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1.0 [bookmark: _Toc24705130]Introduction

This report will look at different theorist perspective of strategic management and how they would use it in practice concerning the company Apple Inc.  Apple Inc is arguably one of the most innovative technology companies ever to emerge.  They are responsible for bringing products such as the Macintosh computer and laptop, I pod, I pads, I tunes, and the iPhone to market (Finkle & Mallin, 2010).  

1.1 [bookmark: _Toc24705131]Company background

The Company is a California corporation established in 1997 by Steve Jobs and Steve Wozniak. Apple design manufactures and markets mobile communications, media devices and personal computers worldwide.  Products produced by the company include iPhone®, iPad®, Mac®, Apple Watch®, AirPods®, Apple TV®, HomePod™. Built-in these products are professional software applications such as iOS, macOS®, watchOS® and tvOS™ operating systems, iCloud®, Apple Pay ® and a variety of other accessories, service and support offerings. The company sells and delivers digital content and applications through the iTunes Store ®, App Store ®, Mac App Store, TV App Store, Book Store and Apple Music®. 

The Company's mission statement and vision statement are the bases for the company's success as one of the most valuable business in the world. In Apple mission statement it states that a company needs "to bring the best user experience to its customers through its innovative hardware, software and services". Their current mission statement highlights the company's purpose as they operate to make products that satisfy their customer's needs, offering its users an enjoyable experience, making them stand out against their competitors. In Apple's vision statement, they state that; 

“We believe that we need to own and control the primary technologies behind the products that we make and participate only in markets where we can make a significant contribution."  

The above states that Apple Inc's corporate vision influences strategic management in terms of decisions and innovation, as Apple not only want to make a product but also provide their customers with a premium service, through delving into various industries.

1.2 [bookmark: _Toc24705132]The objective of the report

The objective of this report is to use appropriate academic theories and models of strategic management to prepare a full analysis of the internal and external environment of Apple’s organisation, which demonstrate aspects of sustainability and resilience.  
1.3 [bookmark: _Toc24705133]Competitive Strategy/ Business Level Strategy

A Strategy is a pattern or a plan which integrates an organisation's significant policies, goals and action, sequences in a coherent linear of decision. It’s a plan an organisation follows over a long period, which changes the business environment through the configuration of resources and competence intending to fulfil stakeholder expectations (Johnson et al. 2011). 

It is not a simple one, and the strategy has several implications. Described as;

1. A plan, or a similar ideal that is direction, guide, course of action;
2. A perspective on an organisation’s fundamental way of doing this;
3. A pattern that provides for consistent behaviour over time and a play or a specific “manoeuvre" intended to defeat a competitor.

A strategy is a “military” term. It was Peter Druncker who pointed out the importance of the strategic decision in 1955 in his book, “The Practice of Management". Here he defines strategic decisions as "all decisions on business objectives and on the means to reach them." The business strategy aims at improving the competitive position of a firm's or business unit's products or services within the particular industry or market segments that the firm or business operates in.

However, the importance of the concept is to fully realised when pioneers like Alfred Chandler and Michael Porter had developed the work strategic, considered as the Classical Approach. It involved the use of formal and systematic design techniques. It concentrated on long-term plans and not concerned with implementation.
 They saw "strategy" as evolutionary. It showed that "organisational behaviour" as part of organisational processes. 

2.0 [bookmark: _Toc24705134]Main findings
[bookmark: _Toc24705135]2.1 General overview of Apple’s strategy

Jobs says 
“What is Apple, after all? Apple is about people who think ‘outside the box,’ people who want to use computers to help them change the world, to help them create things that make a difference, and not just to get a job done.”  

The above states that the company business strategy is to offer its consumers a unique luxury product. Its uniqueness gives the company leverage over its competitors as Apple’s products can design and develop their operation system, hardware, application software and services; providing its customer's products and solutions with innovative design, superior ease-of-use and seamless integration. As part of their strategy, they are committed to bringing user experience through continuing to expand its platform by always discovering and delivering unique premium products for its users. They believe in a high-quality buying experience with knowledgeable salespersons who can convey the value of the Company’s products and services. Therefore, the Company’s strategy also includes building and expanding its retail and online stores to reach more customers and provide them with high-quality sales and post-sales support experience. The Company believes it is essential to invest in research and development marketing and advertising for the development and sale of innovative products, services and technology. 

[bookmark: _Toc24705136]2.2 Analysis of Apple’s Strategy 

According to Thompson (2007), a “SWOT Analysis is a simple but powerful tool for sizing up an organization’s resource capabilities and deficiencies, its market opportunities, and the external threats to its future”.  SWOT Analysis is a tool used for strategic Planning and Strategic Management in organisations.  SWOT is an acronym for Strength (S), Weaknesses (W), Opportunities (O) and Threats (T). It can be used effectively to build organisational strategy and competitive strategy. Organisations exist in two environments, one being internal and the other being external. It is a necessity to analyse these environments for strategic management practices (Gurel & Tat, 2017). Strength
1. Globally Iconic 
2. Strong Brand Image
3. Top Technology 
4. High-Profit Margins
5. Effective Rapid Innovation Processes

Opportunities
1. Expansion of the distribution network
2. Higher sales volumes based on rising demand
3. Development of new product lines
4. Consistent Customer Growth 
5. Utilize Artificial Intelligence 
6. Lack of Green Technology 
Threats 
1. Counterfeit products
2. Increase competition 

3. Rising labour cost in various counties
4. Lawsuits
5. Market Penetration 

Weakness
1. Lack of Marketing and promotions. 
2. Lack of competition
3. High Selling Prices
4. Dependence of sales on high-end market segments
5. Incompatibility with other software.

[bookmark: _Toc24705137]



Apple is one of the most reliable company when it comes to personalised advanced computers and smart technology, and this is known globally. The company is a global icon, and this is one of its greatest strength, as stated in Appendix 1. However, its biggest weakness is the lack of marketing and promotions. Apple has solidified its ground by establishing loyal customers, even with poor marketing tactics. Because of its success, Apple does not feel the need to have additional investments in marketing funds.

Even though Apple is currently one of the largest companies in the world, it still can grow. According to a study, Apple holds a 92 per cent retention rate among iPhone users, compared to Samsung's 77 per cent, which is phenomenal (Gottsegen, 2017). Apple can always rely on the power of the internet for future opportunities to gain new customers and form new alliances ("Apple SWOT 2019|SWOT Analysis of Apple", 2019). However, Apple also faces many threats; it is most significant being counterfeits by third world countries. Apple has become venerable to their world countries illegally utilizing the brand image to sell counterfeit products at the same value as their original Apple products.  It has had resulted in negative reviews and bad publicity for the company as customers receive low-quality products believed to being produced by apple.

 Michael Porter’s Five Forces Model 

Michael E. Porter’s (1997) Five Forces framework is a strategic management tool for evaluating the five forces affecting the business organization: Customers, suppliers, substitutes, new entrants and competition. A Five Forces analysis of Apple Inc. sheds light on what the company does to ensure industry leadership despite the adverse effects of external factors in the competitive landscape of the computer software and hardware, consumer electronics and online digital content distribution markets (Porter, 2008).

[image: ]


· Bargaining power of suppliers:  The basis of Apple company is the services they offer to their customers worldwide while undertaking their operations. 
· Bargaining power of buyers: Apple has built a solid loyalty among its consumers. Apple had utilized this aspect as their primary source of profits. 
· Competitive Rivalry within the Industry: Many companies and manufacturers have been trying to hit Apple's market share; however, Apple has invested continuously in its research and development programs (R&D) placing them at the top in terms of uniqueness and innovation (Prater.et.al., 2001).
· The threat of substitute products or services: Concerning this factor, Apple has continuously improved the quality of their products. 
· The threat of new entrants:  Within the UK, Apple has had a very dominant place in terms of the Electronics Industry. However, competition is intense between other companies within the industry (Hoang & Rothaermel, 2016). 


Mendelow’s Matrix 

Mendelow’s (1981) Matrix is a tool that is used to analyse stakeholder and their attitudes, including Factors such as the level of interest a stakeholder has in a project or organisation's chosen strategies. Mitroff & Mason (1980), suggest Stakeholders are "those who depend on the organization for the realization of some of their goals, and in turn, the organization depends on them in some way for the full realization of its goals". It is the organisation's stakeholders who judge its effectiveness. Therefore, an organisation needs to determine the outputs required by its stakeholders (Mendelow, 1981).
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· Customers/ Consumers: This Stakeholder group is composed of individual and organisational buyers of Apple products. Apple prioritizes customers as its prime stakeholder. Apple listens to its customer’s needs through taking corporate social responsibility efforts, satisfying the interest of its customers as the prime stakeholders of their business.
· Apple’s Employees: Employees are the second-priority stakeholder in Apple’s approach to corporate social responsibility. Businesses need to ensure that employees are engaged and involved in business activities to retain their skilled employees to innovate and develop profitable products. 
· Inventors: In apple case, investors are interested in maximizing the returns on their investments. The company effectively addresses this stakeholder group through excellent financial performance. For example, Apple is one of the most profitable companies in the world. The Company maintain high-profit margins through doing this; they have adequately satisfied the interest of investors and stakeholders.
· Employees of Suppliers and Distributors: The main interest of this stakeholder group is compensation and job security.  It is in apple interest to ensure that they meet their suppliers needs to the highest standards, through monitoring and imposing on their employment practice of firms in its supply chain. 

2.3 Advantages of Strategic Management 

[bookmark: _Toc24705138]Strategic Management tools can help an organisation identify strategic goals and envisions for the future of the company. It helps the CEO identify the company’s internal and external factors. Through doing so, a company can plan for any challenges that they may face to overcome it and have as little effect on the company as possible. It also helps them identify their strength, and through doing so, they use this to gain a competitive advantage against their competitors. Strategic Management tools are essential for companies to plan, to lead from the front, and be successful in their field. Something Apple does well.

2.4 Disadvantages of Strategic Management 

However, there are some disadvantages to strategic management as it can be very complicated. The strategic planning process consists of many steps that are connected and must be continuously adjusted. Every so often an unexpected factor may appear that can change the whole strategy, causing significant changes for the time-consuming company. For strategic management to work, it needs to be done correctly, which can be very costly for small businesses, causing them to go out of business. 
3.0 [bookmark: _Toc24705139]Conclusion

In this report, it has specified the importance of strategic management in any organisation.  There are many different strategic approaches a company can undertake. A plan is an excellent way for an organisation to analyse its internal and external factors to make decisions for the greater good of the company. Apple has implemented a successful strategic plan, which has resulted in them being one of the most successful companies ever to exist.

[bookmark: _Toc24705140]4.0 Recommendations
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