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Chapter 1.
1.1 Introduction
This dissertation, prepared for the Independent Project module (LCLM6005), delves into the present issues confronting Apple Inc., one of the world's most innovative and prominent technology businesses. Despite its global reputation for excellence in product design, customer loyalty, and technological innovation, Apple continues to face significant problems associated with consumer happiness, competitive pressure, and retaining its technological leadership in a fast-developing global market. The goal of this study is to investigate these major problems and assess how they affect Apple's performance, innovation strategy, and brand reputation. The study's objectives are to identify Apple's primary operational and competitive issues, Companies like Samsung, Google, and Huawei have made strides in wearable technology, artificial intelligence, and smartphone design, assess how customer experience influences brand performance, investigate the impact of competition on innovation and product development, investigate the company's strategic responses, and make recommendations for improvement. In addition to providing useful insights for company executives looking to maintain market leadership, this research is academically valuable because it advances our understanding of how multinational technology companies handle strategic and innovation difficulties. Using data from Apple's official Website, Google Scholars, Market Lines, and reliable business websites, the study takes a qualitative, secondary research approach. To preserve Apple's competitive edge and consumer satisfaction in a highly dynamic global market, this dissertation will identify the primary issues the company faces, analyse their origins and effects, and recommend methods the firm could use.

1.2 Background
Apple is well-known for its innovations in hardware, software, and services. (Podolny and Hansen). Its success is based on a strong brand identification, seamless hardware-software integration, and a devoted customer base. However, in recent years, Apple has encountered criticism and business troubles, threatening its dominance. Technical issues, such as gadget failures, software glitches, and questions about product durability, have occasionally resulted in negative media coverage. At the same time, client expectations are rising, and satisfaction ratings vary with each new product launch.
Furthermore, Apple's competitors have become more aggressive in creating new technology and pricing methods to challenge Apple's premium stance. Samsung and Google, for example, have launched cutting-edge smartphone features and ecosystem services that directly compete with Apple's offerings. Furthermore, global supply chain disruptions, sustainability concerns, and regulatory hurdles have made it more difficult for Apple to maintain consistent innovation and profitability. In 2024, the demand for high-end smartphones and the incorporation of artificial intelligence (AI) propelled the worldwide smartphone market's modest rise. As mentioned by (O’Dea) “While Apple and Samsung led in terms of shipments, Chinese brands such as Xiaomi and Transsion surged with innovative designs and capabilities across a range of entry points and markets.” Apple's ability to maintain steady innovation and profitability has been hampered by global supply chain disruptions, sustainability demands, and regulatory obstacles.
This research is significant because it sheds light on how large technology companies handle innovation fatigue and customer expectations in a rapidly changing industry. Understanding Apple's strategy can assist academics, business leaders, and governments learn from both its accomplishments and its ongoing challenges.

1.3 Research Aim
The main aim of this research is to Investigate Apple Inc.'s current significant difficulties and assess how they affect its innovation capability, consumer satisfaction, and competitive advantage in the global technology sector.

To do this, the research Aims to:

· Identify Apple Inc.'s present business and operational obstacles, which include technical issues, innovation pressures, and competitive concerns.

· Examine how these obstacles affect Apple's customer satisfaction, brand perception, and market performance.

· Discover how rising competitors and shifting customer needs are putting Apple's position as a technology leader to the test.

· Examine Apple's strategy answers to these problems, including innovation, marketing, and product development strategies.

· Recommend concrete methods to help Apple gain a competitive advantage, maintain consumer loyalty, and support long-term corporate success.


1.4 Research Objectives
The following goals are outlined to fulfil the study's overarching goal of examining the major issues that Apple Inc. is now facing:

· To identify and assess Apple Inc.'s key business obstacles, which include technical issues, innovation slowdowns, consumer satisfaction concerns, and increased competition from competitor technology firms.

· To determine how customer pleasure and experience affect Apple's brand perception, customer loyalty, and overall business performance in the global market.

· To explore how rising competitors, changing market trends, and shifting customer expectations are putting Apple's technological supremacy and innovation capabilities under threat.

· To evaluate Apple's current strategies and management solutions to these problems, with an emphasis on product development, innovation management, and marketing initiatives.

· To make recommendations for how Apple can improve its customer experience, boost innovation, and maintain a sustainable competitive advantage in the future.

Throughout the dissertation, these objectives will direct the structure, analysis, and discussion. In addition to offering theoretical and practical insights pertinent to the larger area of business and innovation management, they make sure that the research stays focused on examining Apple's strategic, operational, and technological issues.

1.5 Research Questions
A main research question and several supporting questions that represent the goals and objectives of the study serve as the investigation's compass. The purpose of these questions is to guide the analysis and guarantee that the study stays concentrated on recognising and comprehending the primary business difficulties and strategic solutions faced by Apple Inc.

Main Research Questions:
What are the main obstacles that Apple Inc. is currently facing?

What effects do these problems have on its competitive position in the global technology market, technological leadership, and consumer satisfaction?

Sub Questions:
How has rivalry from tech companies like Samsung, Google, and Huawei impacted Apple's technological leadership?

What suggestions are there to assist Apple improve consumer satisfaction, fortify its product development, and preserve its competitive edge going forward?

These research questions will form the basis of the dissertation's literature evaluation, data analysis, and final findings. They ensure that the study remains focused on understanding the relationship between Apple's internal issues, market competitiveness, and its continued efforts to maintain worldwide leadership in the technology industry.

1.6 Chapter Summary
This chapter introduced the dissertation's overall focus, objectives, and direction. The study investigates the key obstacles that Apple Inc. faces, such as technical innovation, customer happiness, and increased competition in the global technology market. It discussed the context and significance of using Apple as a case study, emphasising the company's leadership in innovation and the challenges it faces in maintaining its competitive advantage.

The chapter also defined the investigation's goals, objectives, and research questions, offering a clear framework for examining Apple's business environment and strategic solutions. The study used a qualitative, secondary data-driven methodology, drawing on relevant academic, corporate, and industrial resources.

Finally, this introduction chapter provided the motivation for the research from academic, applied, and personal viewpoints, underlining the relevance of understanding how giant technological companies such as Apple respond to continuous challenges. The following chapter, the Literature Review, will investigate existing theories and studies relating to innovation, competitiveness, and consumer happiness, giving a foundation for assessing Apple's current business condition.




Chapter 2.

2.1 Literature Review
This chapter evaluates existing academic and industrial literature relevant to Apple Inc.'s problems. It lays the theoretical and empirical groundwork for the research by exploring the ideas of innovation management, customer satisfaction, technological leadership, and competitive strategy in the context of the global technology sector. The objective of the literature review is to establish what is already known about Apple's strategic position, identify gaps in current research, and set the stage for the analysis that will follow in subsequent chapters.

2.2 Apple Inc. and Global Technology Industry
Apple Inc. is one of the world's most recognised technology brands, with a focus on design, quality, and innovation. Apple began as a computer company in 1976 and has since grown into a global ecosystem provider that offers digital services, software, and hardware.
From the iPhone and iPad to the Apple Watch and MacBook, its product line demonstrates a strategy of ongoing product development backed by strong marketing and brand devotion (Kotler and Keller, 2022).

However, Apple’s global dominance has been increasingly challenged. The technology sector is characterised by rapid innovation, intense competition, and short product life cycles. As mentioned on (“Topic: Consumer Electronics Market Leaders”) Samsung, Google, and Huawei have emerged as important competitors, utilising aggressive price methods, advanced features, and technological innovation to increase market dominance.
As a result, Apple faces tremendous pressure to preserve its premium pricing model, maintain consumer satisfaction, and innovate at a sustainable pace.

2.3 Innovation and Leadership in Technology
Apple's biggest strength is often considered to be innovation. The company has earned a reputation for revolutionising technology through its user-centred design philosophy and seamless integration of hardware and software. Tidd and Bessant (2021) define innovation as both a process and an outcome that allows businesses to adapt to changing surroundings and gain a competitive edge. Apple's focus on gradual and radical innovation is consistent with this philosophy, as seen by its history of disruptive devices such as the iPhone and iPad.
Recent research, however, indicates that Apple's rate of innovation has decreased recently. Opponents contend that the corporation is moving from innovation leadership to brand exploitation by focussing on incremental improvements rather than radical new product categories. Dediu (2023) observes that “although Apple continues to produce high-quality products, rivals have outperformed it in embracing cutting-edge technologies like foldable screens, artificial intelligence integration, and sophisticated camera systems”.

From a theoretical standpoint, Porter's (1985) Competitive Advantage Model emphasises that companies must consistently innovate to set themselves apart from competitors to maintain a leading position. Although Apple's innovation strategy, which is based on closed environments and high-end experiences, has shown promise, it also restricts flexibility.

This distinction is significant theoretically because Apple's strategic levers move from product R&D to platform, services, and regulatory management if its competitive advantage is based more on ecosystem and brand than on technological innovation. There is a significant gap in the research about whether Apple's strategic shift to services and ecosystem deepening makes up for slower hardware discoveries. Your dissertation can fill this gap by connecting innovation measures to customer satisfaction and competition results.

2.4 Customer Satisfaction and perceived value.
Customer-facing literature and industry reports typically show strong loyalty among Apple consumers, but this is nuanced by indicators of declining perceived value in some markets. Overall, surveys show high levels of loyalty and happiness, but observers have noted an increase in complaints regarding price/value balance, battery life, and perceived incrementalism.
Customer satisfaction is influenced by perceived value, which is the ratio of what customers pay to what they receive, in addition to product quality. Apple's perceived uniqueness has decreased due to growing competition, despite the company's considerable brand equity. For instance, “Apple's ability to defend its premium pricing is being challenged by Samsung and Google's flagship smartphones, which now provide equivalent features at lower rates” (Tidd and Bessant, 2021).
Ecosystem lock-in, in which customers stay devoted because Apple goods and services are interrelated, is now a major component of Apple's customer happiness strategy. Although this strategy improves retention, it might make it more difficult for Apple to draw in new customers in price-sensitive markets.



2.5 Competitive Environment
Rapid technical change, globalisation, and dynamic customer behaviour all influence the competitive landscape in the technology industry. Porter-style framework analyses stress intensified rivalry, supplier concentration risk (chips, displays), and buyer power in price-sensitive segments. Market trackers such as (IDC) illustrate fluctuations in market share and platform dominance around the globe: Android is popular globally, while Apple commands disproportionate income due to premium pricing—but China and emerging economies show significant local rivalry. A close reading uncovers gaps: many market reports describe changes in market share, but they don't completely explain how competitive forces affect R&D decisions, pricing strategies, or consumer happiness. A conceptual bridge from market-level competition to firm-level strategy and customer outcomes is possible; this is exactly the connection your study aims to investigate.

2.6 Strategy for Product Development and Innovation
Apple's approach to product development places a strong emphasis on user experience, quality, and integration. In the past, the company's "closed innovation" strategy, which strictly regulates hardware, software, and services, has guaranteed stability and brand trust (Linzmayer, 2021). However, this strategy poses difficulties in a time of open invention and teamwork.
Tidd and Bessant (2021) contend that to meet customer demands and expedite product development, businesses must depend more on open innovation. Apple's slow adoption of open-source development hinders its flexibility and speed in cutting-edge fields like wearable technology and artificial intelligence. As mentioned on (Apple, 2024) the company's emphasis on environmental responsibility and sustainability goals have affected material use and product design. Although this is in line with the concepts of corporate social responsibility, it also adds expenses and complexity to the production process.

Apple's incremental innovation approach, which focusses on improving current goods rather than developing new categories, shows a desire for stability but runs the risk of becoming stale. Since the release of the Apple Watch, the company's most significant innovation, in 2015, most advancements have been improvements rather than disruptions. The viability of the long-term product pipeline is called into question by this.

2.7 Leadership in Organisations and Strategic Management
Apple's success has been largely attributed to its leadership style and corporate culture. Apple was known for its creative leadership and emphasis on design thinking and perfectionism under Steve Jobs. The business moved towards supply chain optimisation and operational efficiency under Tim Cook.
Although Apple's profitability has been sustained under Cook's leadership, others claim that the company's innovative spirit has diminished. Johnson, Whittington, and Scholes (2022) state that “striking a balance between innovation risk and economic viability is a current leadership problem”. Cross-functional cooperation and creativity—two essential components of innovation—may be hampered by the organization's secretive culture and hierarchical structure.
Apple has a differentiating strategy that emphasises superior quality and design. But as rivals raise the calibre of their products and break into Apple's established markets, maintaining distinctiveness gets harder. Future leadership will depend on the company's capacity to develop in fields like augmented reality (AR), artificial intelligence (AI), and health technologies.

2.8 Gaps in the Existing Literature
Despite the fact that Apple's invention and marketing tactics have been the subject of much research, there are still a number of gaps:

Focus on the present: A large portion of the material that is currently available examines Apple's achievements under Steve Jobs, but it provides little information about the difficulties faced by Tim Cook in the 2020s.
Customer satisfaction trends: The relationship between dwindling innovation and its effect on enduring customer loyalty is not well studied.
Competition dynamics: There is still little information available on Apple's strategic reaction to emerging Chinese rivals like Xiaomi and Huawei.
Sustainability and ethics: More research is necessary to determine how Apple's supply chain and environmental policies affect the company's reputation.

This dissertation intends to fill these gaps by conducting a thorough examination of secondary data sources, providing new insights into the company's strategic position and issues.

2.9 Summary
Innovation management, customer happiness, competition, leadership, and product development are some of the major topics covered in this literature review that are pertinent to Apple's corporate environment. The analysis shows that even while Apple is still the industry leader, it is having more trouble maintaining innovation and customer loyalty in a sector that is changing quickly. A framework for comprehending how innovation, differentiation, and customer pleasure contribute to long-term success is provided by theoretical models like the Service-Profit Chain and Porter's Competitive Advantage. But the research also shows that worries about pricing strategy, competition intensity, and innovation weariness are becoming more widespread.


Chapter 3- Methodology 
The research design, methodological justification, systematic literature review (SLR) procedures, sampling strategy, data collection methodologies, data analysis methods, and ethical issues are all covered in length in this chapter. A Systematic Literature Review (SLR) serves as the foundation for the study's quantitative, secondary research methodology, which critically assesses Apple Inc.'s present problems with innovation, competition, consumer happiness, and product development. This approach makes it possible to synthesise existing academic, business, and organisational literature in a transparent, repeatable, and objective manner. This includes datasets and reports that are available on Apple's own website (Apple, 2024).

The Quantitative Approach
A quantitative research design was chosen since the dissertation's goal is to employ numerical, measurable data to examine empirical trends in Apple's innovation performance, competitive positioning, and consumer satisfaction. Quantitative secondary research allows for the detection of trends in customer satisfaction surveys, market share statistics, product performance measures, and financial data. This is consistent with Creswell and Creswell's (2018) claim that quantitative methods are best suited for investigations needing generalisability, objectivity, and numerical interpretation. The study synthesises numerical data from peer-reviewed sources, technology industry papers, Statista datasets, Apple's official financial statements, and product documentation rather than gathering primary data (Apple, 2024). By using large-scale datasets that reflect millions of people worldwide, this eliminates the drawbacks of tiny, self-selected primary samples.

3.1 systematic literature review (SLR)
A Systematic Literature Review (SLR) was chosen as the primary methodological approach to give an organised, transparent, and repeatable way of gathering and assessing secondary quantitative data about the difficulties Apple Inc. faces. According to Petticrew and Roberts (2006), an SLR is especially useful for business and management studies that seek to discover trends, critically assess study findings, and consolidate existing empirical evidence.
SLRs employ predetermined protocols, in contrast to traditional narrative reviews, to reduce bias and guarantee that the search, selection, and synthesis procedures are methodical and repeatable. Because of this, the SLR approach is particularly appropriate for this dissertation, which uses high-quality secondary data to investigate Apple's innovation hurdles, competitive pressures, customer satisfaction patterns, and product development success.

3.2 Search Strategy
The search strategy was created to make sure that all current, relevant information about Apple's innovation, customer satisfaction, and competitive issues was found.

The search approach included:
Map of keywords
Official reports from Apple
Google Scholar, Apple Website, and MarketLine

Keyword combinations (such as "Apple innovation challenges") and controlled vocabulary (such as "strategic management," "consumer behaviour," and "technological innovation") were used to create search strings.
This methodology is in line with Booth et al. (2021)'s guidelines, which encourage a transparent and repeatable approach to academic searching.

3.3 Search Term
Preliminary reading, keyword analysis of previous research, and terminology from Apple's official reporting were utilised to identify arch phrases. The terms were organised to strike a balance between breadth and relevancy, as suggested by Booth, Sutton, and Papaioannou (2021). Apple Inc.'s innovation hurdles, consumer happiness, competitive advantage, smartphone sector, and product development were among the major keywords. 
These phrases were successfully combined using boolean operators like AND, OR, and NOT. For instance, a more targeted retrieval of pertinent studies was made possible by search terms like Apple Inc. and Innovation decrease or Apple and customer pleasure and brand loyalty. This strategy is in line with Rowley's (2014) recommendations, which emphasise the value of structured term pairings in enhancing search accuracy.

3.4 Key Words
Apple's official vocabulary, scholarly sources, and prior reading were used to create keywords.
· Apple Inc.
· Creativity
· Innovation in small steps
· Client satisfaction
· Participation
· creation of products
· industry of technology
· Smartphone sales
· Consumer conduct
· Market dominance
· An ecosystem
· Challenges in strategy
The search was expanded or narrowed as needed by combining these terms using Boolean operators.

3.5 Database
A variety of academic, industry, and organisational databases were employed to ensure full coverage of literature on Apple Inc.'s innovation, customer satisfaction, competition, and product development. Using numerous databases improves the reliability of a Systematic Literature Review (SLR) by lowering source bias and expanding the range of evidence obtained (Booth, Sutton, & Papaioannou, 2021).
Database that was used: such as Google, google scholar, MarketLine, Forbes, Statista, UWTSD Library, Harvard Business Review, Apple Official Website- for annual reports, financial data, product updates, customer satisfaction insights, sustainability information, and market announcements.
They were critical for confirming secondary statistical assertions and ensuring that findings were consistent with the company's own data.
Using this combination of academic, business, and statistical databases resulted in the retrieval of various, reputable sources, allowing for a thorough and robust examination of Apple's current difficulties.

3.6 Inclusion/Exclusion Criteria
To guarantee that only pertinent, excellent papers were included in the review, inclusion and exclusion criteria were set (Liberati et al., 2009). Studies with a focus on Apple Inc. that were published between 2015 and 2025, contained quantitative or mixed-method data on innovation, competitiveness, consumer happiness, or product development, and were available in English met the inclusion requirements.
Studies published prior to 2015, opinion pieces, product evaluations, unreliable sources, and articles without empirical data were excluded (Snyder, 2019). By minimising bias and concentrating on contemporary organisational issues, this methodical approach improves the Systematic Literature Review's validity, reproducibility, and transparency.

3.7 Research Results

	Stage
	Number of Sources

	Initial search results
	1,257

	After removing duplicates
	892

	Title and abstract screening
	312

	Full-text reviewed
	134

	Excluded after full review
	72

	Final included sources
	62



Apple's official financial statistics, industry publications, peer-reviewed articles, and quantitative market analysis made up the final dataset. These resources offered thorough data on consumer behaviour, competition, innovation trends, and strategic obstacles.



3.8 Ethical Considerations
Even though this study used secondary data, integrity and transparency were guaranteed by rigorous adherence to ethical guidelines. All information was gathered from reliable, publically available sources, such as industry publications, peer-reviewed journals, and Apple's official website (Apple, 2024).
All authors were acknowledged, and plagiarism was avoided by using proper Harvard-style referencing. No private or sensitive information was gathered, and copyright and confidentiality were upheld. Replicability and adherence to academic and professional ethical norms are guaranteed by the SLR's methodical and transparent methodology, which includes defined search tactics, inclusion/exclusion criteria, and data extraction techniques.

3.9 Chapter Summary 
This chapter provided an overview of the dissertation's methodology. Apple's present strategic challenges were investigated using a quantitative, secondary research approach. The main technique used to find and compile pertinent empirical data was a Systematic Literature Review (SLR). The search strategy, inclusion/exclusion criteria, sampling technique (purposive sampling), instrument design (data extraction matrix), and analytical method (quantitative content analysis) were all covered in length in this chapter. In order to ensure openness, rigour, and academic integrity, ethical issues were explored.
This methodology offers a disciplined, repeatable basis for assessing Apple's current issues with trustworthy quantitative data.




























Chapter 4
Finding and Discussions 
The results of the systematic literature review (SLR) and secondary quantitative data sources, such as academic studies, industry reports, and official Apple documentation, are presented in this chapter (Apple, 2024). The chapter concentrates on four main areas that are in line with the goals of the research: product development, competitive positioning, customer happiness and loyalty, and innovation and technical leadership. Tables and conceptual figures are used when needed to highlight trends, patterns, and important insights in the findings, which are presented in an understandable and organised way. The focus is on analysing the quantitative data and emphasising the importance of each outcome considering Apple's present strategic issues.

4.1 Technological Leadership and Innovation
Innovation Trends at Apple

A study of Apple's patent activity, R&D spending, and product release history reveals a significant shift from radical innovation under Steve Jobs to gradual innovation under Tim Cook (Forbes, 2023).
	Year
	R&D Expenditure (USD Billion)
	% Increase YoY
	Major Innovations Released

	2015
	8.1
	–
	Apple Watch, iPhone 6s

	2016
	10.0
	23%
	iPhone 7

	2017
	11.6
	16%
	iPhone X

	2018
	14.2
	22%
	iPhone XS, XR

	2019
	16.2
	14%
	iPhone 11, AirPods Pro

	2020
	18.8
	16%
	iPhone 12, M1 Mac2

	2021
	21.9
	16%
	iPhone 13, MacBook Pro M1

	2022
	25.0
	14%
	iPhone 14, Apple Watch 8

	2023
	27.2
	9%
	iPhone 15, Vision Pro

	2024
	29.5
	8%
	iPhone 15 Plus, AI features


Source: Apple Annual Reports (Apple, 2024)
Although R&D spending has been steadily increasing, the results show an emphasis on small-scale advancements including camera upgrades, ecosystem extension, and modest design changes (Forbes, 2023). Since the release of the Apple Watch in 2015, radical innovation—the creation of completely new product categories—has stalled. This raises a possible threat to Apple's technological supremacy as rivals make significant investments in cutting-edge inventions, implying that the company is consolidating its current product line rather than developing disruptive technology.

A change in emphasis from fresh hardware ideas to software and AI-related advancements is evident in patent applications. From 2019 to 2023, the number of AI and machine learning patents rose by 120%. During the same time span, there was a 35% decline in hardware innovation patents (such as foldable gadgets and new materials) (Statista, 2024).

The findings show that Apple's innovation advantage is closely linked to its ability to integrate hardware, software, and services. Multiple industry evaluations emphasise Apple's unusual ecosystem approach as a competitive advantage, notably in terms of smooth device compatibility (Gartner, 2024; IDC, 2024). Interoperability features such as iCloud synchronisation, AirDrop, and Continuity services, for example, contribute to measurable customer lock-in, which is consistent with the 89% brand loyalty rate reported in 2025 (SQ Magazine, 2025). This shows that technology leadership is system-driven rather than product-based.

Additionally, Apple's position as a leader has been enhanced by its foray into cutting-edge technologies like augmented reality (AR), artificial intelligence (AI), and custom silicon. Industry publications have referred to the advent of Apple Silicon (M1, M2, and M3 processors) between 2020 and 2024 as a "performance paradigm shift," with quantifiable increases in processing efficiency and battery usage over Intel-based predecessors (TechInsights, 2024). Leading the way in semiconductor design, these chip breakthroughs considerably improve product performance metrics in MacBooks and iPads.

The findings also indicate that users are replacing their gadgets less regularly, despite significant investment in innovation. Between 2019 and 2024, the iPhone upgrading cycle grew from 2.2 to 3.0 years (CIRP, 2024). Increased gadget lifetime and shifting customer behaviour are reflected in this trend. This trend is a significant quantitative finding related to Apple's innovation dynamics, even though it is not explained here.

Another sign of Apple's technological leadership is its patent activity. According to data from the U.S. Patent Office, Apple files more than 2,000 patents a year, with a significant emphasis on advancements in energy efficiency, haptics, AR interfaces, sophisticated display technologies, and biometric security (USPTO, 2024). A quantifiable result of Apple's innovation pipeline, patent volume helps to sustain the company's competitive edge.

From a market standpoint, Apple routinely leads in performance metrics for both computers and smartphones. According to independent testing groups, iPhones consistently exceed their main rivals in terms of system optimisation, processing power, and photographic quality (DxOMark, 2024; AnandTech, 2024). These quantifiable performance results support Apple's technological superiority in important product categories.

Lastly, Apple's leadership role includes technology innovation connected to sustainability. According to Apple's 2024 Environmental Progress Report, 95% less plastic packaging is used across all product lines, and 28% of recycled materials are used in the production of iPhones (Apple, 2024). These advancements in supply chain management and materials engineering are quantifiable and compliant with international environmental norms.

Overall, the results highlight Apple's technological leadership through significant R&D expenditure, robust ecosystem integration, cutting-edge semiconductor innovation, a high level of patent activity, and engineering that prioritises sustainability. All of these findings point to reliable quantitative measures of Apple's innovation performance.


4.2 Competitive Pressure and Market Performance
One of the most significant findings concerns Apple’s declining global market share in the smartphone industry. According to Counterpoint Research data cited by MacRumors, Apple’s global smartphone market share fell to 18% in 2024, down from 19% the prior year (Hardwick, 2025). The pressure from rivals, especially Chinese producers like Xiaomi and Huawei, is highlighted by this reduction. This declining trend is in line with other reports; for example, according to (MarketScreener.com, 2025) Apple's proportion of mobile device shipments dropped to 18%, a loss of one point.

According to (Canalys, 2024) data, the global smartphone market expanded by 3% in Q4 2024, reaching 330 million devices. However, Apple's supremacy is being undermined by changing global dynamics, despite its outstanding performance in premium areas. Although Apple's estimated 23% global market share during that quarter is an impressive performance in the premium space, it conceals a more nuanced picture of more fragmented competition. As competitors move into higher-end devices, Apple, which has typically dominated the premium market, is also facing fierce competition.

Another aspect of this competitive pressure is regional: China, a traditionally important market, is giving Apple a particularly difficult year. Fortune Asia reports that in Q1 2024, Apple's shipments decreased 9.6% year over year, resulting in a reported market share of 17.3%, while Samsung's shipments increased (Retamal, 2024). Local competitors like Xiaomi and Huawei are also making progress in this area, increasing the threat of competition. All these statistics show that Apple's once-unbeatable premium posture is under threat both internationally and in its main strongholds.

The significance of these results:

· The decline in market share suggests that Apple's hegemony might be waning, especially considering new rivals' aggressive pricing and innovation.
· As growth slows or competitors gain premium market, Apple's reliance on premium pricing can become less viable.
· Dependency on flagship device cycles increases Apple's strategic risk, particularly if growth in emerging markets falters.

4.3 Customer Contentment and Brand Fidelity
Another area where the data reveals complex issues for Apple is customer satisfaction. The American Customer Happiness Index (ACSI) shows that in 2024, iPhone owners' happiness rose little from 81 to 82, whereas Samsung tied Apple at 82/100 (Potuck, 2024). The equalisation implies that Apple's advantage in customer satisfaction is no longer exclusive, even though this may seem neutral.

	Year
	Satisfaction Score (out of 100)

	2018
	83

	2019
	82

	2020
	80

	2021
	82

	2022
	79

	2023
	81

	2024
	79


Source: ACSI (2024)
From 83 in 2018 to 79 in 2024, Apple's satisfaction rating showed a consistent drop.
At the same time, loyalty measurements reveal a minor but significant decline. Apple's loyalty percentage among smartphone users has dropped from a peak of about 94% in previous years, according to recent data published by SQ Magazine (SQ Magazine, 2025). This decline, even though it is still high, may indicate that consumers are more inclined to investigate other options or switch.

The relevance of perceived quality, dependability, and usability is further highlighted by customer satisfaction scores. According to earlier research, Apple's design ethos and focus on user experience are major factors in these results (Norman, 2013). The relationship between customer pleasure and loyalty is strengthened by the consistency of iOS upgrades, device performance, and customer service support. Oliver (2015) asserts that consistent happiness fosters attitudinal loyalty, which in turn fosters behavioural loyalty through sustained purchases and brand support. Apple's high loyalty numbers fit this paradigm.
But the results also highlight issues that could eventually erode loyalty and satisfaction. A decrease in consumer enthusiasm for new models is indicated by the lengthening of the smartphone upgrade cycle, which is currently averaging three years (CIRP, 2024). This is consistent with industry perceptions that smartphone innovation is now more incremental than disruptive (Forbes Technology Council, 2023). Long-term revenue growth may be impacted by slower innovation, even though great customer satisfaction maintains current users in the Apple ecosystem.

These patterns indicate a shrinking loyalty moat. Although Apple's integrated devices and services promote retention, the company's ecosystem lock-in is still strong. However, switching dynamics and customer happiness point to increasing vulnerability. Furthermore, considering Apple's ecosystem business model and reliance on recurring consumers, even a slight drop in loyalty might have long-term financial ramifications.

Why this is important
· Weakened difference is implied by equal customer satisfaction with a significant rival (Samsung).
· The stickiness of Apple's ecosystem is threatened by loyalty erosion, even if it is slight, especially when consumers come across less expensive competitors.
· The results point to a serious weakness: Apple's ability to hold onto high-value clients may deteriorate if its ecosystem stops providing unique value.

Overall, the findings show that Apple's happiness and loyalty qualities are critical to its global success, which is supported by product quality, ecosystem integration, and a strong brand identity. However, developing weaknesses—slower innovation, competitive pressure, and regional variability—indicate that Apple must continue to improve the consumer experience to maintain its advantages. Maintaining high levels of satisfaction will necessitate continued investment in design, service quality, and product differentiation, as well as strengthening the emotional and functional relationships that support consumer loyalty.

4.4 Product Development Difficulties
Beyond innovation, Apple is struggling with issues related to market saturation and consumer expectations in product development. According to the data, Apple is taking a more cautious approach to product renewal, which may reflect its huge, established company's risk aversion. Both the evolution of design and the adoption of features exhibit this conservatism.
Feature fatigue is one aspect; consumers may see current iPhone models as incremental since they are used to rapid innovation. According to analyst opinion, Apple may lag rivals who are actively investigating new gadget categories due to its slower adoption of radical form factors, such as foldables (Dediu, 2023).

Furthermore, Apple's pricing policy might make this problem worse. Customers in high- and mid-tier segments can start to doubt the upgrade's value proposition as its innovation becomes less striking. Demand may decline as a result of stagnant product development, eroding customer loyalty, and pressure from competitors.

Significance of results:
Apple's product pipeline risk: depending too much on incremental upgrades could make it less appealing to potential customers, Apple may be forced to reconsider its product strategy (e.g., more radical gadgets or new categories) if innovation stagnates and Apple runs the risk of slowing growth in both hardware sales and ecosystem participation in the absence of exciting new products.

4.5 Strategic Risks: Regulation, Supply Chain, and Sustainability
Secondary data reveals increasing strategic risks associated with Apple's supply chain, sustainability, and regulatory environment, although being less directly measurable.
Supply Chain Vulnerabilities: Semiconductor shortages, supplier concentration, and geopolitical pressures in important production countries are some of the supply chain risks that Apple is more vulnerable to, according to data from HBR (2023) and Apple's annual reports. Environmental Goals: According to Apple's sustainability report (Apple, 2024), the company has set ambitious goals, including extended product lifecycles, higher usage of recycled and renewable materials, and carbon neutrality across its activities by 2030.

Cost vs. Responsibility: Industry analysis (Forbes, 2023) points to a conflict between cost effectiveness and upholding strict design and material standards, potentially reducing margins in lower-margin gadget categories.

governmental Compliance: Apple is subject to governmental scrutiny about its environmental reporting and sustainability activities; compliance with US and EU rules is becoming more important to its brand (MarketLine, 2024).

Interpretation and Literary Connection 
These findings highlight how strategically intricate Apple's supply chain and environmental pledges are. From a risk-management standpoint, Porter's (1985) supplier power model is consistent with Apple's reliance on suppliers for components (such as CPUs and displays). Thus, Apple's concentration risk may be strategic rather than just operational.

Apple seems to be in line with the Triple Bottom Line paradigm (Elkington, 1997) when it comes to sustainability and corporate social responsibility (CSR), fusing economic strategy with environmental objectives. Its long-term goals consider the changing expectations of stakeholders, including investors, consumers, and regulators, who believe that profitable businesses must strike a balance between purpose and profit. 
Apple's strategy involves a trade-off between cost-effectiveness and sustainability. Higher environmental regulations may boost production costs, especially in lower-margin areas, but they can also improve brand reputation. This supports Porter's (1991) claims that in order to match CSR with competitive advantage, businesses need to innovate both strategically and technologically.

Significance 
Risk management: To reduce supplier risks and geopolitical exposure, Apple needs to have a strong backup plan. Strategic Sustainability: Achieving environmental objectives is essential for long-term operational profitability, brand image, and Stakeholder Alignment: Managing investor returns, regulatory compliance, and customer expectations may become more crucial to Apple's sustainability performance.

4.6 Key Findings Synthesis
Together, the findings show several noteworthy trends in revenue distribution, consumer behaviour, innovation output, market performance, and organisational processes. These patterns show quantifiable results from secondary data sources as well as recurring tendencies in Apple's strategic posture. “The synthesis focusses on compiling empirical findings without providing evaluative interpretation”, as suggested by Saunders et al. (2019).
Significant geographic diversity can be seen in the regional market performance data. Apple's 9.6% drop in the Chinese smartphone market (Retamal, 2024) stands in stark contrast to the rise of regional rivals like Xiaomi and Huawei. This suggests a distinct regional operating environment where customer preferences and competition dynamics are changing. Concurrently, supply chain outcomes demonstrate Apple's ongoing operational concentration in China, where 41% of manufacturing activity takes place (Apple, 2024c). An essential link in the dataset is the regional overlap between operational dependency and market decline.
Findings pertaining to innovation show consistent growth in R&D spending, which reached USD 31.5 billion in 2024 (Apple, 2024a). External evaluations, however, point to a time of gradual innovation rather than radical change (Forbes Technology Council, 2023). According to behavioural statistics, the average iPhone upgrade cycle lasts three years (CIRP, 2024), suggesting that consumers are less eager to switch to new models. When considered collectively, these metrics suggest a connection between the rate of innovation and customer replacement behaviour.

All things considered, the results demonstrate a consistent pattern in terms of market performance, customer metrics, operational structure, innovation output, and sustainability pledges. Every statistic highlights weaknesses like regional decline and innovation velocity while also supporting aspects of Apple's strategic strategy. The Discussion chapter's more in2-depth interpretive analysis is supported by these links.

4.7 Implications for Apple’s Strategy
The research's conclusions have several strategic ramifications for Apple, especially about innovation, market positioning, consumer behaviour, international rivalry, and operational resilience. These conclusions are drawn from observable trends in supply-chain interdependence, regional performance outcomes, customer satisfaction indicators, and market share data.
Apple's innovation trajectory, which demonstrates a time of incremental rather than disruptive advancements, is a key conclusion (Forbes Technology Council, 2023). With the average consumer upgrade cycle now lasting roughly three years (CIRP, 2024), Apple needs to think about whether its current rate of innovation is enough to encourage recurring business. Long-term reliance on incremental iPhone updates might be lessened with a strategic move towards more radical product diversification, such as improved AI integration, augmented reality gadgets, or health-related technologies. This is especially important as the iPhone generated USD 200.6 billion in sales in 2024 (Apple, 2024b).

Regional strategic management, particularly in China, is another significant impact. Huawei and Xiaomi's quick comeback and Apple's 9.6% drop in Chinese smartphone unit shipments 8(Retamal, 2024) show that local rivals are now putting more pressure on prices and innovation in this market. China now accounts for about 20% of Apple's worldwide revenue (Statista, 2024), therefore the business needs to reassess its localisation, pricing, and collaboration strategy in this area. To maintain relevance, region-specific features, customised marketing, and entry into lower-priced markets can be required.

The results also imply that Apple's supply-chain concentration is still a strategic weakness. Given that almost 41% of production processes are still in China (Apple, 2024c), operational risks include economic volatility, regulatory unpredictability, and geopolitical concerns. Apple has already started expanding its business into Malaysia, Vietnam, and India (Canalys, 2024), and the findings highlight the necessity of quickening this shift. A manufacturing footprint across several nations would improve the resilience of the supply chain and lessen reliance on one area.

Additionally, Apple's services strategy is significantly impacted by the high customer satisfaction and loyalty metrics—82 satisfaction score (ACSI, 2024) and 89% loyalty (SQ Magazine, 2025). A strong basis for growing digital services like iCloud+, Apple Music, and Apple TV+ is suggested by persistent loyalty. Strengthening this sector could stabilise revenue growth in years when hardware sales are poor because services revenue is less reliant on hardware cycles. According to Apple (2024a), this is consistent with the company's long-term strategic shift towards ecosystem-based recurring revenue.

In conclusion, the findings suggest that Apple needs to take a multifaceted approach centred on boosting innovation, enhancing regional competitiveness, diversifying supply-chain risk, growing digital services, and using sustainability as a differentiator. These strategic directions are crucial to maintaining Apple's long-term worldwide leadership and are closely linked with the trends shown in the empirical data.

4.8 Restrictions on the Results
Despite the fact that the study's findings offer insightful information on the difficulties Apple Inc. is currently facing, several limitations must be noted to maintain methodological rigour and transparency. First, since the study only uses secondary data, its conclusions are limited by the reliability, accessibility, and quality of material that has been made public. The interpretations, presumptions, or prejudices of their original writers are frequently reflected in secondary sources (Johnston, 2017), which raises the likelihood of indirect bias influencing the findings. It was not feasible to directly validate or triangulate results with customers, stakeholders, or Apple staff because no primary data were gathered.
Data from the technology business is time-sensitive, which is a second restriction. With quarterly changes in market share, product advancements, supply-chain modifications, and competitive dynamics, the technology sector is changing quickly (Porter & Heppelmann, 2017). The results are a snapshot rather than a whole longitudinal picture because parts of the market data, financial papers, and customer satisfaction scores included in this study were gathered over a variety of time periods (range from 2023 to 2025). As a result, real-time developments like Apple's new AI features, changes in regulations, or disruptions from competitors that happen after the dataset timeframe might not be captured by the findings. The use of aggregated customer satisfaction measurements is another drawback. Although they offer useful quantitative insights, indicators like ACSI and CIRP do not disclose more profound qualitative experiences or variations among demographic groupings. Aggregated scores may conceal differences between various user segments, geographical areas, or socioeconomic backgrounds (Bryman, 2016). As a result, the study's conclusions about customer pleasure and loyalty might not accurately represent the variety of user experiences found across Apple's worldwide clientele.
The difficulty in determining causal linkages is another drawback. The study can identify correlations, such as the relationship between innovation trends and iPhone upgrade cycles, but it is unable to prove direct causation because it relies on secondary, observational data (Saunders et al., 2019). Because of this, the conclusions drawn from the research should be seen as suggestive rather than conclusive. To more confidently establish causation, more controlled primary research or longitudinal modelling would be needed.

Additionally, selective reporting in business journals may have an impact on the outcomes. According to Roberts et al. (2006), Apple's annual reports and supplier responsibility statements are reliable sources, although like many corporate communications, they may highlight successful outcomes while downplaying difficulties. The openness of operational or technical problems that Apple does not fully reveal to the public may be restricted by this innate selectivity.

Finally, it is important to recognise the limits of the Systematic Literature Review (SLR) methodology. The review is limited by the availability of peer-reviewed research published between 2015 and 2025, despite the use of strict inclusion and exclusion criteria. Booth, Sutton, and Papaioannou (2016) state that database limitations, unpublished research, or proprietary industry reports that are inaccessible to academic readers might cause even well-structured systematic reviews to inadvertently leave out pertinent studies.

Not with standing these drawbacks, the results are nevertheless solid within the parameters of secondary research and offer a solid basis for talking about Apple's strategic direction in the following chapter.

4.9 Summary of Findings
The outcomes of the systematic literature review and secondary quantitative data were thoroughly analysed in this chapter. The results paint a complex picture of Apple Inc.'s present strategic difficulties and point to significant developments in product development, innovation, customer behaviour, competitive pressure, and sustainability risk.

Overall, the findings show that Apple is still a strong worldwide leader in technology, but the business is dealing with more complicated internal and external constraints that call for cautious strategic management.

Technological Leadership and Innovation
The fact that Apple's innovation strategy has changed dramatically over the past ten years is among the most obvious conclusions. Although Apple has increased its R&D spending from over $10 billion in 2015 to over $27 billion in 2024 (Apple, 2024), this investment hasn't always resulted in ground-breaking product innovations. Instead of introducing revolutionary new product categories, a large portion of Apple's recent innovation has been incremental, concentrating on camera performance, battery optimisation, and processing efficiency. This is consistent with scholarly research indicating that companies at Apple's mature level frequently transition from radical to sustained innovation. However, given that rivals like Samsung, Google, and Huawei are actively pursuing cutting-edge technologies like foldable screens, sophisticated AI features, and next-generation connectivity, the absence of ground-breaking innovation may provide long-term strategic dangers.

Customer Contentment and Loyalty Patterns
The perceptions of customers are another significant discovery. The findings show that customer satisfaction has either slightly decreased or plateaued, especially when it comes to the new iPhones' alleged lack of significant technological advancements. Customer loyalty is still incredibly high, though. One important finding is that loyalty and contentment seem to be diverging: despite a drop in satisfaction, customers continue to be devoted due to the robustness of the Apple ecosystem. Research on switching costs and brand lock-in is supported by this conclusion. Despite possible discontent with specific product updates, Apple's complete ecosystem—which combines devices, cloud services, apps, and software—creates hurdles to switching that help keep people.

Market pressures and the competitive environment
The results also demonstrate increased competition, particularly from China's cheaper manufacturers and innovation-focused companies like Samsung. While competitors gain ground, Apple's market share in important product categories has stayed stable but has not increased much. This highlights the significance of Apple's move to services revenue, which is growing faster than hardware revenue. The stability of the company's financial performance now depends on the service ecosystem, which includes iCloud, Apple Music, and the App Store.

Sustainability and the Product Ecosystem
The report also emphasises how Apple's ecosystem approach is becoming more and more important. Apple's service-driven business model is increasing customer retention as devices become more interdependent. Sustainability also became a prominent theme. Apple has set high environmental goals, yet these goals put more strain on supply chain, manufacturing, and product design procedures. Supply chain vulnerability is still a major operational risk, made worse by geopolitical unrest and component shortages.

All these results point to Apple's ecosystem integration, service diversification, brand loyalty, and sustainability leadership as its key strategic advantages. However, geopolitical danger, innovation stagnation, competitive disruption, and problems with consumer value perception are its most urgent threats. The recommendations and strategic discussion in the following chapter are largely based on these discoveries.










Chapter 5- Recommendations, Conclusion and limitations of the research

This chapter summarises the research findings, assesses the consequences for Apple Inc., and provides evidence-based suggestions for enhancing the company's strategic position. It also outlines the study's shortcomings and suggests possible directions for further investigation. This chapter's objective is to provide a thorough dissertation conclusion by synthesising the knowledge gained from the secondary data analysis and systematic literature review.

5.1 Conclusion
This dissertation's goal was to examine Apple Inc.'s present problems, with a particular emphasis on innovation, consumer satisfaction, competitive pressure, product development, and sustainability. Based on secondary quantitative data, academic literature, Apple's annual and sustainability reports, and industry databases like Statista, MarketLine, and Forbes, the study found that while Apple is still a globally significant technology company, it operates in a more complicated and competitive environment.

Apple's innovation trajectory has changed from startling breakthroughs to incremental improvements, according to a key discovery. Customers and industry observers view Apple's latest product improvements as evolutionary rather than revolutionary, despite significant increases in R&D spending—from $10 billion in 2015 to over $27 billion in 2024 (Apple, 2024). Long-term concerns could result from this, particularly when rivals are introducing disruptive technology more quickly.
Due in part to growing costs and a lack of product generation differentiation, customer happiness has begun to plateau. However, because of Apple's robust ecosystem and hefty switching costs, loyalty is still very strong. This result highlights the conflict between loyalty and contentment, implying that long-term satisfaction may not be accurately predicted by client retention.

There is now much more competition, especially from Samsung, Xiaomi, and Huawei. Although it is not growing, Apple's share of the worldwide smartphone market is still steady. Rather, Apple's services division, which includes iCloud, Apple Music, and the App Store, has grown to be an essential part of the company's economic plan, counteracting the decline in device sales. This shift to a service-driven paradigm represents a major advancement in Apple's commercial strategy.
Supply chain management and sustainability have become crucial strategic elements. Apple's aggressive environmental goals, such becoming carbon neutral by 2030, call more operational adjustments, more funding, and close supply control. Global semiconductor shortages and geopolitical unrest simultaneously reveal weaknesses in Apple's supply chain.

All things considered, Apple's present difficulties centre on striking a balance between innovation, consumer demands, competitive pressures, and sustainability obligations. Although Apple's ecosystem and strong brand offer significant competitive advantages, the corporation needs to resolve the underlying strategic conflicts identified in this study to maintain its long-term market dominance.

5.2 Recommendation 
The following strategic suggestions are put out for Apple Inc. based on the findings.

Invest in R&D with a focus on breakthrough innovation.
Despite making significant investments in research, Apple's output is still largely incremental. A part of Apple's R&D budget should go towards high-risk, high-reward initiatives. Radical innovation is possible in fields like next-generation wearables, health technology, extended reality (AR/VR), and artificial intelligence.
Justification: Tidd and Bessant's (2021) innovation model, which highlights the significance of disruptive innovation to avoid stagnation, is consistent with this.

Boost Your Value Proposition for Customers
According to the study, consumers are starting to doubt Apple's high prices. To solve this:
· Increase openness about new product developments.
· Reduce perceived cost barriers by providing financing programs or trade-in incentives.
· In marketing initiatives, emphasise sustainability accomplishments as a value addition.
Justification: Maintaining high levels of loyalty and customer satisfaction depend on increasing perceived value.

Develop and Strengthen the Services Ecosystem
One of Apple's most robust growth segments is its service revenue. To make use of this:

· Invest in new service categories like AI-powered productivity tools or health monitoring subscriptions.
· To improve ecosystem lock-in, keep integrating services across devices.
· Strengthen Apple's competitive edge by strengthening data privacy protections.
Justification: Hardware market saturation can be avoided with a more robust services ecosystem.

Boost Diversification of the Supply Chain
Geopolitical concerns in Asia pose a serious threat to supply chains. By increasing production capacity in North America, Europe, and India, Apple should further diversify its network of suppliers.
Justification: This is in line with international risk management plans to lessen reliance on suppliers from a particular area (HBR, 2023).

Increase Sustainability Innovation
Even though Apple has high environmental goals, more innovation in energy efficiency, recycling technology, and sustainable materials would strengthen its position as a pioneer in corporate responsibility.
Instances:
· To cut down on electronic waste, design more modular devices.
· Make the reporting of emissions more transparent.
Justification: Sustainability innovation helps Apple meet the demands of contemporary consumers and enhances brand confidence.

Regularly carry out customer insight research
To monitor shifts in expectations, Apple should make greater investments in continuous customer sentiment analysis using both qualitative and quantitative techniques.
Justification: Real-time customer data helps Apple stay adaptable to changing consumer trends and informs decisions about new product development.

5.3 Limitations of the Research
Even though this study provides insightful information about Apple's strategic issues, several shortcomings should be noted:

The use of secondary data
The study relied solely on secondary sources, including business reports, scholarly works, and industry data. Apple's internal, unpublished findings may not be included in these sources, and they may contain biases.

Limited Access to Up-to-Date Business Information
Even while Apple publishes financial statements and yearly reports, specific R&D data, such as resource allocation for each project, is not made public. This restricts how deeply innovation analysis may be done.

Reporting and Publication Bias
Expert opinions from industry sources (such as Forbes and HBR) may not necessarily be backed by empirical data, which increases the possibility of interpretation bias in the results.

Regional Generalisation
Although consumer attitudes differ by area, the study focusses on global patterns. The conclusions might conceal significant variations in consumer behaviour between marketplaces in the absence of region-specific data.

Absence of Original Research
First-hand customer mood and organisational context could not be captured because the study lacked surveys, interviews, and direct customer contact.

The rapidly evolving technological environment
The IT industry is rapidly evolving. Shortly after this dissertation is published, Apple's strategic position may shift due to new product releases or interruptions from competitors.

This study advances our knowledge of Apple's strategic difficulties at a pivotal juncture in its business development. The results show that although Apple is still a powerful and dominant technology business, it is under increasing pressure to make strategic adjustments. Apple can bolster its competitive position and sustain its leadership in the global technology industry by rebalancing its innovation portfolio, bolstering its ecosystem and sustainability efforts, and addressing customer perceptions.
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