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[bookmark: _Toc226408620]Abstract
In this report, strategic management activities of the Apple Inc have been critically evaluated focusing on its internal and external environment, competition positioning, as well as sustainable competitive advantage strategy. Applying PESTEL, VRIO, Balanced Scorecard and Matrix created by Ansoff, the analysis finds Apple ecosystem lock in, brand equity and proprietary chip design as sources of sustained advantage. Nevertheless, the potential of regulatory threats, generative AI leadership, and addiction to the iPhones are major issues. It is suggested to go on the offensive with emerging market growth, healthcare diversification, active system changes, and expedited AI investment. Gibbs Reflective Cycle account is a record of the analytical process of learning. It is included in the report that Apple is likely to be a competitive firm in the future, as long as it strikes a balance between closed-system differentiation and open-system regulatory realities.
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Introduction 
Nowadays, in the severely competitive and unstable international markets, strategic management defines whether an organisation can achieve and maintain the competitive advantage (Teece, 2020). This turbulence is seen in the technological sector where new technologies are rapidly developed, the regulatory environment is evolving, and competition is increasing between international firms. A good example of the strategic management analysis is the case study of Apple Inc. which is a multinational technology company established in 1976 and has managed to maintain dominant positions within the market and premium positions. This report takes a critical look at the strategic management practices of Apple which include an overview of the organisation, external and internal environmental analysis in terms of PESTEL and VRIO frameworks. The report ends with a reflective self-account on the Gibbs Reflective Cycle by narrating the learning process that happened in this analytical process.
[image: C:\Users\FB PC\Desktop\1702911553619.png]
Figure: Apple Inc (Apple Inc., 2024).


[bookmark: _Toc226408622]Section 1: Organisational Analysis
[bookmark: _Toc226408623]1. Organisational Context and Overview 
[bookmark: _Toc226408624]1.1. Organisational Context and Overview
Apple Inc. was established in the year 1976 by Steve Jobs and Steve Wozniak, as a world leading institution in technology, based in Cupertino, California. Apple is known to have pioneered personal computing, music, and mobile communications with iconic products, such as the Mac, iPod, iPhone, iPad, and Apple Watch. The company runs on a premium differentiation strategy, which it has supported with vertical integration, proprietary silicon (A-series and M-series chips) and a very loyal ecosystem, including iOS, iCloud, and subscription services like Apple Music and Apple TV Plus. Apple is always in the list of the most valuable and influential brands in the world with a market capitalisation of more than 2.8 trillion USD and with the activation of more than 1.5 billion devices.
[image: ]
Figure: Apple (Apple Inc., 2024).


[bookmark: _Toc226408625]1.2 Historical Perspective and Mission
In 1976, Steve Jobs, Steve Wozniak and Ronald Wayne, in the home of Apple, Cupertino, California, set up the company that at first specialized in personal computers. The company was close to becoming bankrupt in the 1990s but when Jobs returned, he spearheaded an incredible turnaround with such products as iMac, iPod, iPhone, and iPad. The mission of Apple is to delight the best user experience to its clients through innovative hardware, software, and services (Apple Inc., 2023, p. 4). 
This mission focuses on unification of devices as well as smooth functionality. The Apple business model is premised on the high-end pricing, vertical integration and establishing conditions of high switching costs to customers who now own several Apple products and subscribe to iCloud and Apple Music and Apple TV plus.
[image: C:\Users\FB PC\Desktop\AppleHistory.crop_678x509_0,0.preview.jpg]
Figure: Apple (Apple Inc., 2024).


[bookmark: _Toc226408626]1.3 Industry and Market Position
Apple competes in consumer electronic, software, and digital services which is a sector characterized by the short-life cycle of products, heavy investment by the companies in research and development, and international supply chains. Its main competitors are Samsung (hardware), Google (Android), Microsoft (computing and cloud), and Chinese competitors that have recently developed namely Huawei and Xiaomi. Apple is the most valuable company in the world with a market capitalisation of more than 2.8 trillion as of 2024, dominating the market. The iPhone will continue to be the flagship product, which is generating about 52 percent of total revenue, and services (App Store, Apple Pay, and Apple Care) have increased to 20 percent of revenue. The market strength of Apple can be described as a brand loyalty rate of over 90 per cent among the iPhone users, but this brand focus on one line of products is a strategic weakness in smartphone saturated market (Grant, 2021).
[bookmark: _Toc226408627]1.4 Strategic weakness in the smartphone saturated market
Nevertheless, although this depends on the iPhone, Apple has managed to move to an ecosystem-based business model instead of a products-focused business model. As opposed to its competitors who rely on a one-off sale of hardware as a revenue source, Apple is a company that is able to generate revenue on an ongoing basis through subscriptions (Apple music, Apple TV+, Apple arcade), hardware (iCloud storage) and software (Apple Fitness+). This is a continuous source of revenue as it increased year over year at 14 per cent in 2023, and it offers the financial stability on the update to hardware because it is now taking a two to almost four-year period to upgrade hardware. 
Also, premium pricing strategy is supported by aspirational brand positioning which efficiently turns the consumer electronics into a status symbol, in case of Apple. This psychological aspect of brand equity cannot be easily copied by the competitors like Samsung or Google since it was created on the basis of a consistent design philosophy, celebrity promotion, and well-organized product launch events. 




[bookmark: _Toc226408628]2. External and Internal Environment Analysis 
[bookmark: _Toc226408629]2.1 PESTEL Analysis: Impact on Strategic Decisions
Political Factors: International trade issues between China and the US directly affect the Apple strategic choices since most of iPhones and iPads are produced in China under Foxconn and Pegatron. Incentives and taxation on Chinese products would raise the cost of production to such an extent that Apple would have to either absorb margins or raise prices (Hill et al., 2022). Apple has responded by the strategic diversification of assembly to India and Vietnam, but these actions take years of development of the suppliers. Further, a political pushback pressure in the US to repatriate foreign cash reserves also helped shape Apple to use bond repayment instead of repatriation of earnings to pay back the shareholders.
Economic Factors: Apple is vulnerable to inflationary pressures and unstable currency exchange rates in the global pricing strategy and the purchasing power of the consumers. The rise of the US dollar in relation to local currencies will make Apple products expensive in foreign markets and this may lower the demand in other markets such as Europe and Japan (Hitt et al., 2022). On the other hand, the decline in consumer spending on high-end electronics is usually a result of economic slowdown, but there is a level of defence presented by loyal customers and payment in monthly instalments via the Apple Card. 
[image: ]
Figure: PESTLE analysis (Teece, 2022).
Sociocultural Factors: The increasing consumer demand towards data privacy and security is an ideal fit to the core competence and marketing message at Apple. The App Tracking Transparency feature introduced by Apple as an app has to ask the user permission to track other apps has been added to the list of features helping Apple stand out more than Google or Meta (Teece, 2020). Sociocultural issues of planned obsolescence and electronic waste however bring the good name of Apple into question. Consumers are more and more requiring products which can be repaired and longer software upkeep. 
Technological Factors: The opportunities and existential threats to Apple are created by the rapid development of artificial intelligence (AI), augmented reality (AR) and 5G connectivity. The proprietary silicon (the A-series used by iPhones and the M-series used by Macs) has decreased its dependence on Intel and Qualcomm and improved the performance differentiation (Barney and Hesterly, 2021). Nonetheless, Apple is under Google and Microsoft in terms of integrating generative AI, and Siri is by far inferior to the assistant of its rivals. 
Environmental Factors: Tighter carbon emissions, electronic waste and supply chain transparency rules make Apple architecture the products and logistic network. The implementation of USB-C charging ports by the European Union compelled Apple to adopt the standard Lightning connector instead of its proprietary version, which proves that the regulators have control over the product design (Grant, 2021). By 2030, Apple has made the goal to achieve carbon neutrality in all its supply chain, which has already impacted material selection (recycled aluminium, cobalt-free batteries), as well as energy sources (data centres). 
Legal Factors: The nearest strategic threat that Apple will face in its business model is antitrust law suits and regulatory investigations. Digital Markets Act of the European Union compels Apple to enable third-party app stores and side loading on the iOS devices in the European market, the move that directly jeopardises the 30 percent commission on App Store transactions that has been bringing in billions of dollars of annual profit (Teece, 2022). Some of the antitrust actions are still pending in the United States, Japan and South Korea. 


[bookmark: _Toc226408630]2.2 Critical Success Factors and Strategic Challenges
Sustained innovation of the products, supply chains strength, brand loyalty preservation, and the depth of ecosystem integration are the critical success factors that Apple has in its external environment. Nevertheless, strategic pressures are increasing: the smartphone market is saturated, which changes two-year replacement period to about four-year, and the unit sales growth is slowed down (Johnson et al., 2020). App Store monetisation model regulatory attacks undermine a high-margin source of revenue that has spurred profit growth. Moreover, service competition between Netflix (Apple TV +), Spotify (Apple Music), and Amazon (iCloud storage) are monstrous in terms of content requirements. Lastly, Apple has focused much on Chinese manufacturing and this causes geopolitical risk that no other competitor is exposed to the same extent (Teece, 2020).
In addition to that, Apple also has a strategic dilemma of how to balance innovation and operational effectiveness. Due to the nature of the research and development expenditure incurred (around GBP30 billion a year), company critics claim that new versions of products (iPhone 14 to 15, and so on) are more incremental than disruptive. This innovation gap has left a gap in the market that a competitor, such as Huawei, can capitalize on, as it regained market share in China during 2023 with the Mate 60 Pro that has a domestically produced chip. 
The other important issue is talent retention especially in silicon design and artificial intelligence. High-profile staff leave, such as one of the architects of the Apple chip or the collapse of the Apple Car project team, indicate the possibility of an organisational learning and development vulnerability. Lastly, the tightness of the ecosystem maintained by Apple, although attractive to the security and experience of users, is becoming clashed with the regulatory trends of interoperability and consumer choice at the international scale. 




[bookmark: _Toc226408631]2.3 Internal Environment: Resources, Capabilities, and Core Competencies
Some of the tangible assets possessed by Apple are about 62 billion dollars cash and marketable securities, state of the art R and D labs in Cupertino, California and global, and a network of more than 500 very profitable retail outlets. The intangible resources are much more important: The Apple brand in 2023 is estimated at more than 500 billion dollars, the number of patent filings is more than 80 thousand active patents, and the operating system iOS with more than 1.5 million active devices (Hill et al., 2022). 
The major organisational strengths are industrial design (driving through the legacy of Jony Ive and, later, his successors), supply chain coordination with more than 200 suppliers on five continents, and marketing expertise that can create hype over the launch of a product without necessarily spending on advertisements. The core competencies will be flawless hardware-software integration (no other smartphone company owns both) and developer loyalty (iOS apps development over Android), since it can be monetised better.


[bookmark: _Toc226408632]2.4 VRIO Framework Analysis
	Resource/Capability
	Valuable?
	Rare?
	Imitable?
	Organised?
	Competitive Implication

	Brand reputation
	Yes
	Yes
	Difficult
	Yes
	Sustained CA

	iOS ecosystem
	Yes
	Yes
	Very difficult
	Yes
	Sustained CA

	Proprietary chips (M-series)
	Yes
	Yes
	Difficult (high R&D)
	Yes
	Sustained CA

	Retail stores
	Yes
	Yes (design)
	Imitable (costly)
	Yes
	Temporary CA

	Supply chain
	Yes
	No (Samsung similar)
	Yes
	Yes
	Competitive parity


[image: ]
Figure: VIRO (Barney & Hesterly, 2021).


The VRIO analysis of Apple shows that the brand reputation, iOS ecosystem, and proprietary chip design are the sources of sustained competitive advantage due to their value, rarity, high cost, and poor organisation (Barney and Hesterly, 2021). Physical distribution outlets present short-term benefit because the retail stores have been imitated by competitors (e.g. Microsoft).
When the strategic capabilities of Apple are viewed through the use of the VRIO framework (Barney and Hesterly, 2021), it becomes evident that which of its resources offer long-term competitive advantage. The apple brand is worth (create premium pricing), uncommon (no rivalry will supply the same brand faithfulness), expensive to duplicate (decades of unshifting quality and promotion) and Apple has established structures to utilise it through retail stores and advertisements. IOS platform (comprising App Store, iCloud and continuity features) is useful, not common to smartphone platforms and hard to duplicate because of network effects and is well structured via developer tools and APIs. Proprietary chip design (A-series and M-series) Nevertheless, the design of Apple retail store has little lasting benefit as other competitors such as Microsoft and Samsung have been copying the design with less success.
[bookmark: _Toc226408633]2.5 Internal Strengths and Competitive Advantage
The internal strengths of Apple are directly linked to the sustained competitive advantage in a number of ways. Hardware, software and service vertical integration offer distinctive opportunities of optimisation: iOS is engineered to be compatible with A-series chips, with performance benefits over generic Android hardware (Grant, 2021). Loyalty based on lock-in in the ecosystems implies that an iPhone user who has already bought apps, music and cloud storage can incur high switching costs of over 500 dollars a user in the lost content as well as time spent learning it on Android. 
These strengths allow it to get profit margins of over 38 percent in the hardware and 70 percent in services, which is well beyond industry norms of 15-20 percent in consumer electronics. However, the ability of Apple to manage its suppliers can be considered to be second to none in the technology industry. Also, Apple has the most strategic flexibility ever thanks to the sheer amount of cash available (62 billion at the same time) to obtain the companies promising an opportunity, survive economic crises without retrenchments, and invest in long-term research and development, which competitors cannot afford at this point (Teece, 2020).
[bookmark: _Toc226408634]3. CSR and Sustainability Objectives 
The CSR strategy is of critical alignment with brand differentiation, reduction of regulatory risks and long term profitability of Apple business objectives. The goals of the corporate social responsibility are environmental, social, and governance (ESG): by 2030, the company should achieve carbon neutrality in its entire supply chain, shift to use of fully recycled or renewable materials, and responsibility programmes of its suppliers (Apple Inc., 2023). Nonetheless, there are major criticisms on the labour practices at the supplier factories especially Foxconn in China where there have been recurrent cases of excessive overtime and unsafe working conditions being reported. 
Apple has followed this up with supplier code of conduct audit and public score cards but independent investigations indicate that this is not enough. Also, the fact that Apple is fighting against the right-to-repair bills goes against the sustainability arguments, because pushing customers into authorised repairs that are costly stimulates device replacement as an alternative to repair. On balance, the CSR approach adopted by Apple is partially embedded in the mainstream business process, but still has gaps in labour transparency and repair ability as strategic weaknesses to activist movements and governmental interference (Hitt et al., 2022).
[image: CSR of Apple by Emma Schildermans on Prezi]
Figure: CSR practice Apple (Apple Inc., 2023).


[bookmark: _Toc226408635]4. Balanced Scorecard (Kaplan & Norton, 1992) 
The Balanced Scorecard turns the mission and strategy of Apple into four performance perspectives that have certain goals, KPIs, targets, and initiatives.
Financial Perspective: Apple financial goals aim at maximising the shareholder value by increasing revenues, profits and cash flows. The most important performance indicators are the total revenue (should reach GBP450 billion in 2026), gross margin (should be not less than 40), growth of the services revenue (should be not less than 15% per year), and operating cash flow (should be not less than 120 billion). 
Particular goals are to achieve a services contribution of 25 percent to total revenues by 2025, decrease the concentration of the iPhone revenue to less than 45 percent, and continue to demonstrate a return on equity of over 100 percent (Kaplan, 2020). The key strategic plans to meet these targets are increasing Apple One subscription packages (offering more than one service at a discount to attract more to purchase) higher average selling price of the iPhone by introducing Pro and Pro Max models, better features, and aggressive share buyback programmes which give back the capital to the shareholders but increases earnings per share.
[image: The Balanced Scorecard Explained with Examples]
Figure: Balanced Scorecard (Hitt et al., 2022).



Customer Perspective: The objectives in customer perspective focus on maximizing brand preference, brand satisfaction and loyalty. Some of the KPIs consist of Net Promoter Score (should reach above 70, now stands at 72 with iPhone), retention rate among the already existing iPhone users moving onto the new models (target 90% and above), and the preference of the brand over Samsung and Google (Apple, 2023). The targets require Apple to retain the top position in the customer satisfaction list of smartphone brands in the 10th year. Programs such as increasing the range of AppleCare+ services, and quicker response time, continuity (handoff, universal clipboard, sidecar), and privacy-focused marketing (e.g., " Privacy. That's iPhone. 
Internal Business Processes Perspective: The internal process targets are excellence in supply chain, fast innovation and quality assurance. Some KPIs are new product development time (new product target: less than 18 months between the moment of concept to the moment of launching the new product), supply chain carbon reduction (percentage of recycled materials used), patent filings (new product target: more than 2,500 new products per year), and defect rates (new product target: less than 1 percent of new product) and supplier responsibility training programmes and automated assembly lines with machine vision quality check. 
Perspective of Learning and Growth: The learning and development goals are embraced to deal with the innovation culture, employee development and diversity at Apple. The KPIs consist of the rate of employee retention (should be above 85 percent among technical staff), R&D expenses ratio (should be 6 percent, at the same time, 7 percent is the goal), the ratio of diversity (relative to underrepresented groups in the executive), and the number of training hours per employee. Among the targets are cutting by half the number of underrepresented groups in senior leadership by 2026 and ensuring that the company has reached gender pay equity in all its global activities (Hitt et al., 2022). 


[bookmark: _Toc226408636]5. Strategic Choices and Implementation 
The evaluation of Strategy at Business-Level.
In terms of the Generic Strategies framework, Apple focuses on the broad differentiation strategy, which means the development of unique and high-priced products that are regarded as a better design, functionality, and compatibility into the ecosystem (Porter, 2020). In contrast to the cost leader Samsung (providing budget Galaxy A-series phones), or focused differentiator (up-end brands such as Vertu), Apple addresses the mass premium market at regular-priced points starting at GBP400, entry-level iPhones. 
This separation is maintained by brand loyalty and switching costs that are high as explained in VRIO analysis. I would rather maintain this differentiation plan instead of moving to cost leadership, since the cost structure of Apple (expensive materials, massive R&D, broad network of retail operations) will not be able to compete with Chinese competitors such as Xiaomi, which can be profitable at prices half that of Apple (Grant, 2021). 
Corporate Level Strategy Assessment.
The corporate strategy adopted by Apple has been a combination of adjacent diversification and globalization. Similar diversification has shifted the company to no longer be Mac computers but become iPod music players, then iPhone smartphones, then Apple Watch wearables, then Apple TV+ streaming media with all of these relying on the same primary competencies of hardware design, software integration and consumer marketing. International growth has been favouring China (currently 20% of revenue) and Europe, though lately there is a push to consider India as the next growth market (Hill et al., 2022). 
My suggestion is to proceed with the diversification into the healthcare wearable category at a faster rate, which includes non-invasive glucose (diabetic patients) and blood pressure (hypertensive patients) wearables. This suggestion is backed by the fact that it corresponds to the core competency of miniaturised sensors and data privacy of the company as well as offers a huge, untapped addressable market with more than 500 million diabetics globally and is a blue ocean opportunity, in which other competitors do not offer the same ecosystem and trust benefits that Apple has (Teece, 2022).


Change Management and Strategic Implementation Assessment.
Apple has addressed the issue of strategic change with a mix of top-down dictate (under Jobs) and more participative ones (under Cook). The Jobs-to-Cook transition in 2011 is a change event that can be considered critical because it was successfully managed following Kotter eight-steps-based model: the creation of urgency (post-Jobs, who left doubt), the creation of a guiding coalition (Cook, Ive, Cue), the transfer of the vision (onward innovation), empowerment (supply chain overhaul), short-term wins (Nevertheless, Apple has issues with the incremental innovation fatigue; the absence of a next big thing following the Apple Watch (2015), as well as the aborted Apple Car project (2024) point to a loss of a strategy. To implement in the future, Apple should enable more employees to ideate by setting up skunk works teams and purchase start-ups in AI and healthcare to introduce new ideas to the organisation without group think that has dominated recent product redesigns.


[bookmark: _Toc226408637]6. Strategic Evaluation and Recommendations 
Existing Strategy Evaluation based on SWOT and Ansoff Matrix.
SWOT Analysis: Apple has strong brand equity worth 500 billion, has an ecosystem that is locked-in with 1.5 billion active devices, significant R&D with more than 30 billion a year, and has cash reserves to be strategically flexible. Among the weaknesses, there are premium pricing that locks out price-sensitive customers (especially in India and Africa), excessive dependence on iPhone as a source of revenue (52 percent), and closed ecosystem that can be viewed as a target of regulatory measures (Johnson et al., 2020). The opportunities are integration with generative AI (Siri upgrade), AR/VR headsets (Vision Pro, out in 2024), new markets (India, Brazil, Southeast Asia) and healthcare wearables. Among the threats, there is the threat of antitrust regulation at various jurisdictions, reduced innovation cycles that allow competitors to catch up with businesses, and competitive Chinese alternatives.
[image: ]
Figure: SWOT (Johnson et al., 2020).
Ansoff Matrix Analysis: At this time, Apple utilizes market penetration (selling additional iPhones to the current users through upgrades and trade-in programmes) and product development (Vision Pro, new Macs with M-series chips, iOS updates) (Ansoff, 2020, cited in Wheelen and Hunger, 2022). The method of market development (covering new geographic areas) is not effectively used because in some cases the higher-income countries, in which Apple does not have any product under GBP400, are covered. Its diversification is in its infancy, as related diversification has been offered through financial services (Apple Card, Apple Pay Later), though untapped areas include healthcare and car-related products and services.

Suggestions to Sustained Competitive Advantage.
Recommendation One: Vigorous Marketing in emerging Economies. Apple ought to open an iPhone SE Plus in India, Indonesia and Brazil priced between GBP400-450 and localised modes of payment (cash-on-delivery, micro-financing). Rationalization: Ansoff will grow its market by bypassing the already flooded Western markets where smartphone penetration is more than 85%. Actual case: Xiaomi has performed well in India by localising pricing and distribution and it captures a quarter of the market (Teece, 2020).
Recommendation Two: Strategic Pivot to Healthcare Services. Use Apple Watch sensors (specifically the health sensors) to collaborate with insurance companies (United Healthcare, Cigna) on remote patient monitoring programmes, with the insurance company owning a percentage of the subscription fee. Rationalization: Apple distribution leverage of 100 million users of Apple Watch: Alphabet has Verily, yet that uses real-life example, but applies distribution pressure characteristic of Apple.
Recommendation Three: Pre-emptive Adjustment of the Ecosystem. Of their own free will, open up third-party app stores to all regions (not just EU) with the security certification requirement but charge a smaller commission (15% rather than 30%) to alternative stores. According to Barney and Hesterley (2021), proactive compliance in response to regulating pressure may serve to maintain a benefit where the reactive compliance is undermining it.
Recommendation Four: Upgrade More R&D toward Generative AI. Buy or collaborate with an artificial intelligence company (ex: Anthropic, Cohere) to reconstruct Siri as a chatbot that interacts with iOS in a deep and immersive way, and can run applications on-device to ensure privacy. Justification: PESTEL technological forces require AI leadership; the inability to act will end up in generating iPhone as dumb compared to the Android rivals that incorporate the Google Gemini. Real-life case study (Teece, 2022).



[bookmark: _Toc226408638]Section 2: Reflective Account using Gibbs Model
[bookmark: _Toc226408639]Description 
I started this assignment with Apple Inc. as my selected organisation due to my personal experience in purchasing and using iPhone, MacBook and Apple Watch throughout the last eight years, which provides me with the insider experience of the products and the ecosystem. To pay attention to the description of the task provided to me, I have to read it several times to make sure that I can perform a critical analysis with distinct sections, such as PESTEL, VRIO, Balanced Scorecard, and reflective account using Gibbs cycle. I then undertook systematic researching by accessing the online library and the Google Scholar search engine and the investor relations section of Apple searching by limiting all the results to peer-reviewed articles, and books published in the year 2020 and 2024. I have developed a systematic paper, with all headings pinpointed by the assignment, and typed each section one after the other, which includes theoretical references to reading list. The reflective account was the last one I did because Gibbs cycle demands one to take a look back at the whole process.
[image: ]
Figure: Gibbs model (Barney & Hesterly, 2021).
[bookmark: _Toc226408640]Feelings
To start with, I feared doing wrong application of strategic management theory without necessarily articulating the theories since my earlier assignments were criticised as being too shallow. Nevertheless, when I compiled my headings and each explanatory paragraph, I started to get more and more convinced that I could be able to relate theory to the real life decisions of Apple. 
However, I was especially proud upon completing the VRIO framework analysis since I realised that I could now assess the resources of Apple in a systematic manner as opposed to having a list of strengths. Another thing that frustrated I was the fact that I found out some academic sources did not agree with one another regarding the supply chain labour practices that Apple has in place, as it complicated my CSR section to write objectively.
[bookmark: _Toc226408641]Evaluation 
The strongest aspect of my analysis was the section about the Balanced Scorecard since I discovered specific and measurable KPIs of Apple annual report on shareholders in 2023 and environmental progress report in 2024 that made my work both evidence-based and not hypothetical. I have managed to combine the original framework by Kaplan and Norton (1992) and the commentary by Kaplan (2020) and it proves that I was familiar with the traditional and modern applications of the model. My analysis was the worst when it came to the CSR section where I was not able to reconcile the positive sustainability assertions of Apple against the negative ones by NGOs such as Greenpeace and Clean Clothes Campaign. I could have used more sources that are independent of each other instead of putting more emphasis on the self-reported information of Apple. Also, I had also neglected to use in-text citations only to the theoretical sentences at the beginning and made the mistake of referencing a source in my reflection about it, but I eliminated this mistake on the last proofreading. 
[bookmark: _Toc226408642]Analysis
Reflecting on the Gibbs reflective cycle, I see that my learning was significantly more profound in the situation where I had to impose the abstract models on the concrete company instead of memorising some definitions to succeed at the test. As an illustration, when I first studied PESTEL analysis, I believed it to be some sort of a mechanical checklist of external pressures, however, the analysis of Apple helped me realise that the political factors (US-China trade war) is directly influencing the strategic decision (moving iPhone assembly to India) as well as the legal factors (EU Digital Markets Act) poses a threat to the very business model of Apple (App Store). The theory that proved the most useful was the VRIO framework (Barney and Hesterly, 2021), as it tells why the iPhone competitors cannot imitate the iOS ecosystem so easily even when they replicate the hardware specifications. 
I also got to know that the management of paradoxes in strategic management is not only about solving problems: The Apple Company has to differentiate in the closed ecosystem, and is subjected to the pressure of opening that ecosystem in regulations. 
[bookmark: _Toc226408643]Conclusion
Among other things, this reflective process taught me that I could critically use strategic management theories in a way that I can systematically sub-divide the question under assessment into sub-headings before beginning to write. I also got to know that to be credible in the rapidly developing sphere (as technology) it is necessary to cite recent resources (2020-2024), however, at the same time the cold foundational theories (Porters Generic Strategies of 1980, Balanced Scorecard of Kaplan and Norton of 1992) prove to be effective when properly contextualised. To enhance my performance, I would also ensure that I begin my research at least two weeks before I start writing the actual paper so that I can access more articles on interlibrary loans and create a reference management file (in Zotero) before I write my first sentence and I do not have to scramble to find the page numbers in the end. 
[bookmark: _Toc226408644]Action Plan
Firstly, I will perform PESTEL analysis and VRIO analysis simultaneously and not sequentially. Second, I will start with Zotero reference management software and add all sources using DOI and page numbers to make notes. Third, I will write my reflective account in an independent document as I fill in each part of the final report, noting the impression and assessments immediately instead of reproducing them with memories. Fourth, I will clearly point out the weaknesses of every theoretical model that I will use to get higher critical marks. Fifth, I will ensure that I get peer feedback on my SWOT analysis prior to submission since it has been observed before by my tutor that personal brand loyalty may cause lack of objectivity in analysing a company whose products I normally consume daily. Lastly, I will train the use of the same theoretical bases with a different company to enhance my transferable knowledge of strategic management concepts.


[bookmark: _Toc226408645]Conclusion
Apple Inc. has highly developed yet inconsistent strategic management. Its ecosystem lock-in differentiation strategy, and resources that are sustained by VRIO have created an impressive customer loyalty and financial returns. Nevertheless, the use of PESTEL analysis shows that the threats of antitrust regulation, lag in generative AI, and the saturation of smartphones are mounting. The Balanced Scorecard demonstrates a good financial and customer outlook and lacks of learning and growth due to the lack of innovation due to the abandoned project of the Apple Car. Some of the recommendations are: aggressive entry into the Indian market (iPhone SE Plus), strategic diversification into healthcare devices (glucose monitoring), active ecosystem modification to regulatory pressure and more aggressive investment in the field of generative AI. 
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