than a genuine intention to do the right thing. Temple-West (2021) argues that issues such as tax avoidance, data privacy concerns and forced labour allegations are an indication that despite expressing their commitment to ‘conducting business the right way’, Apple have a questionable approach to business ethics. 
As Cohen (2015) posits, the laisse faire organisational culture which exists at Apple is a key factor in the business’s questionable approach to ethics. As the organisation has created a culture which encourages individuals to take personal responsibility, they are unable to control how employees behave and this leaves considerable scope for individuals to act unethically. This is further exacerbated by the fact that the management seek to delegate control and therefore, there isn’t a strict corporate culture which increases the likelihood that employees may act unethically as they will not face overt scrutiny (Cohen, 2015). 
[bookmark: _Toc99009335]6.0 Critical analysis of an Apple employee
Much of Apple’s success has been due to the innovative ideas which have been developed by employees within the business and turned into industry leading products (Wonglimpiyarat, 2012). The organisation has created a culture which encourages creativity and is conducive to innovation and as expressed in the business values, the company aims to “bring the best customer experience through innovation” (Apple, 2022). 
It is therefore pertinent to suggest that a typical Apple employee must be an extremely creative individual that has the ability to contribute to idea creation within the organisation, as core element of an Apple employee’s role (Womglimpiyarat, 2012). As the business relies on innovation to sustain its competitive market advantage, it is imperative that employees must be visionaries who are willing to take responsibility and strive for excellence. As the corporate culture is relatively relaxed, then it is important for an employee to be willing to be a self-motivated individual, as the management team will not be watching their every move and therefore, the individual must be willing to act of their own accord, rather than being mandated by the management team (Womglimpiyarat, 2012).
Whilst theorists such as Gehani (2016) argue that for any organisation, it is imperative that the personal values are aligned with those of the business, this is particularly important for employees of Apple. Whilst the company has a vast array of internal resources, Kim (2020) argues that the most valuable asset for Apple is their workforce as it is these individuals who are ultimately responsible for delivering the innovative ideas and therefore, it is important that an individual employee recognises this and is motivated to make a personal contribution towards the success of the business. 
[bookmark: _Toc99009336]7.0 Recommendation 
As this report has discussed, one of the most contentious issues facing Apple is the veracity of their ethical policy and the extent to which employees adhere to this policy, or whether it is a tokenistic aspect of the organisational brand identity. This approach to ethical practice could have long term ramifications for the business as consumers may become aware of the organisation’s cynical approach to business ethics and therefore, it is imperative that the business address this issue. 
In order to improve the ethical aspect of Apple’s business culture, this report recommends developing a compulsory training course that must be completed by each employee within the business within a certain time period. In order to ensure that the topics covered in this training program are relevant and pertain to issues that Apple have previously been accused of dismissing, this report recommends that Apple work with external stakeholders who have expertise in these fields, to ensure that the course is suitable and impactful. This is a strategy that Nike have used previously, when they faced external stakeholder pressure to revaluate their CSR policy as they believed they needed external expertise to address their ethical practice issues and overcome their tarnished brand reputation (Boje & Khan, 2009).
Introducing this compulsory course will increase employee knowledge of the importance of adhering to the ethical practice guidelines of the organisation, having two key benefits. Firstly, it will implore most employees to ensure they abide by the guidelines outlined in the training and development course and expressly stated by Apple. Secondly, increase the knowledge within the business about the importance of acting ethically, which will increase the likelihood that an individual who does not abide by these behaviours is reported for their behaviour. 
[bookmark: _Toc99009337]8.0 Conclusion 
In conclusion, this report has conducted an internal and external analysis of Apple, identifying key cultural drivers from both environments which have an influence on the culture and ethics which exist within the organisation. Although this report has identified numerous strategic strengths for Apple’s workplace culture, it has also identified deficiencies in the ethical practice of the organisation. This report has concluded by offering a recommendation which is developed to address these deficiencies and ensure that the business is viable for the long term.
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APPLE


Organisational Structure
eg. Flat decentralised organisational structure (Podolny & Hansen, 2020)


Leadership
e.g. Impact of Steve Jobs (Burgess, 2012)


Consumer demands
e.g NPD such as Apple Watch (Podolny & hansen, 2020)


Competitive market landscape
e.g. influene of Samsung NPD(Podolny & Hansen, 2020)


Brand community
eg. Loyal Apple followers (Temple-West, 2021)


Business Traditions
e.g Immersive marketing launches (Kim, 2020)
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