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1. Introduction 
Apple Inc., based in Cupertino, California is one of the most powerful multinational companies in the world. It is known as the most innovative company in consumer electronics, software and digital services. It has been successful worldwide due to its technological differentiation, design excellence and a strategically integrated supply chain (World Economic Forum, 2025). 
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Figure 1: Apple Inc.
(Source: Apple.com, 2025)
Apple operates in over 100 countries and it has developed big footprints in emerging markets such as India, Vietnam and China, key manufacturing and consumption locations (Apple.com, 2020). OLI Paradigm of internationalisation is evident in how the company has provided diversity advantages in its various markets through ownership, location and internalisation. The report critically analyses the advantages and issues of the international operations of Apple. It also uses the appropriate frameworks such as the OLI framework, Hofstede Model and Free Trade Theories to explore how Apple has managed to sustain its competitive advantage in the face of cultural, legal and economic complexity in emerging markets.



[bookmark: _Toc214228467]2. Benefits and Challenges of International Business
[bookmark: _Toc214228468]2.1 Apple as a Multinational Company
The business operations of Apple Inc. support the nature of a multinational corporation (MNC) because it operates globally with its manufacturing, marketing and innovation activities. It has high ownership benefits such as good brand equity, intellectual property and proprietary technologies such as iOS and M-series chips (Apple.com, 2025). The Industrial Organisation (IO) Paradigm suggests that firms go global when they have competitive advantages that can conquer market imperfections in other countries (Nayak, et al., 2023). The ability of Apple to use innovation and research-intensive capital to remain dominant in the market is supporting its global expansion (Namo, 2024). The Internalisation Hypothesis also justifies why Apple retain strategic capabilities such as software development and product design in the USA and outsources the manufacturing of its products to subsidiaries and manufacturers in Asia that reduces transaction costs and quality control. 
[bookmark: _Toc214228469]2.2 Global Value Chain and Operations 
Porter's Value Chain Model is well applicable in explaining the international operations of the organisation as it divides the operations of the business into primary and support processes that add to competitive advantage (Eisenreich, et al., 2022).
Inbound Logistics: Apple obtains its components across the world through suppliers in China, Vietnam, Japan and the USA (Apple.com, 2025). The Factor Mobility Theory underscores the fact that company uses the advantages of mobility of resources such as capital, technology and labour to cross borders to make production more efficient.
Operation: The majority of the production is outsourced to Foxconn and Pegatron in China and Vietnam, where the cost of production is lower, but the quality is not low (Wu, 2023). This shows that company has employed the location advantages to take the advantage of cost-effective environments without negatively affecting its performance.
Outbound Logistics: The products are shipped all over the world using effective networks through digital integration and regional warehouses which corresponds to the transnational strategy of firm with global efficiency and local responsiveness (Budiono and Ellitan, 2024).
Marketing and Sales: Apple utilises a high-end branding approach, where the standardisation of products and localisation of marketing to local preferences are practised as a tenet (Medium, 2020).  
[bookmark: _Toc214228470]2.3 International Strategy and Entry Modes
Apple's internationalisation strategy combines standardisation with selective localisation. The Integration-Responsiveness strategy most closely reflects the Transnational Strategy that balances cost efficiency with market adaptability (Blind, et al., 2024).
China: Apple operates primarily through solely owned subsidiaries and long-term supplier relationships (Dixit, 2024). This fits the Internalisation Hypothesis with a focus on the control of intellectual property and quality of production (Asmussen, et al., 2022).
India: Market entry has entailed joint ventures and FDI partnerships with local manufacturing facilities, for example, Foxconn India and Wistron (Butts, 2025). The Indian Production-Linked Incentive scheme offers location advantages in the form of tax incentives and a skilled labour force (ABC, 2025).
Vietnam: Apple's engagement through contract manufacturing and supply chain diversification reduces dependency on China, reflecting location efficiency and resilience (Supply Chain World, 2025).
Apple's entry strategies are consistent with the Product Life Cycle Hypothesis, where, as products mature and demand becomes stable, production shifts from developed to developing nations. This is a strategic relocation reduces costs and supports market accessibility. Moreover, Free Trade Theories explain such global efficiency in Apple's production is cost-effective labour in China, agility in operation in Vietnam and design expertise with innovation in the USA.
[bookmark: _Toc214228471]2.4 Benefits of Internationalisation
Apple's internationalisation produces several strategic and economic advantages:
Economies of Scale and Cost Efficiency: By outsourcing production to China and Vietnam, Apple can take advantage of the lower cost of production and scale economies. The Free Trade Theory highlights that "nations gain from trade by specialising in the activities where they have comparative advantages" (Mansouri, 2022). This allows company to maintain high margins in a fiercely competitive global environment.
Innovation and Knowledge Transfer: Apple's R&D in the USA, combined with supplier collaboration in Asia that facilitates knowledge sharing. The Eclectic Theory emphasises the way ownership, location and internalisation advantages-technology, low-cost manufacturing and control that interactively reinforce each other in the value creation.
Market Diversification: International operations help decrease Apple's dependence on the West. The growing Indian middle class offers much potential for demand, including favourable demand conditions and factor endowments as drivers of competitiveness (The Economic Times, 2023).
Strategic Flexibility and Risk Mitigation: Diversification of production across China, India and Vietnam helps Apple minimise risks due to geopolitical tensions, trade restrictions and pandemics (Sanghvi, 2025). This flexibility reflects the transnational strategy in terms of balancing central coordination with decentralised responsiveness.
Enhanced Brand Value and Global Recognition: The consistent global image and positioning driven by differentiation and innovation support premium pricing and strong customer loyalty (Zou, 2023). Apple's competitive advantage is based on the concept of differentiation through innovation, it does not low cost-to-value ratios strengthened by superior product design and a superior customer experience.
[bookmark: _Toc214228472]2.5 Challenges of Internationalisation
Despite the success, Apple faces considerable challenges in operating across diverse institutional, cultural and regulatory environments.
Regulatory and legal barriers: Diverging legal environments in emerging markets make it difficult for company to operate. India's restrictions on foreign retail, place additional costs related to compliance, while China has specific data localisation laws (Suraksha and Lohchab, 2025). These issues reflect the kind of constraints predicted by the Interventionist Trade Theories, where government policies can distort free market mechanisms.
Supply Chain Vulnerabilities: Concentration of manufacturing in China exposes Apple to significant political and logistics risks as experienced during the U.S.-China Trade War and COVID-19 disruptions (Horwitz, 2022). The Industrial Organisation Paradigm suggests that firm strategy may be heavily influenced by external environmental forces such as government policy and market structure (Handoyo, et al., 2023). 
Cultural and Human Resource Challenges: Apple's management style, based on American individualism and low power distance, may conflict with more hierarchical work cultures in Asia (Saki, 2025). Applying Hofstede's Cultural Dimensions, both China and India rank high on power distance and collectivism, necessitating an adaptation by firm with leadership and communication strategies to maintain workforce cohesion and motivation. 
Ethical and Environmental Concerns: Criticism of labour practices and environmental impact within Apple's supply chain threatens its brand reputation (Rosenzweig and Wang, 2024). Consumers increasingly demand corporate responsibility that influences Apple to invest in renewable energy, fair labour standards and carbon neutrality initiatives aligned with CSR principles and sustainability under Porter's Value Chain support activities. 
Economic and Currency Risks: The fluctuating exchange rates, inflation and economic instability can erode the profits of emerging economies (Umeaduma and Dugbartey, 2023). The Location Hypothesis warns firms that there is always a trade-off between location advantage and macroeconomic risk. 
Competition and Market Saturation: In countries with price sensitivity such as India and Vietnam, high competition persists within local companies such as Xiaomi, Oppo and Samsung. The Five Forces Model identifies highly competitive rivalry and buyer power as critical threats to profitability. Apple needs to continue leveraging its differentiation strategy and ecosystem integration to maintain dominance in the market.
International operations by Apple illustrate the practical implications of several international business theories. The OLI framework shows that ownership advantages (brand, innovation), location advantages (cost, talent, infrastructure) and internalisation advantages (quality control) explain its global expansion. Porter's Value Chain and Diamond Model further clarify how the strategic integration of Apple's resources across countries creates sustained competitive advantage. However, Interventionist Theories, Cultural Frameworks and Trade Theories expose the external challenges ranging from regulatory complexities to cultural adaptation that firm has to negotiate continually. 


[bookmark: _Toc213690884][bookmark: _Toc214228473]3. Impact of the OLI factors on the international market entry modes
Apple is spreading its business and activities into the emerging markets in China, India and Vietnam. These nations are rapidly developing to become the key manufacturing and consumer centers for the company. Apple has been shifting their iPhone manufacturing units to India to decrease its over-reliance on China and enhance its presence in all parts of Asia (Vengattil, 2025). With its idea of worldwide expansion, Apple needs to select entry strategies that align with the company's strengths and opportunities in the country.
The OLI framework is applied in the report to gain an understanding of these decisions of the company. OLI refers to the concepts of Ownership, Location and Internalization advantages that determine why the companies needs to expand globally and how they choose the most suitable markets (Chemsripong, 2023). The OLI framework assists in examining the international strategy of Apple and explains why China, India and Vietnam are suitable locations for expansion and investment.
[bookmark: _Toc213690885][bookmark: _Toc214228474]3.1 Ownership Advantages (O)
The ownership advantages can be explained as the competitive advantages of the firm that enable it to compete successfully in new markets of other countries. In the case of Apple, the global brand name and customer loyalty are one of its strongest ownership strengths. Apple has a strong brand image, customer interaction and premium position that enable it to grow above its other competitors. In the same way, the company has ranked as the most valuable globally in the last 4 years, which demonstrates its trust and recognition among the global audience (Morris, 2025). Apple can enhance its global presence by expanding its business into other emerging nations.
Apple spends a huge amount of money on new tools, software and technologies to assist the developers and enhance the user experience (Apple Newsroom, 2024). The company constantly offers new features, which can be seen with technologies that were announced at WWDC20 (Apple Newsroom, 2020).  The ecosystem of Apple, such as iOS, iCloud and other products, such as Apple Fitness+, is another strength of the company (Caminade and Borck, 2023). This also adds value to the customers, which results in enhancing the company’s long-term loyalty. 
The ownership advantages of Apple, including brand image, technology innovation and ecosystem combination, can assist the company to reduce the challenges in the global markets. These strengths will also help attract more customers, maintain its leading position and achieve long-term growth.
[bookmark: _Toc213690886][bookmark: _Toc214228475]3.2 Location Advantages (L)
Location Advantages (L) are the specific natural or created resources within a foreign country that make it attractive for a company to perform value-adding activities there. The labour force and the manufacturing base in China are highly skilled which attracts Apple to rely on it for its production. China has a big and well-developed supplier base that enables Apple to manufacture products in a minimum time and maintain quality. The revenue of China’s smartphone market is expected to reach around $111.86 billion, which indicates a high number of smartphone users. All these reasons make China a suitable place in terms of production and sales (Statista, 2025).
‌The Indian market has also provided good location advantages in support of Apple's growth. The increasing demand for smartphones, digital services and modern technology among the middle class is contributing to making it a suitable place. The smartphone market of India rose by 3% between July to September, which shows that a greater number of people are buying new smartphones (The Economic Times, 2025). The rapid digitalization of India, which includes online payment, mobile applications and streaming services, has contributed to generating more demand in the mobile ecosystem.
[bookmark: _Toc214228476]3.3 Internalisation Advantages (I)
Internalisation component of the OLI framework is a strategic move by a given firm to undertake some of its business operations in-house instead of depending on the external markets or licensing (Luo, 2021). The internalisation strategy adopted by Apple lies in its own control of its intellectual property, consistency in the value chain and safeguarding its brand name to imitation (Zeana, 2023). The Internalisation Hypothesis states that firms internalise activities when externalisation is risky due to market imperfections such as contract enforcement problems or leakage of knowledge (Forsgren and Holm, 2022). Key functions such as R&D, software development and ecosystem integration are internalised by Apple, whereas manufacturing is externalised to partners whom it trusts. This mixed system is efficient and does not have to lose its control. 
An example is that the hardware components of Apple are created and innovated in the United States, but the assembly is outsourced to the Chinese and Vietnamese companies Foxconn and Pegatron (Supply Chain World, 2025). By the use of internalisation, Apple obtains exclusive technology, design confidentiality and brand consistency at the international level. The digital ecosystem of Apple includes internalisation as well as its App Store, iCloud and iTunes functions are run under a monopoly (Medium, 2024). This type of closed-system model optimises customer retention and keeps competitors away with valuable data about users. 
[bookmark: _Toc214228477]3.4 OLI Framework used in the Country 
[bookmark: _Toc214228478]3.4.1 USA-China
China is the main production centre and also a significant consumer market for Apple (Thorbecke, 2022).
Ownership Advantages: The company's worldwide reputation in quality and innovation gives Apple an edge in controlling the high-end smartphone market in China, where consumer loyalty is engineered by technological superiority (Gurman, 2025).
Location Strengths: The Factor Conditions of the Diamond Model of Porter include the skilled workforce of Chinese companies along with their powerful logistics and robust industrial environment that can offer unprecedented efficiency and scalability. 
Internalisation Benefits: Apple has a high level of control because of the strict monitoring of suppliers and quality checks inside the company. This is explained by the Internalisation Hypothesis that robust proprietary technology needs to be secured in a country where there is a reputation for intellectual property insecurity.
[bookmark: _Toc214228479]3.4.2 USA-Vietnam
The development of Vietnam as an alternative manufacturing base is based on its comparative advantage. Apple has technological advantage and design skills and through strategic alliances with Vietnamese assemblers (Thorbecke, 2025). 
Location Benefits: Vietnam has cheaper labour costs, political stability and government incentives for high-tech investment. Besides, the free trade agreements such as CPTPP increase the competitiveness of exports (Francois, et al., 2023).
Internalisation Benefits: Apple practices severe compliance regulations and long-term agreements on supply to guarantee quality production (Dixit, 2024).
[bookmark: _Toc214228480]3.4.3 USA-India
The participation of Apple in India is a twofold interest in the production and the market development.
Ownership Benefits: The differentiation of Apple is innovation-based and enables the company to attract the aspirational middle class in India.
Location Advantages: The policies of the Indian government on the Make in India initiative, especially the Production-Linked Incentive (PLI) plan are an attraction to world investors (PIB, 2025). The demographic dividend experienced by the country with a young and tech-savvy population that has potential long-term demand.
Internalisation Benefits: Apple has developed joint ventures and subsidiaries with local partners such as Tata Electronics and Foxconn India to create control of production by fulfilling the local regulatory demands (The Economic Times, 2025). 



[bookmark: _Toc213690887][bookmark: _Toc214228481]4. Critical Analysis of Cultural Differences
The difference between cultures is a crucial element in the international business processes, particularly for multinational companies. Cross-cultural understanding is necessary as the differences in beliefs, values and social norms can affect the overall performance, negotiating style, leadership style and customer responses (Huang, 2023). Apple Inc. is a leading United States-based technology firm that is improving its presence in the rapidly growing economies, including China, India and Vietnam. Apple has been planning to shift most of its production to India, which indicates its strategy to enhance growth (Vengattil, 2025). The CEO of Apple announced that most of the iPhones sold in the US will be produced in India, with Vietnam as a center for components and assembly processes (Times of India, 2025). 
[bookmark: _Toc213690888][bookmark: _Toc214228482]4.1 Hofstede Cultural Dimensions
The expansion behavior of Apple can be understood by applying Hofstede’s cultural dimensions. It offers a key understanding of the impact of cultural differences on the strategies, market entry decisions and management practices of an organization (Firican, 2022).
[image: ]
Figure 2: Comparison of Cultural Dimensions
 (Source: The Culture Factor, 2025)
‌Figure 2 shows the comparison of Hofstede’s cultural dimension scores for the emerging countries, including the United States, China, India and Vietnam. 
[bookmark: _Toc214228483]4.1.1 Power Distance
The United States has a comparatively low score of 40, which indicates that it values equality, open communication and decentralized decision-making. On the other hand, China, India and Vietnam have very high scores in Power Distance. This reflects that hierarchy is highly observed in these countries and the people expect the leaders to make decisions and provide clear instructions. In the case of Apple, this is to ensure that its informal American management style is modified to match the demands of the locals. 
[bookmark: _Toc214228484]4.1.2 Individualism vs Collectivism
The high score of the United States on individualism depicts that people value personal freedom, independence and personal accomplishments. The United States has a high score of 60 as compared to China, India and Vietnam, whose scores are lower. This indicates that these countries have collectivist cultures where people value family, community and social harmony. The operations of the company stores need to focus on cooperation among employees and relationship-based interactions with the customers. 
[bookmark: _Toc214228485]4.1.3 Achievement Orientation
The high scores of China, the USA and India reflect that their societies often focus on achievement, progress and success. The premium products are considered the symbol of status and personal accomplishment by the consumers of these countries. On the other hand, Vietnam has a lower score of 40, which means that it has a culture that values fairness and balance rather than rivalry.
[bookmark: _Toc214228486]4.1.4 Uncertainty Avoidance
The low Uncertainty Avoidance score is observed in China, India, Vietnam and the USA. It means that the population of these countries are comfortable with the change and is more flexible to accommodate new concepts and innovation. This cultural aspect highlights the need for Apple to adopt a fast product development cycle and frequent updates to the software. This assists Apple in introducing new models, services and digital ecosystems without any cultural resistance. 
[bookmark: _Toc214228487]4.1.5 Long-Term Orientation
China has a very high score of 77, indicating that the country has strong cultural values which are associated with planning, persistence and long-term relationship building. The low score of India, Vietnam and the USA indicates less bias towards tradition and increased flexibility. In the case of Apple, long-term orientation in China implies that it is necessary to build long-term relationships with manufacturers and government agencies. 
[bookmark: _Toc214228488]4.1.6 Indulgence
There are many differences between the United States and the emerging markets in terms of the Indulgence dimension. The USA scores high with a score of 68, which indicates a culture where enjoyment, lifestyle and luxury spending are valued. China, India and Vietnam are at lower scores of 24, 26 and 35, respectively, which means that they tend to spend less and make careful financial decisions. This influences the perception of consumers towards high-end products of the company, including the iPhone.
[bookmark: _Toc213690889][bookmark: _Toc214228489]4.2 Impact of Cultural Differences on Apple’s Market Entry Strategy‌
The differences in culture play a major role in determining the market entry strategies of Apple in China, India and Vietnam. Apple often modifies its marketing and communication strategies to reflect the cultural values, which enables the brand to look more familiar and authentic (Qamara, et al., 2025). The advertising strategy, including family usage, social attachments and community experiences, is more effective in the collectivist cultures of India and Vietnam (Yang, 2025). To align with the workplace practices, Apple need to adopt more hierarchical management and formal communication in high-power societies such as China and India. Moreover, low scores on indulgence in these countries affect the pricing strategy of the Apple company.
In addition to a cultural aspect, geopolitical and operational aspects also affect the growth of Apple. The recent trade tariff issue between China and the United States has raised the cost of production and created uncertainty in long-term planning. This has made it difficult for Apple to shift its manufacturing units to other nations (Liang, 2025). Apple also need to modify its marketing strategy of red iPhones in China due to its association with the global HIV/AIDS charity campaign. This determines that it is necessary to customize products and promotional campaigns to meet the local political and social demands (BBC, 2017). The other key issue in shifting production to India and Vietnam is that these countries do not have the advanced manufacturing ecosystems that China has. The supply chain of China has good suppliers, efficient factories and a trained workforce. These factors are making it difficult for the company to effectively shift their production from China to other countries (Biswas, 2025).
The language accessibility of Apple has also affected its relocation, as some of its customers cannot easily change the language options and get proper translations. This has highlighted the need for Apple to adapt to the local communication needs (Kruger, 2023). However, Apple has modified its online platforms and retail services to meet the service expectations of different cultures (Borck, et al., 2021). The pricing issues of the company force it to engage in providing the EMI plans, trade-ins and old models to satisfy the customers. These cultural adaptations can assist Apple in effectively achieving success in these emerging countries. 


[bookmark: _Toc214228490]5. Strategic Adjustments for Emerging Markets 
The ongoing global expansion and sustainability success of Apple is facilitated by its strategic flexibility in the different economies, cultural settings and regulatory environments of the new market economies such as India, China and Vietnam. Despite having a good ownership edge in terms of innovation and brand loyalty, Apple has to match the market dynamic forces by ensuring that its localisation strategies resonate with fast-changing market realities to ensure it retains a competitive advantage. 
[bookmark: _Toc214228491]5.1 Localised Supply Chain and Production Sustainability
The ecosystem in which company produces its products is still highly reliant on China where 90% of its products are assembled by its partners such as Foxconn and Pegatron (Bloomberg, 2025). To manage geopolitical and logistical shocks, Apple has strategically diversified its manufacturing to India and Vietnam (Collins, 2025). 
India: The “Make in India” effort and Production-Linked Incentive (PLI) programs have made India a competitive manufacturing location (The Economic Times, 2021). The move by Apple to increase assembly of iPhone under the Foxconn India and Tata Electronics company is aligned with the OLI Framework in that it utilises location factors and internalises control of quality (The Economic Times, 2025).
Vietnam: Apple's investment in component manufacturing plants in Vietnam provides the company with differentiation of the value chain and improves resiliency against political conflicts (Sharma, 2024). The stable governance, enhancing infrastructures and preferable trade arrangements (CPTPP, RCEP) are favourable to the long-term supply chain diversification based in the country (Sari and Prayogo, 2025).
The inbound logistics can be improved by the use of localised suppliers in both India and Vietnam to decrease lead times and carbon emissions. Circular economy activities that can be built into the ESG commitments can also include recycling, reusing parts and sustainable packaging (Biswas, 2025). The company needs to adjust its culture and human resources to the culture and human resources of its target market (Collins, 2025). The presence of cultural differences in the emerging markets requires tactical HR and management changes. As Hofstede Cultural Dimensions show, China and India have high power distance and collectivism which is in contrast to the U.S. culture of Apple, where the hierarchy is low and each individual is an individual. 
Communication and Leadership: Decision-making in hierarchical societies is usually top-down. Apple can establish a culturally responsive management system by involving the leaders in the specific area who are familiar with the norms of the community. Intercultural competence and inclusive communication can help to lessen internal conflicts and increase productivity through the introduction of leadership training programs based on these principles (Braslauskas, 2021). Applying cross-cultural management models can help Apple design culturally responsive HR practices that also guarantee a greater correspondence of corporate and regional cultures.
Talent Development: Apple can invest more in local skills by forming training alliances and technical schools in India and Vietnam. Additionally, this can help Apple to utilise local creativity by establishing innovation centres in the emerging economies at a lower operational cost.
Motivation and Retention of Employees: Collectivist cultures attach importance to the harmony within the group and employment security (Chen, et al., 2021). Therefore, the HR policies of Apple needs to be centred on the team-based rewards, long-term contracts and internal mobility opportunities. A combination of HR policies and Maslow's hierarchy of needs and Hofstede's long-term orientation guarantees a longer-term engagement of the workforce and reduces turnover.
[bookmark: _Toc214228492]5.2 Promotion, Branding and Consumer Adaptation
The ability of Apple to market itself successfully follows the need to balance standardisation and localisation. Global uniformity is important in the esteem of the brand, but local flexibility is vital in creating emotional resonance and affordability in the rising markets.
Segmentation, Targeting and Positioning (STP): Apple in India needs to target aspirational middle-income buyers who link high-quality brands to social status. Young professionals and tech enthusiasts who appreciate performance and innovation can be included in the segmentation in Vietnam and China. Emotional branding can be improved by targeting these consumer groups using culturally relevant messages and localised campaigns (Liu, 2023). Positioning can focus on how Apple represents itself as a symbol of innovation, creativity and positional status.
International Pricing: The emerging markets are also still sensitive to prices. Although Apple has a Differentiation Strategy which warrants high prices, localisation needs flexible pricing models such as trade-ins, EMI financing and older generation product bundles. To illustrate, the approach used by Apple to sell old iPhone models in India and Vietnam is successful in expanding its market base without decreasing its brand equity.
Policies of Promotion and Communication: It is important to culturally adapt promotional material. Marketing in collectivist societies can emphasise the family, community and shared experiences which aligns with the collectivism dimension of Hofstede. Another way that Apple can use culturally resonant campaigns is by capitalising on local festivals. Local influencer and language-specific online advertisements reinforce brand authenticity and connection with the consumer.
Branding and Emotional Storytelling: The Apple branding is built on an emotional narrative by incorporating global innovation narratives with regional aspirational stories (Medium, 2025). In China, branding strategies can be structured aligned with long-term relationship values and in India, they can be structured around empowerment and innovation. The emphasis of Think Different and sustainability as applied by Apple can align with local stories and this should integrate the effective branding with cultural pride.
[bookmark: _Toc214228493]5.3 Competitive and Strategic Realignment
The continued expansion of Apple in the emerging economies necessitates the strategic repositioning of its competitive edge. Apple is still pursuing differentiation in terms of design, technology and ecosystem integration and not cost leadership (Pereira, 2025). However, in the case of local adaptation, the selective application of cost-effective operations and bundling of products is necessary without undermining the perception of high-quality brands. Industry Organisation (IO) paradigm indicates that the external competitive forces including the local competition, buyer power and regulatory forces to determine the strategy of Apple. 
The Five Forces Model used in India and Vietnam demonstrates that there are high competition and sensitivity of buyers. To address them, Apple can increase vertical integration with its suppliers and retailers and improve the efficiency of its value chain. Moreover, the transnational strategy is still the most appropriate tool to be applied to Apple. It is a blend of efficiency worldwide and local responsiveness. The hybrid model enables Apple to be able to deal with complexity and remain a leader in the field of innovation.
[bookmark: _Toc214228494]5.4 Recommendations 
To maintain a competitive advantage, Apple needs to work on:
Local Innovation Hubs: Introduce region-specific technologies by opening R&D centres in India and Vietnam to exploit the ownership and location advantages of OLI.
Sustainability Integration: Integrate the concept of green supply chain which is connected with Porter's support activities of the value chain and global ESG.
Digital Localisation: Go local with more local-language App Stores and customer services to enhance accessibility and inclusivity.
Strategic Partnerships: Partner with local technologies and governments on 5G, AI and sustainability.
Those activities correspond with the Eclectic Paradigm and Product Life Cycle Hypothesis in which Apple develops its international approach by localising the production and innovation and keeping the design and ecosystem centralised.



[bookmark: _Toc214228495]6. Conclusion 
Internationalisation of Apple Inc. into emerging markets such as India, Vietnam and China is an indication that an international company is able to combine the benefits of OLI, cultural responsiveness and value chain optimisation to remain competitive. Its model of transnationalism that is the balancing of both the standardisation of innovation and local adaptability is efficient and contributes to the promotion of cultural and economic dimensions. Apple can better its strategic positioning in the long term by localisation of supply chains, marketing and HR policies and sustainable operations. The principal international business theories applied that are the OLI Framework, Porter's Value Chain, Hofstede Model and the Integration- Responsiveness Grid can help one see how Apple remains a differentiation-based leader despite the intricate trade, cultural and institutional pressures. Further strategic adaptation, some investment into localisation and ethical leadership can enable Apple to survive in changing global markets and retain its high-end brand and its excellence in innovation.
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