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[bookmark: _Toc140693533]Executive Summary
The global spread of the COVID-19 epidemic has had a serious impact on people and enterprises in all regions. In this context, this paper takes Apple as the research object, briefly describes the difficulties faced during the COVID-19 epidemic, and looks for strategies that can help Apple shake off the impact of COVID-19 epidemic and maintain product competitiveness.
This article uses PESTEL, Porter's Five Forces, and SWOT analysis models to analyze the internal, external, and industry aspects of Apple. It is found that competition in the same industry and innovation in product technology are the most important issues that Apple needs to address. The huge potential of the market and the increasing demand for cloud services are opportunities that Apple needs to seize. Apple should focus its attention on improving product innovation and strengthening sales channel construction to provide customers with more purchasing methods; Provide remote work platforms to enhance one's cloud service capabilities and cater to market trends; To ensure the effective implementation of its development strategy, Apple should establish a talent training system to ensure the continuity of its innovation capabilities; At the same time, it also improves supply chain management to avoid production shortages caused by supply chain shortages.

[bookmark: _Toc140693534]1. Introduction
[bookmark: _Toc140693535]1.1 Company Introduction
Apple is an American company specializing in digital technology products. It was founded by Steve Jobs, Ron Wayne and Steve Wozniak on April 1, 1976. At the beginning of its establishment, the company's name was "Apple Computer Company of the United States", which continued to be used until 2007. In January 2007, it was officially renamed as "Apple Company" (Wikipedia, 2022). People often say that our lives have been changed by three apples. The first apple is Eve's apple, which has given people moral and ethical values. The second apple is Newton's apple, which has brought science to our lives. The third Apple is Steve Jobs' Apple, which allows people to enter an intelligent life. Apple is widely recognized as a pioneer and innovator in the information industry, with over forty years of rapid development since its establishment. Currently, Apple has developed into one of the world's highest market capitalization listed companies (Daniel Howley, 2022).

[bookmark: _Toc140693536]1.2 Research Background
The COVID-19 epidemic, which began in 2020, has been spreading all over the world and has had a serious impact on the lives and work of people in all regions. As a global enterprise, Apple's impact is naturally enormous.
Due to the impact of the epidemic, Apple's official website updated a notice in March 2020, stating that it will indefinitely close all retail stores outside of Greater China. According to statistics, Apple has 511 retail stores worldwide, and the closure of offline stores will have a huge impact on Apple's sales; In China, the implementation of travel bans and quarantine measures by the government, as well as public concerns about COVID-19 infection in public places, have led to a decrease in the number of stores in China, greatly affecting Apple's sales in China. Many suppliers of Apple in China have also been forced to stop production and have closed factories directly after the Lunar New Year holiday. Major iPhone suppliers, including Foxconn and Asus, have been the most affected (Sohu News, 2020).
The impact of the COVID-19 will always be eliminated. In the face of the economy after the COVID-19 epidemic, Apple needs to adjust its strategy and develop innovative customer service strategies to help the company recover to the status before the COVID-19 epidemic and maintain its competitive advantage.
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[bookmark: _Toc140693538]2.1 The significance of strategic management
Strategic management is a dynamic management process in which an enterprise sets its strategic goals based on the external environment and internal conditions of the organization, plans to ensure the correct implementation and achievement of the goals, and relies on the internal capabilities of the enterprise to implement these plans and decisions, as well as to control them during the implementation process (Lynch, R., 2015).
The focus of enterprise strategic management activities is to formulate strategies and implement strategies. The key to formulating and implementing strategies is to analyze the changes in the external environment of the enterprise, review the internal conditions and quality of the enterprise, and determine the strategic objectives of the enterprise based on this premise, so as to achieve a Dynamic equilibrium between the three. The task of strategic management is to achieve the strategic objectives of the enterprise under the condition of maintaining this Dynamic equilibrium through strategy formulation, strategy implementation and daily management.

[bookmark: _Toc140693539]2.2 PESTEL
The PESTEL analysis model is an effective tool for analyzing the macro environment, which not only analyzes the external environment but also identifies all forces that have an impact on the organization.
2.2.1 Political factors
Apple mainly sells its products in countries with stable political environments and relatively developed economies. With the escalation of trade frictions between China and the United States and the increasing instability of the international community, Apple's sales have been affected. For example, trade frictions between China and the United States can lead to import and export restrictions and increased tariffs, which can affect the components required for apple production, resulting in unstable apple production and fluctuating prices. The Russia-Ukraine conflict caused a sharp instability in the political environment, which led to a sharp decline in Apple's sales in these two countries and almost made it impossible to carry out normal business operations (JESSICA LOMBARDO, 2023).
Trade frictions and regional conflicts pose a threat to Apple's global sales, but Europe, Australia, and the Americas where Apple is located are in a relatively stable political environment. The large markets and free trade policies in these regions are opportunities for Apple to develop its business.
2.2.2 Economic factors
The stable economic environment in developed countries and the rapidly growing economic trends in developing countries have created conditions for Apple's business growth. With the growth of the economy, the increase in people's income, and the increase in disposable funds, Apple products with higher prices have entered the purchasing consideration range of more people. This means that Apple's consumers are increasing, and Apple will have more opportunities (Yang Xinyue, 2021).
The rapid spread of COVID-19 around the world has caused a large number of offline stores to close, which has affected the economic development of countries around the world. Because of the closure of stores, many workers lost their jobs, and the increase in unemployment will certainly affect the purchasing power of these people, which is a challenge for Apple.
2.2.3 Social factors
The functions of smart electronic devices are becoming increasingly diverse, and people's demand for smart electronic devices is also increasing. Even in daily life, there is a certain dependence on electronic devices, which is an opportunity for Apple. The increase in market demand will bring more market share to Apple (Xie Menkai, 2019).
Affected by the COVID-19, many people's travel and activities are restricted, people are trapped at home, and the demand for entertainment is becoming stronger; And Apple's continuous investment in research and development in music, video, and other areas has given this part of its business high market recognition, which is an opportunity for Apple. In addition, after the COVID-19, people who feel depressed may resort to retaliatory consumption after liberalization, which may allow Apple's business to grow to a certain extent (Lingwei, 2020).
The changes in consumer behavior have created opportunities for Apple, but Apple's crackdown on some external repair service providers has led to condemnation, and opposition to Apple has risen in consumers' minds, which is a major threat that Apple needs to face (Luo Xin, Liu Yanli, 2021).
2.2.4 Technical factors
The development of technology is fast, and the arrival of a new generation of technology will bring great impetus to the development of the entire product industry. Who can grasp the time and Market trend more accurately and meet the new needs of consumers will probably stand tall. The trend of mobile cloud, the development and application of 5G, and the improvement of the software application market are all opportunities for Apple's business growth. The integration and application of technology will be a trend, and for Apple, it can take advantage of this opportunity to leverage its ecosystem advantages and provide products that can seamlessly connect with other technologies.
The rapid development of technology has made the replacement of technology more frequent, and the maturity period of products is also shortening. Technology companies need to constantly introduce new products and eliminate old technologies to keep up with the trend of technological development. Therefore, Apple needs to maintain high investment in research and development and maintain its own innovation in order to distinguish itself from other products in the market (Garner, J., Steel, W., Steel, E., 2014).
2.2.5 Environmental factors
Sustainable development is the main trend in the future, and companies that can embrace sustainable development and put it into practice will be welcomed. The recycling and disposal of electronic products is a challenge for Apple. In this regard, Apple's subsidy policy for old machine recycling is a good approach, which has not only taken practical actions in environmental protection, but also stimulated consumers to replace old machines, invisibly increasing the sales of new models.
In terms of the release of new phones, Apple has reduced the use of packaging materials and reduced the gift of chargers and data cables in order to be environmentally friendly. Instead, if these products are needed, additional fees need to be paid for purchase (Sam Shead, 2020). This approach has to some extent reduced transportation costs, reduced energy consumption, and materials used in packaging, which has indeed played a positive role in environmental protection. However, this approach has received a lot of questioning, and many people believe that it is just a disguised markup (Justine Calma, 2020).
2.2.6 Legal factors
In the data age, the importance of personal privacy is unquestionable. If there is a problem of privacy leakage, it will undoubtedly have a huge negative impact on a technology company. The government has also introduced regulatory regulations on privacy. Apple needs to strengthen privacy protection measures to establish a good corporate image in the minds of consumers and ensure that customers can use the product with confidence.
In the era of mobile payments, much of Apple's revenue comes from intellectual property payments for software and music, and when it comes to intellectual property, it is inevitable to think of piracy. If perfect regulation is not achieved, piracy will appear on the large platform of Apple, making it easy for Apple to sue related intellectual property (Wei Jilin, 2011).
In the analysis of PESTEL's six factors, the factors that can have a significant impact on Apple are political and technological factors, which cannot be changed and can only be adapted to; The technological factor is that Apple needs to maintain sufficient innovation in its products in order to continue to gain any market share. The impact of the COVID-19 among social factors and the overall environmental protection concept of environmental factors are a challenge for Apple. The increase in disposable income brought by economic growth among economic factors is an opportunity for Apple to fight.

[bookmark: _Toc140693540]2.3 Porter's Five Forces
Porter's Porter's five forces analysis was proposed by Michael Porter in the early 1980s. It refers to the collection of a large number of different factors into a simple five factor model to analyze the basic competitive situation of an industry (Michael E. Porter. 1998).
(1) Competition level in the same industry - High
Apple is a technology-based enterprise, which needs to face many competitors. These competitors' investment in scientific research and development is not inferior to Apple's, so the competition in this industry is very fierce.
For Apple's most important mobile phone products, in 2022, Apple's market share in the smartphone market was 18.4%, lower than Samsung's 21.4%, followed by Xiaomi's 12.5% market share, VIVO's 8.8%, and OPPO's 8.7% (David McQueen, 2023). But from the perspective of the smartphone industry, Apple needs to face numerous powerful competitors around the world, among which Samsung is Apple's most powerful competitor.
From the perspective of the field of personal computers, the total shipment volume of PCs in 2022 reached 286 million units, with Lenovo holding the largest market share, accounting for 23.7% of the market share; Next is HP, which ranks second with a market share of less than 20%, while Apple gained a market share of 9.4% throughout 2022 (Dashveenjit Kaur. 2023). From the perspective of PC market share alone, there is a significant gap between Apple, Lenovo, and HP. However, as a result, Apple's number of personal computer models is much lower than Lenovo and HP, and the gap between them needs to be narrowed significantly.
From the market share of mobile phones and PCs, there is a high level of competition in the segmented industries where Apple's products are located, and the competitive pressure is enormous. However, the conversion cost of products in the consumer electronics industry is not high, and consumers will switch brands due to many factors. Therefore, for Apple, as long as its own products are innovative and unique enough, it can cope with industry competition.
(2) Supplier's Bargaining power - medium
Apple's products are composed of many parts, and its suppliers' Bargaining power ranges from low to high. Among them, suppliers of core parts, such as display screens, are provided by Samsung, Crystal Power and other suppliers, while chips and semiconductors are provided by TSMC. These suppliers of core parts and components have high technical capabilities and can meet Apple's requirements for parts and components. Therefore, Apple relies on these companies to a certain extent, leading to these suppliers' high Bargaining power (Jiang Lizhu, Deng Rui, 2012).
Except for core parts, most other parts usually have multiple suppliers, and the increase in the number of suppliers gives Apple the opportunity to choose. Correspondingly, the Bargaining power of these suppliers is much lower.
Overall, Apple's suppliers' Bargaining power is at a medium level.
(3) Buyer's Bargaining power - low
In the consumer electronics market, buyers' Bargaining power is generally high, but Apple is an exception. Unlike other brands of smartphones, Apple phones rarely experience price reductions (Ren Zhi, 2018). Apple consumers have high loyalty and often continue to use Apple products without brand changes; Apple's products can form a great idea product ecosystem, providing a highly coordinated and excellent user experience; All these factors make Apple have a high user stickiness. With less customer churn, the price of the product will be stable, and there is no need to reduce the price to attract users. Therefore, Apple's buyers have a low Bargaining power.
(4) The threat of new entrants - low
Intelligent electronic products have high technical barriers, and new entrants need to invest a large amount of funds in product research and development and manufacturing. A single product is not enough to attract too much attention from the market. To survive for a long time and form its own characteristics, it is necessary to create a series of products to form a product portfolio, which undoubtedly greatly increases the investment (Wang Shuqin, Huang Zijin, 2015).
At present, there are many participants in the smart electronic product market, and they have entered for a long time and have their own brand influence. New entrants who want to compete with these companies with high recognition and influence have a very small chance of success; They are unable to obtain economies of scale that can sustain their own development from these dominant companies in the market, coupled with a large amount of research and development investment, the shortage of funds will be a difficult challenge for them to overcome. So the threat of new entrants is relatively low.
(5) The threat of substitutes - low
The substitutability of Apple products is very high, and there are always many homogeneous products in the market, whether it is the operating system or the main features of the product, all of which have substitutability. However, for Apple, the threat of substitutes is relatively low.
From a functional perspective, both landline phones and cameras can replace some of the functions of the iPhone, but they are only a part; Smartphones with numerous functions have a small size, are convenient to carry, and their corresponding functions are also very outstanding, which greatly improves people's portability and their entertainment is also strong. And other brands of smartphones or personal computers with different operating systems pose little threat to Apple. Relying on Apple's excellent product experience, Apple has high customer loyalty. These alternatives are difficult to change Apple's customer usage habits, so the threat of Apple's alternatives is relatively low (Wang Shan, 2014).
In Apple's Porter's Porter's five forces analysis analysis, except for the high degree of competition in the industry, the other four aspects of strength are medium to low, which indicates that Apple's main threat comes from competition in the industry, and the suppliers who can influence Apple are also the core components. Therefore, Apple should pay attention to how to maintain its own advantages in the industry competition.
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The so-called SWOT analysis refers to the analysis of conditions based on internal and external competitive environments; By using this method, we can conduct a comprehensive and systematic study to help enterprises gather resources and actions within their strengths and opportunities, in order to formulate corresponding development strategies. 
2.4.1 Advantage Analysis
Brand awareness and good reputation: Apple's brand awareness has reached an unprecedented level, surpassing Google, Coca Cola, and other companies to become the most well-known enterprise. It's no exaggeration to say that wherever there are electronic products, there will be apples. Good product quality, fashion, and high-end product image. The Apple logo printed on the product itself is a guarantee of quality. Because Apple's product quality control is very strict in all aspects of product design, raw material procurement, process selection, production assembly, and testing. From this, it can be seen that Apple is completely a perfectionist (Gu Huayu, 2018).
Strong technical research and development capabilities: Apple has top-notch developers and has never lacked technical research and development capabilities. Apple values the research and development of advanced technology with the aim of winning in future market competition. Apple's product design is not only top-notch, but often in some way revolutionizes the market and attracts competitors to imitate. Strong R&D capabilities are Apple's most prominent advantage, and innovation not only requires this idea, but also a strong technical support as a backup. If there is not enough strong R&D capabilities, innovation can only be empty talk (Li Yanfen, 2012).
Loyal fans: Apple uses the quality of its products and services to impress users and gain a large number of loyal fans. Apple's user loyalty is much higher than other brands, and a good brand image helps establish a strong relationship between Apple and its users. Not only that, many users of other brands are also attracted by Apple products and consider replacing them with Apple products (Ye Jian (2009).
2.4.2 Disadvantage Analysis
Product pricing is too high, resulting in a gap in the mid to low end market: Apple has always focused on products in the high-end market and has never ventured into the low-end market. The high selling price has caused a lot of popularity, and many consumers are unable to afford to spend. Although Apple is omnipotent and dominant in the high-end market, it appears to have achieved little in the low-end sector. The product positioning is too single, the elite route has been going for too long, and the market still needs huge open space (Guo Xiaopeng. 2022).
Gradually lacking innovative highlights: Recently, some of Apple's new products lack highlights, and compared to the original shocking products, there is a huge difference between changing the soup and dressing. Almost all products run IOS system, the difference is only the speed, size, weight and camera imaging results. Of course, new products also require the speed of innovative technology, but in essence, this is only a quantitative change, not a qualitative change. From this perspective, we can see that Apple is facing an awkward situation of talent depletion, and 'qualitative change' is what Apple urgently needs (Greg Petro, 2019).
Low production and manufacturing process efficiency: Apple's manufacturing units have low process efficiency and high design and management costs; If supply chain management has not been fully improved, the supply capacity of certain important key parts is lacking.
2.4.3 Opportunity Analysis
The huge development potential of the consumer electronics market: Although many offline stores of Apple have been closed under the influence of the COVID-19, the sales scale of Apple in China has increased rather than decreased, which shows that the consumer electronics market has immeasurable potential; This is a huge market. Everyone needs a series of electronic products, such as mobile phones, computers, etc., like televisions and refrigerators. As long as the products are recognized by consumers and the Porter's generic strategies is better than competitors, the company will be recognized by the market.
The support of a mature industrial chain: After years of development, the electronics industry has grown into a very mature production chain. The integrity of the supply chain and the fierce competition between suppliers in terms of price, quality and service allow Apple to effectively reduce product costs and improve Gross margin. The emergence of a large number of component manufacturers around the world has given Apple more options, thereby increasing its position in negotiations (Market Research. com. 2023).
The demand for cloud services is increasing: With the advent of 5G technology and the improvement of network data connection speed, the demand for cloud based services in the market is growing. Apple can use its iCloud service and application portfolio to play its own advantages.
2.4.4 Threat Analysis
Strong competitor strength: Apple's multiple product lines have products with strong sales, resulting in Apple facing different competitors on each product line; Apple's competitors are accelerating the pace of developing new products in order to bridge the gap with Apple, attempting to compete with Apple through more product innovation. Although Apple still maintains its advantage, following this trend, if Apple responds effectively to the current situation, one day it will be mercilessly eliminated by the market (Zhang Fang, Zhao Chunyan, Zhang Wei, 2009).
Economic depression: the decline of the U.S. economy, the severe international situation, and the impact of the COVID-19 have made the U.S. economy recession, and the corresponding consumption capacity is also reduced; This is not good news for any business involved in the market economy. The largest market for Apple is the United States, and the vitality of this market will directly affect Apple's future development.
Shanzhai phones seize the low-end market: High imitation versions of shanzhai phones are cheap products produced by informal small manufacturers who imitate the popular formal phone market. The economic losses caused to enterprises in the sub market cannot be underestimated. Therefore, although the manufacturing and sales of this phone are illegal, high profits and low prices can still generate a certain market space. Especially in the current Chinese market, there are legal loopholes due to the incomplete construction of intellectual property protection.
Through SWOT analysis, it can be seen that the current advantages and disadvantages faced by Apple are quite obvious, so a strategy combining growth and reversal should be adopted. On the one hand, Apple can utilize competition between contract manufacturing companies and suppliers to reduce costs, compensate for inefficiencies in management and manufacturing, and control costs. On the other hand, by combining our own advantages in technology, innovation, brand, and marketing, we aim to launch innovative and competitive products, seize opportunities for consumer electronics growth, achieve efficient performance growth, and further expand market share.
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After using PESTEL, Porter's Five Forces and SWOT analysis models to analyze Apple's internal, external and industry, it is found that the impact of the COVID-19 on Apple's sales is mainly reflected in the closure of offline stores. Competition in the same industry and innovation in product technology have always been issues that Apple needs to face. The huge potential of the market and the increasing demand for cloud services are opportunities that Apple needs to seize. Apple should focus on how to improve product innovation and cater to changes in Market trend. At the same time, it should combine its own brand and marketing advantages to launch competitive products and provide customers with more valuable services, so as to get rid of the impact of the COVID-19 epidemic and maintain its competitiveness.
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1. Strengthen sales channel construction and provide customers with more purchasing methods
Apple can build more e-commerce platforms on its website to attract more consumers to make purchases; It is also possible to strengthen cooperation with other e-commerce platforms and carry out sales of Apple products on other e-commerce platforms. Apple can also carry out online activities in physical stores, taking physical stores as one of the channels to provide consumers with online and offline services, while strengthening the investment in digital Services marketing (such as streaming media and game subscription services, Augmented Reality (AR) products, etc.) to expand sales channels.
In general, the COVID-19 has brought great challenges to Apple's production and sales, but it is also an opportunity. Apple can strengthen the construction of multiple sales channels to better adapt to the increasingly digital production and sales methods.
2. Provide a remote work platform to enhance one's cloud service capabilities
The control measures during the COVID-19 epidemic have gradually made people accept the lifestyle of working at home and learning. This trend will continue after the epidemic ends. Apple can address this trend and provide consumers with a simple and efficient online work platform based on its simple and efficient design philosophy. At the same time, increasing investment in iCloud can enable it to be better combined with other applications and improve the user experience of Apple's cloud services (Mintzberg, H., Ahlstrand, B., and Lampel, J.2009).
3. Inheritance of innovative advantages
Apple's ability to become the industry leader is inseparable from its continuous innovation capabilities, brand quality advantages, and customer-centric philosophy (Dess, G. G., Eisner, A., McNamara, G., 2016). First, in terms of innovation, Apple's product design has always adhered to the path of innovation. Only innovation can attract consumers, bring huge profits, and achieve Product differentiation of mobile phones. Secondly, innovation should also focus on user experience. Whether it is in the appearance and functional design of products, or in the production and sales of products, it is necessary to reflect the concept of putting consumers at the center. User experience is directly related to the success of marketing. When choosing products of the same quality, consumers will definitely choose the one with good experience and service (Business + Strategy. 2023).
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1. Establishing a talent training system
Talent is the driving force and core competitiveness of a company's innovation (Grant, R.M., 2015). A multi-channel employee career development system that can be promoted vertically and developed horizontally should be established, as well as a multi-level talent cultivation system that covers junior, intermediate, and senior levels. The company adopts various training methods such as onboarding training, business training, skill training, internal training, and expatriate training, and allows new employees to participate in practical projects through internships, accelerating the talent growth cycle, and being able to quickly tap into talent potential through practical training, establishing key training goals to grow into technical backbone (Hayes, J., 2014).
2. Establish a reasonable incentive mechanism
A reasonable incentive mechanism can significantly increase employee work efficiency, thereby continuously benefiting the enterprise. Apple can adopt a combination of cash and non cash incentives as incentives. The company directly distributes large amounts of cash and prizes to outstanding managers and employees; Non material incentives include external rewards, a gym, a good work environment, etc., improving the living environment for outstanding employees, and extending paid leave for employees (Wu Shuyan, 2014).
3. Improve supply chain management
In the supply chain, coordinate the output and demand of upstream and downstream, and purchase the same key component from multiple suppliers. At the same time, find suppliers who can produce substitutes, and be fully prepared to respond to unexpected situations in a timely manner.
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