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Section 1: Organisational Context and Strategic Overview of Apple Inc.
[bookmark: _Toc228313530]1. Organisational Context and Overview
[bookmark: _Toc228313531]1.1 Introduction to Apple Inc.
Apple Inc is today among the most powerful worldwide technology firms, boasting of units around the world with the head office headquartered in Cupertino, California, which was originally started by Steve Jobs, Steve Wozniak and Ronald Wayne in 1976. The familiar company, which is concerned with innovative consumer electronics, software and services, is Apple that has succeeded in shaking the industries with its products iPhone, iPad, MacBook and Apple Watch (Hlushchenko and Yachmennikova, 2024). Along with the hardware, Apple is also a large service provider such as iCloud, Apple Music and the App Store and this has made it one of the highly-valued companies in the world.
[bookmark: _Toc228313532]1.2 Historical Perspective
Adon Apple Company was started by two people in a garage, Steve Jobs and Steve Wozniak who produced the apple I. It has introduced the first popular computer, Macintosh in 1984 with a graphical interface and thus, it has entered the mainstream market. In the year 1997 Jobs once again reappeared to spearhead an incredible turnaround after a series of clashing heads in the 1990s. He introduced the iPhone (2007) and iPad (2010). Following the death of Tim Cook, who oversaw the introduction of other products to Apple (services and wearables) in 2011.
[bookmark: _Toc228313533]1.3 Mission, Vision, and Business Model
Mission: The Applegate Company has a mission to make the best product in the earth and make the world a better place than we found it to be.
Vision: It has a vision to create the best products in the planet, leave the world better than we left it and is innovation based and user experience based. 
Business Model: Apple has a hybrid business model where they earn money by selling not only the hardware (iPhones, Macs and accessories) but also services (iCloud, App Store and Apple Music among others) to establish an excellent ecosystem that would enable it to attract customer loyalty and recurring revenue by generating a sharp cycle. 
[bookmark: _Toc228313534]1.4 Industry Overview
The consumer electronics and the technology business industry in which Apple ventures are a highly competitive industry with high rates of innovation. The critical competitors such as Samsung, Google and Microsoft which have one way or another acquired a share in mobile devices, software and cloud services are involved. Apple has been leading the market of high-end products to ensure that it remains competitive and has been building on its established brand, ecosystem and a base of loyal users.
[bookmark: _Toc228313535]2. External and Internal Environment Analysis
[bookmark: _Toc228313536]2.1 External Environment Analysis
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Figure 1 PESTEL Analysis (de Bruin, 2016)
Political Factors: Political factors, government policies, tax policies and trade relations between such giant economies as the United States and China have a strong influence on the international activities of Apple Inc (Sheng, 2022). Trade tensions and duties on the imported goods of China are causing price tensions in production since Apple highly relies on manufacturing in China. This poses strategic risk and puts the company at risk over geopolitics. Moreover, varying levels of regulation in countries also influence pricing, labour, and environmental regulations as well as supply chain choices. The operation of Apple can be hampered and its worldwide growth curtailed due to political instability or abrupt change in policies. Hence, strategic planning in the long-run relies on stabile international relations (Maryna Zavialova, Olena Magopets and Yurii Bobkov, 2023).
Economic Factors: Economic scenarios around the world like inflation, recession and currency fluctuations are factors that greatly affect the performance of Apple. When there is economic downturns, the rate of consumer spending is slowed and thus demand may be low on high priced products such as iPhones (Todorova, 2025). Nevertheless the brand loyalty will enable the sales to be relatively stable. Another strategy employed by Apple to reduce the differences in purchasing power and currency risks is flexible pricing strategies in the regions. Although this strength exists, it is possible that over time, inflation of prices and the general lack of global confidence can decrease profits and decelerate the growth particularly in price-sensitive countries.
Social Factors: The Apple Marketing and product designing is heavily influenced by the social trends and consumer preferences. Increased environmental consciousness can prompt Apple to embrace sustainable operations, including recycled material use and carbon neutrality (Rahman et al., 2023). The rising worry about privacy of data, adds to the prestige of Apple too. Demand on low cost technology is however, pushing Apple at a premium price that may pose a challenge to their pricing strategy particularly in the developing nations where there are low income levels.
Technological Factors: Apple Inc. has a significant technological innovation as a strength. The Apple M1 chip and the products such as iPhone are leaders in terms of hardware-software integration (Rahman et al., 2023). Charity of AI, AR, and health technologies has facilitated competitiveness due to continuous investment. But competition and shortening of product life cycles with a quick shift in technology makes continuous innovation a necessity.
Environmental Factors: Another aspect of sustainability that Apple has undertaken is the use of renewable energy, recycled materials and its goal to become carbon neutral in its supply chain (Ahmad, Yaqub and Lee, 2023). Recycling initiatives will allow to decrease the e-waste and enhance the environmental responsibility. But with complicated global supply chains, full sustainability cannot be realized easily.
Legal Factors: The legal risks that Apple is subject to include antitrust, data protection laws (GDPR) and patent cases. App Store policies are also facing critique claiming the unfairness in competition (Colangelo, 2024). It is also necessary to comply with international regulations since law is an area, which may affect profitability and freedom of the market.
[bookmark: _Toc228313537]2.2 Critical Success Factors and Strategic Challenges
Critical Success Factors
Several interconnected critical success factors exert reciprocal influence on each other, but all of which have inherent strategic constraints, ensure the continued competitive advantage to Apple Inc. in the world of technology. One of the reasons is that it has a strong brand loyalty and this has been built by maintaining a high standard of quality of the products, its design and smooth coordination of hardware, software and services (Hind, 2025). This will result in a very loyal customer base that has a high level of emotion towards the brand, which will allow Apple to set a premium price and also sustain the high level of profit margins. Nevertheless, this dependence on brand loyalty also poses vulnerability as a drop in the level of innovation or perceived values may easily undermine the trust of the customers. The other influential factor is the innovation leadership. The iPhone, iPad, Apple Watch are examples of disruptive products that Apple has launched and changed the course of behaviour in several industries and established standards in the world. Constant application of research and development prevents Apple to be out of touch with the times. Nevertheless, innovation in recent years has become more of an incremental concept, rather than a revolutionary concept, and this has brought questions their ability to make long-term differentiation in a saturated market. The third reason is ecosystem integration that enables Apple to integrate its products and services like iCloud, App Store, and Apple Music into one operating system. This makes switch costs more expensive to the end users, bolsters customer retention and promotes stable revenues in the long term (Pan, 2024). In spite of this strength, there is a high chance that the closed ecosystem is a weakness due to a lack of flexibility and since it is closed and can be easily criticized by the regulating agencies.
Strategic Challenges
Although Apple has a good market standing, it has a number of strategic challenges, which may affect its growth and steady performance in the long-term. Among the most significant challenges are the high level of competition with big technological companies like Samsung, Google and Microsoft, that compete fiercely in the smartphones, operating systems and digital services (Nigam, 2023). These rivals tend to be less enclosed and may be cheaper, and have a quicker innovation process, which undermines the premium position that Apple has been enjoying. Raising regulatory pressure, especially investigations of antitrust cases involving commissions within the App Store and the control of the ecosystem, is another significant threat. These policies can cause Apple to adjust its business model, cut service revenues and enable more access by third parties and might undermine its advantage of eco-systems. Moreover, the risk of a supply chain dependency is also serious since the company is dependent on the world supply chains manufacturing, in particular on China. The tensions in geopolitics, trade bans, or pandemics can have a great influence on the production timetables, and availability of products, causing financial and operational instabilities.
[bookmark: _Toc228313538]2.3 Internal Environment Analysis
VRIO Framework
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Figure 2 VIRO Framework (Bruin, 2019)
Value
One of the most valuable assets of Apple is the brand reputation. The company has established a solid identity due to the years of good product quality, innovation, and customer care. The products of Apple are viewed as premium, and the company has been able to establish a difference between itself and the competitors (Sohaib, Mlynarski and Wu, 2022). Customer loyalty is another asset which can be considered to be very valuable since a good percentage of the customers who buy Apple products still buy their products and this forms a steady stream of revenue (Lin et al., 2012). In addition, Apple can design and create state-of-the-art technology, including the M1 chip, to have a competitive advantage in product performance.
Rarity
The capability of Apple to integrate hardware, software, and services to present a complete ecosystem is not common in the technology industry. This degree of integration is something that no other company has been able to match and it provides Apple with a competitive edge. The retail outlets of Apple also offer customers a special experience as they are able to touch and feel products and have a personalized service (Hamilton and Shaheen, 2023). This degree of direct contact with customers is uncommon and provides Apple with even more control over its brand image.
Imitability
The business model used by Apple is not easy to copy. The decades of brand and customer loyalty have been established by the company and it would not be easy to establish within a limited time by competitors (Liu, 2024). Although the rival companies are able to replicate the single product features, the smooth compatibility of the apple ecosystem among devices is an important point of difference that rival companies are unable to replicate. Another resource that can hardly be replicated by Apple is the supply chain management. The company has also developed good rapport with suppliers, and as a result, the company has access to the best materials and manufacturing capabilities.
Organization
Apple has proven to have superior organizational skills. The management hierarchy, headed by Tim Cook, has been based on operational excellence, innovation, and customer satisfaction. The efficiency of Apple supply chain, the ability to introduce products in the market ahead of most competitors, marketing and retail strategy is an example of how the organization is organized such that it can utilize its resources effectively (Ghaleb, 2024). Also, the culture of innovation in which Apple encourages employees to take the limits of technology helps the company to sustain its competitive edge.
[bookmark: _Toc228313539]2.4 Strategic Capabilities and Competitive Advantage
Apple has competitive advantages that help it maintain a competitive edge. Its brand name and consumer loyalty is unparalleled in the world of technology. The company has a well established brand that enables it to sell the products at high prices and customer loyalty ensures repeat business and high margins. The innovation culture at Apple is the other internal strength that has led to its success. The company would constantly invest in research and development to keep on the cutting edge of technology be it in hardware, software or services. Moreover, the integration of all products and services in its ecosystem makes Apple have a distinct customer experience, which makes it hard to lose them to rivals because of the strong customer loyalty towards Apple.
To sum up, every ability of Apple to innovate, use its brand and have a well-integrated ecosystem of products and services gives it a strong competitive edge (Supreet Kaur Sahi, 2025). Although Apple is exposed to external factors like competition, regulatory, and supply chain risks, the company internal strengths would help it to remain above the curve, and continue to be at the top of the technology market in the global arena.
[bookmark: _Toc228313540]3. CSR and Sustainability Objectives
[bookmark: _Toc228313541]3.1 CSR Strategy
The Apple Inc. CSR strategy depicts that it has well integrated a sustainability approach in its mainstream business activities. By 2030, the company has a goals of being carbon neutral in its whole value chain which includes operations, supply chains and product life cycles (Hao and Ye, 2024). Apple has already become a leader in terms of its environment responsibility as it already uses 100 percent of renewable energy in its corporate activities. Moreover, the re-use of materials in the creation of iPhone 12 and MacBook helps conserve resources and minimize environmental footprint. Apple Trade In program enhances a circular economy stimulating the ideas of reuse and recycling. Nevertheless, in spite of such efforts, there are still problems associated with a dependence on suppliers and the influence of the product life cycles. On the whole, Apple CSR strategy would contribute to the brand recognition, customer loyalty, and business competitiveness in the long term or optimize sustainability and business performance.
[bookmark: _Toc228313542]3.2 Sustainability Objectives
Also addressed in the sustainability goals of Apple are carbon neutral and smaller carbon footprint as well as amplified utilization of renewable energy (Yu, Song and Zhu, 2024). These are objectives that are consistent with long-term business strategies of innovations and market leadership. By investing in green technologies and energy-efficient products, Apple addresses regulatory pressures and environmental risks. Moreover, sustainability initiatives improve corporate reputation and attract environmentally conscious consumers. Nevertheless, to attain these targets a lot of investments and supply chain coordination is needed. Nevertheless, Apple sustainability goals help to achieve cost-efficiency in the long-term, manage risk and ensure sustainable business expansion in the global environment.
[bookmark: _Toc228313543]4. Comprehensive and Holistic View of the Organisation
[bookmark: _Toc228313544]4.1 Balanced Scorecard Framework
Financial Perspective
Financial goals of Apple are aimed at constant growth of revenues, profit margin, and stock value. The company has maintained growth in its market share in areas like smartphones, wearables and digital services. The innovative products such as the iPhone 13 and Apple Watch, and high-margin recurring services such as Apple Music and iCloud also provide a strong revenue growth. Moreover, Apple also focuses on cost efficiency, optimization of supply chain, and economies of scale, which also helps to increase the profitability. The strategies can be used to work towards increasing investor confidence and enhancing the performance of stocks. The main performance indicators (KPIs) are yearly revenue growth, profitability ratios, and market valuation that show the success of Apple in general (Lu, 2024).
Customer Perspective
Apple guarantees that its customer satisfaction, as well as brand loyalty are indeed the priorities of the existing competitive strength. The company also maximizes user experience through combination of hardware, software and services into a smooth ecosystem that will go a long way in retaining customers. Relevant KPIs are Net Promoter Score (NPS) and customer retention rates. The AppleCare services, the increased customer help in shops as Genius Bar and online support, makes Apple to improve customer relationships. The constant product design enhancement process also serves to keep up with the changing customer tastes to keep Apple at its premium positioning and customer loyalty.
Internal Business Processes Perspective
Apple has a reputation of being a remarkably efficient supply chain with smooth product development procedures. Major KPIs in this category are time -to-market, supply chain efficiency, and reduction of production costs (Budiono and Ellitan, 2024). The firm is heavily invested in automation and has good relations with its suppliers to guarantee quality and delivery of products at the right time. Its vertical integration approach such as the creation of in-house chips such as M1 also enhances cost management and operations.
Learning and Growth Perspective
The learning and growth goals of Apple focus on innovation, employee growth, and improvement. Performance is gauged on employee satisfaction, generation of innovations as well as patent. The company also spends a lot of money in training and promotes cross functioning as it facilitates innovation. A high emphasis on research and development of AI, machine learning, augmented reality and health technologies makes sure that Apple is competitive and innovative in the dynamic technology sector (Qiu, 2025).
[bookmark: _Toc228313545]5. Strategic Choices and Implementation
[bookmark: _Toc228313546]5.1 Business-Level Strategy
Cost Leadership: Apple is not a cost-based aim company since it has its base in the high end market range. In order to support high prices, Apple as opposed to its rivals such as Samsung and Xiaomi, focuses on quality designing, high-performance and improved user interaction (Li, 2023). The company instead of minimizing costs heavily invests in research, product design and providing software and hardware integration. Although Apple has been capable of maintenance of high profit margins relying on effective supply chain management, the approach is not grounded on the lowest costs of its products in the market.
Differentiation: Apple is the differentiation leader who offers innovative products and a highly connected collection of hardware, software and services. Characteristic of products include the designing, usability and easy integration of the iPhone, Mac and Apple Watch. An ecosystem of apps like Apple Music, iCloud and Apple Pay, which value addition to users and customer lock-in reinforce it is also strengthened ( Supreet Kaur Sahi, 2025). This has resulted in a high brand loyalty, repeat-customers and customer relationship that has helped Apple to maintain the high price as well as positioning in the market globally.
Recommendation: It is recommended that Apple should continue with the differentiation strategy, which focuses on innovation and development of ecosystem. The future has many opportunities due to the introduction of new technology such as artificial intelligence, the use of augmented reality, and health-related solutions. As the devices and services are further integrated, Apple will have the capability to develop additional customer lifetime values and hold on its competitive advantage in the international technology market.
[bookmark: _Toc228313547]5.2 Corporate-Level Strategy
Diversification: Apple Inc. has very diversified through its services segment, Apple Music, Apple TV+ and iCloud. The recurrence of revenues generated by these services reduces dependence on hardware sales. The shift is increasingly taking root with the maturing smartphone markets. It is due to that, as well, the fact that Apple leverages its good brand image and customer base to increase the traffic to its services, which ensures its stable long-term growth and improved revenue mix in the range of business services (Gao, 2021).
International Expansion: Apple is also on an expansion plan to emerging economies such as India and China where the growing mass of middle-income is placing a stiff demand on high-end technology products. To strengthen its presence in the regions, the company is attentive to localization, the development of retail and particular services in its areas. However, in such markets, the premium prices will remain a barrier to mass uptake and the strategic adjustments will have to be thought through in order to create a balance between premium branding and affordability and accessibility.
Recommendation: Apple should continue expanding its services and around the world and improve localization strategies. It can position itself in such a manner that by providing relatively cheaper alternative products in the new markets, it can gain more customers but at the same time not affect its high end brand, thus sustainable development globally.
[bookmark: _Toc228313548]5.3 Change Management
Apple has successfully been able to cope with the change. Succession change of Steve Jobs to Tim Cook was a turning point and under the leadership of Cook, Apple has been a service based company whereby recurring revenues have become a priority. The change into diversifying (services and wearables) of the company has been quite a successful strategy, adapting to the change of the market and technologies trends. Apple has not been left out as it has been able to navigate around external forces such as regulatory and market saturation (Chen, Liu and Gong, 2021). They are the all-strategic changes that have led Apple to still stand at the competitive position as it reacts to the outside forces and changes in the market.
[bookmark: _Toc228313549]6. Strategic Evaluation and Recommendations
[bookmark: _Toc228313550]6.1 SWOT Analysis
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Figure 3 SWOT Analysis (Bitesize, 2024)
Strengths: Apple has strong brand name that enables it to achieve high prices and retain customers. The company’s innovative ecosystem, consisting of hardware, software, and services, is unique and hard to replicate. Apple has the financial resources to invest a lot in R&D and strategic acquisitions (Sohaib, Mlynarski and Wu, 2022).
Weaknesses: Apple has a high price of its products, which is one of its major weaknesses, as this restricts its market share in price-sensitive countries (Franky and Syah, 2023). Also, the fact that Apple depends on the iPhone to make a large part of its income makes it susceptible to market changes in smartphone market.
Opportunities: Apple has a number of opportunities, specifically in services and wearables, which have high-margin recurring revenue streams. There is also the potential to grow in the emerging markets like India and Africa. AR/VR technology and healthcare innovations can be used by Apple as well.
Threats: Competition by competitors such as Samsung and Google, regulatory antitrust cries, and the susceptibility of its supply chain are key threats. The premium pricing strategy of Apple might also be affected adversely by economic recessions or low rate of consumer spending (Vilar, 2025).
[bookmark: _Toc228313551]6.2 Ansoff’s Matrix
[image: Analysis and Advantages of Ansoff Matrix]
Figure 4 Ansoff’s Matrix (VanZandt, 2023)
Market Penetration: Apple can increase its market share in the existing markets by focusing on customer retention and enhancing the customer experience with its ecosystem. Greater penetration can be attained by means of promotion strategies and increasing loyalty programs (Zhao, 2025).
Product Development: Apple wearables and AR/VR products are product development opportunities (He, 2024). Apple has the opportunity to capitalize on the emerging consumer interest in health tech and health through the expansion into health-related technology.
Market Development: There is need to venture into new markets such as India. To expand its market in these countries, Apple should make changes to its products and prices to align with the local tastes and buying power (Vliert, 2021).
Diversification: Apple services business, such as Apple Music, Apple TV +, and iCloud, is its diversification strategy. Apple can minimize dependence on hardware sales and generate new sources of revenues by further diversifying its services.
[bookmark: _Toc228313552]6.3 BCG Matrix
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Figure 5 BCG Matrix (de Bruin, 2019)
Stars: iPhone and Apple services are the stars of the company and contribute to great growth and income. The firm must also invest in these to keep their dominance in the market.
Cash Cows: Such products as Mac and iPad are cash cows, they bring stable revenue and profits. Apple needs to keep the market share of these products but it needs to be innovative so that they do not stagnate.
Question Marks: Wearables and AR/VR products are question marks that have significant growth potentials but do not have predictable performance in the market (Butarbutar, Purnamasari and Safitri, 2023). Apple is advised to invest more in these areas to find out whether it is viable in the long term.
Dogs: The products that are facing a downward trend should either be phased or restructured with resources being made to be channeled to other more profitable segments.
[bookmark: _Toc228313553]6.4 Recommendations
Apple should strive to diversify its services in order to come up with new high margin sources of revenue. This could be in the form of the enhanced Apple TV+, Apple music among other subscriptions. The next approach that the company will be able to use in the emerging markets is price changes or low cost models in order to achieve higher penetration into the market without diluting its high premium brand image. Additionally, Apple needs to be innovative in other aspects including AR/VR and healthcare technology to ensure that they have future opportunities of growth. Differentiation: The best way forward will be the move on to health and wellness product such as adding more health related functions to wearables and the Apple Watch.
[bookmark: _Toc228313554]7. Conclusion
The innovative ecosystem, high-end brand and diversification of continuous services is the foundation of strategic positioning of Apple. Despite some of the challenges the company is battling with such as competition, regulatory checks and balances as well as saturation of the market, it is well placed to leverage the services and newer markets opportunities. The aspect of sustainability and innovation implies that Apple has a good foundation to build on its journey towards turning into an even greater success. Growing its services business, penetrating the market, and innovation in technology of health and wellness are some of the ways that Apple can embrace to advance its competitive advantage. Sticking to these areas of strategy will enable Apple to rise and rule in the technological arena.
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Section 2: Reflective Account of the Research and Analysis Process
In this section I consider the steps taken in the researching, analysis and preparing of the strategic management report on Apple Inc. I follow Gibbs Reflective Cycle that comprises of six steps:Description, Feelings, Evaluation, Analysis, Conclusion, and Action Plan. This systematic model can assist me in critically analyzing my learning experience and highlighting the ways to make future scholarly work better.
[image: Gibbs Reflective Cycle Explained: A Framework for Structured ...]
Figure 6 Gibbs Reflective Cycle (Athal, 2025)
1. Description
The task involved an in-depth strategic analysis of Apple Inc. based on various strategic frameworks. I had started by reviewing the background, mission, vision, and business model of Apple to get to know its strategic direction. I then did a PESTEL analysis to evaluate the external environmental factors and a VRIO analysis to evaluate the internal resources and capabilities. Subsequently, I evaluated corporate and business level strategies, such as diversification, international expansion and differentiation. Lastly, I evaluated the CSR activity at Apple and applied SWOT analysis and the Matrix suggested by Ansoff to determine strategic issues, opportunities and future growth suggestions.
2. Feelings
The depth and the complexity of the analysis needed to be conducted slightly overwhelmed me at the start of the assignment. Apple is a multinational company that operates in the most diversified and advanced business model which made the process of conducting research look intimidating. To begin with I was not quite sure how to organize the frameworks in the right way and tie them together.
But, the more I went on, the more I felt confident. The strategic management tools were also very clear and structured that it was easier to deconstruct the complicated operations of Apple into manageable parts. I also got inspired when I began to comprehend how each framework would lead to better insight in the company. Meanwhile, I felt a certain degree of anxiety because of the abundance of available information, yet this ultimately gave way to confidence as I learned to sift through the relevant sources.
3. Evaluation
There were strengths and limitations in the process of the research. The availability of good information on Apple such as annual reports, financial statements and academic publications was one of the major strengths. This facilitated the creation of a solid evidence-based analysis.
The major weakness was however, the excessive information, at times it was hard to know which information was most applicable. Moreover, the strategies of Apple are extremely complicated and even seem to contradict each other. As an illustration, its premium pricing restricts accessibility in price-sensitive markets despite the fact that the company has a reputation of being innovative and having a strong brand loyalty. The second difficulty was the analysis of the transition of Apple to services that needed a more profound assessment of the long-term strategic effects. The structured frameworks aided in ensuring clarity and consistency in the analysis despite these challenges.
4. Analysis
Applying the Reflective Cycle created by Gibbs allowed me to structure my thoughts and keep a critical perspective in the course of the assignment. The PESTEL model was especially helpful in determining external forces influencing Apple, including trade pressures around the world, technological transformation, and regulatory forces. It made me realize the effect of the outside factors on the supply chain and the global operations of Apple.
The VRIO framework proved successful in studying the internal capabilities of Apple, in terms of brand reputation, innovation capability and integration into the ecosystem. These are some of the reasons why Apple has maintained competitive advantage. The Balanced Scorecard also assisted me to relate the financial performance, customer satisfaction, internal processes, and innovation strategies, thus offering a complete picture of strategic objectives of Apple.
The analysis of CSR and sustainability also had to be considered. The environmental promises of Apple, including carbon neutrality and the use of recycled materials is a response to regulatory pressure and consumer expectations. This discussion made me realize that sustainability is part of the long-term strategy of Apple and not a standalone program.
5. Conclusion
Finally, the process of research and analysis was quite difficult and very rewarding. It has enhanced my knowledge of the concepts of strategic management frameworks and how they can be applied in the analysis of real world companies such as Apple Inc. I also got to know that the success of Apple is not just founded on its products but also its ecosystem, innovation, and good brand loyalty.
It also enabled me to acquire critical thinking skills as it made me consider both the merits and the shortcomings of the strategies that Apple had. Now I have got the feel of the necessity of flexibility in strategic management particularly in a fast moving global technology world.
6. Action Plan
To enhance my research practice in the future, I would add additional comparative case studies to obtain more generalized information about the industry. An analysis of Apple compared to competitors would be helpful to reinforce my critical analysis and recommendations.
I would also include a greater amount of quantitative data, including financial ratios and performance measures, to reinforce my arguments in a more convincing manner. Also, I would strive to employ more primary or expert sources to enhance the validity of my analysis. I also plan to work on time management to achieve more productive research and writing in future work.
On the whole, this assignment has helped me substantially in terms of my skill of applying strategic frameworks, engaging in organized analysis, and cognizing complicated business settings. It has also enhanced my self-confidence in examining international corporations and writing academic reports in a more systematic and critical way.
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