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[bookmark: _Hlk88820527][bookmark: _GoBack]Executive Summary

Apple’s was the first ever public company to be valued one trillion on 2018 2 trillion in 2019 and is 7% away from being valued as 3 trillion (Wittenstein and Adinarayan 2021). Since 1984 and the launch of their Macintosh computer (Apple 2021)  Apple and their bold diversification strategy has continued to revolutionise technology as we know it, with inventions like their, iPhone, iPad, Mac and Apple Watch, Apple TV and Apple pay and iTunes and App store.

But what is the key to their monumental success? Solving customers biggest problems through innovation with care and efficiency at are at the heart of what Apple do (Apple 2021), and their ‘raison d'etre’.Their use of a ‘vertical integration strategy’ (Keiser and Obermaier 2020) has been a critical contributing factor that has kept a tight control of their supple chain to maintain quality and cyber security Mahon (2020) putting customers safety at the heart, minds of their growth strategy. 
Their minimalist urban retail stores with uber slick counters and tech savvy talent offer a try before you buy tech product experiences, in over 510 countries globally (Cybart 2021) and have been paramount to Apples international expansion and success. But this alone is not enough, joint partnerships with national chains (Montgomeri and Roscoe 2013) have been critical segmentation channel allowing Apple to differentiate (Porter 1980) and penetrate wider existing and new emerging markets (Hanlon 2020).
But how long can they Apple stay dominant? In 2021 their iPhone accounted for 46% of their revenue (O’shea 2021) but competitive rivalry is at an all-time high, and Samsung is now world leader.(Statistica 2021) What can they do next? This report provides a strategic critical analysis of Apples business growth strategy using a SWOT analysis (Friesner 2011) Ansoff’s matrix (1957) Analysis and Porters Five forces (1980) analysis. It will also provide conclusions and recommendations for arguably one of the most successful companies of our generation Apple.(Yoffie and Fisher 2020).
Introduction 
There is no universal definition of strategy, however strategy as a concept has become increasing important field of research in contemporary business management studies that can analyse, inform and contribute to business success (Fuertes et al 2021)
‌Davids (2011) Defines strategy as the directional actions and decisions that a company takes to competitively achieve the company’s purpose. This requires effective top management decision making and focus of company resources; include people (Soleas 2020) and technology. (Menz et al 2021) It also requires action planning and collaborative working as the cohesive driving force to achieve company goals. Effective strategic planning and collective action can lead to advantageous positioning in the new or existing markets (Porter 2007)
Watkins (2017)  however, suggests many leaders, struggle to understand that strategy is more than an action plan, and that it provides guiding principles, a cultural framework and governance that shapes decision making and the workforce. It gives staff a roadmap to help them prioritise their work-related action in pursuit of sustainable company goals. Similarly Mintzberg continues (1987) and adds to this mechanistic definition by stating strategy is the process of creating patterns of actions or corporate behaviours that provide distinctive character and identity to an organisation which can serve to help the company achieve its ambitions and outwit its opponents in a marketplace.
Mintzbergs in his 5 P’s theory (1987) furthers this by positing strategy is a methodology employed to create advantageous positioning and niche. Positioning relates how an organisation designs and brands products or services in the mind of the consumer and creates customer value (Kotler 2018) Effective quality, price, benefit, solution and support (Pradhan 2018) can lead to strong brand identity providing competitive advantage (Nadube & Didia 2018) Innovative quality products, customer support services, strong brand identity, and positioning are all very archetypal characteristics of Apple.
According to Statistica in (2020) Apple was classified as the most profitable organisations in the world with a net income of 51 billion US dollars and their sales in the last 10 years have quadrupled. This report will involve a strategic analysis and critical evaluation of Apple Inc’s strategy using a range of strategic management models conclusions and reccomendations.





Main findings of strategic analysis and critical evaluation of Apple Inc
SWOT analysis 
The ‘SWOT’ tool has been an effective tool for business strategic analysis for over six decades, it can inform future strategy as a stand alone or in conjunction with other models. (Benzaghta et al 2021)  This tool will now be used for a systematic critical analysis of Apples growth strategy and its key strengths, limitations, opportunities and threats. 
Strengths
Apple was the first public company in history to be valued one trillion in 2018, two trillion in 2019 and they’re only 7% away from being valued as three trillion (Wittenstein and Adinarayan 2021). A key reason for this phenomenal success was due to its innovative design of revolutionary products and services (Zhang 2018). 

To create these innovative products, Apple uses a business model called Vertical Integration (Garg et al 2019) a strategy that takes ownership of various stages of manufacturing production and or creation. It can achieve this in numerous ways , such as acquiring suppliers, manufacturing the products and or services itself, becoming distributors or creating its own retail distribution outlets rather than outsourcing. (Investopedia 2021) Apple has done all of these  (Sherman 2020) all of which have contributed to its exponential scale-up growth and expansion of their premium product and service portfolio (Mercier et al 2020) and global market leadership.(Chang 2021)
A benefit of this success is that it’s allowed their highly skilled workforce to grow from 1997 with 8000 employees and generating 7 billion revenue to 137,000 employees and 260,00 billion revenue in 2019. (Poldony and Hansen 2020). Vertical Integration and their top tech talent have helped Apple stay innovative (Zhang and Tong 2020). 
As its enabled Inhouse design engineers to iteratively innovate Apple products and services in direct response to customer feedback prioritising user experience and driving up sales (Aljafari 2016) This has generated the revenues needed to remain innovative that has resulted in the development of a wide range of ground-breaking technologies including the Macintosh computer, the iPod, iPad, iPhone and Apple the Smart Watch and its associated applications services such as Apple pay and iOS. (Zhang  2018)

Other benefits of Apples vertical integration strategy has been the tighter control of software and hardware has enabled Apple to makes cost saving of the manufacturing of their products, reduced cost of their cost of their labour, and significantly improved their financial performance overall (Kaiser and Obermaier 2020).Their vertical integration strategy has also positively influenced supply chain behaviour and tighter controls on the engineering and manufacturing has led to improved efficiency, productivity, increases quality and supply of products and services, better price realization (Smoot et al 2018) high customer satisfaction and customer loyalty, creating a strong loyalty base of premium paying customers.(Nadini and Vanaja 2020) 

Another strength of Apple lies in their pricing model, they position themselves in the premium market, throughout their history they have not haven’t has a gross profit margin lower than 22%, their average is 37-38% and in March 2021 they were 42.5% their highest for nine years reflecting their high value and that customers are willing to pay for their strongly branded products and services.(Bajarin 2021) .

Weaknesses

Despite vertical integration enabling wider economies of scale to make more products, a limitation of is that it has taken a significant time and money to create novel products and services which has large cost implications.(Stucky and White 2019) Not to mention the technological limitations with hardware and software so new (Rawlinson  2017). Another key weakness of Apple’s strategy is that its IOS operating systems are closed loop meaning that they’re incompatible with other touch screen devises (Kire & Lazarela 2017) unlike Android and it’s Google open source operating system limiting access for potential new customers with non-Apple products from accessing their software. 
However in contrast, ethical tight controls by Apple have enabled strong cyber security and prevented large data breaches protecting existing customers paying premium prices for their products. In support, in a piece of research it was found that their key Android competitor is up to 47 times more likely to suffer from malware attacks with their customer base experiencing up to 230,000k malware infections per day in comparison to Apple (Ikeda 2021)Which is more important now than ever as the number of apps downloaded on average has increased from 50 to 90 apps per devise and Apple are committed to systematically protecting their customers by reviewing every app on their App store to ensure it is free from malware. (Apple 2021).
A final weakness is although their quality of their products is high an ethical challenge has been poor working, conditions low pay exploitation for those in their supply chain (Boersma & Clarke 2018) they have since took a zero tolerance approach to drive accountability these challenges and have set our 6 standards to redress this relating to supplier responsibility, labour and human rights, health safety and wellness, education, the environment, training and assessments and core supplier violations have reduced from 48 in 2017 to 9 in 2020 (Apple 2021)

Opportunities 
A key opportunity Apple has taken that has led to their exponential growth (Statistica 2020) has been to generate new sources of income via third party apps by charging per download of an app, selling premium features of apps, and app advertising space creating a global revenue of 19 billion dollars (Ceci 2018) This is continuing to grow at an unprecedented rate during the Covid 19 pandemic too, for instance in 2020 alone their App store generated 73 billion dollars.(Gallagher 2021) Apps enable customers to personalise their Iphones enabling customers to tailor their e-commerce shopping experiences and adding extra value to their lives. (Konstantoulaki et al 2019)


However behavioural data insights and artificial intelligence marketing and live human online 24/7 support could also lead to a more personalised customer care experience for Apple customers (Frankiewicz 2020) In addition to the use of Dynamic AI product interfaces, with tracking pixels could display personalised, optimised content (Zanker et al 2019)

A key growth opportunity Apple has taken since the pre and post pandemic is to form multinational commercial partnerships that have enabled them to licence the selling of their products in global chain stores (Montgomerie 2013) E.g. pre pandemic Apple began a joint venture with Tesco, and Argos that licenced the selling of their lower price and data and functionality phones in their internal electronics section of their stores. (Saran 2009)

More recently Apple has a joint venture partnership with US chain store ‘Target’ (Target 2021) creating seventeen mini Apple stores in 2021. Apple trains the Target technical consultant, has a dedicated online page providing a consistent premium brand user experience for Apple Target customers (Schroeder 2021) This tried and tested method widens customer access and has increased sales with limited overheads without the need or extra brick and mortar retail outlets. Quality is also maintained with Target staff being technically trained to Apple high standards. (Zhang and Neslin 2021)


A future opportunity for Apple to grow could be to diversify into growing future markets e.g. driverless smart car market, or in smart homes market or alternative smart wearables. (Austin 2019).to better meet customers holistic health and transport need using new technological innovations. They could also make luxury products with higher margins that are more customizable to meet client’s aesthetic (Amar et al 2020). 

Threats 
Porters Five Forces Strategic Analysis (2008) 
A compelling tool esteemed by many business management theorists (Bruijl 2018)  is Porter’s (2008) Five Force model. Porters model suggests there’s five key forces that make up the competitive business landscape; competitive rivalry, supplier power, buyer power, threat of substitution, and threat of new entry. All of which can be a threat that can Apples profitability.

Competitive rivalry relates to how saturated the market is with competitors, offerings are available in the market and quality of their products and services available to consumers. As Apple provide premium products, to remain competitive Apple must continue to innovate and create more value for existing and new customers than rival to competitors in order to maximise global success. Apple faces high threat competitive rivalry threat and needs agility to stay ahead of the curve now in and the future with disruptive technologies be this with smart phones advancements, or the introduction of bio chips with brain computer interfaces (Grabianowski 2017), robotics, or whatever else the future may hold.
Apple must prioritise innovation for its most financially successful global revenue streams (Mercier et al 2020) E.g. smart phones that account for 46%  of its revenue in 2021(O’Dea 2021) However leading competitor Samsung is already steps ahead with their waterproof 5g foldable range (Cordella et al 2021) and technology to support roll-able smart phones is underway (Lee et al 2019). Samsung sold 77 million smart phones internationally in comparison to 57 million sales of smart phones by Apple in quarter 1 2021. Suggesting customers globally in key markets such as China, India and US prefer the Android products more than Apple IOS iPhone at present (Mordor Intelligence 2021)

But it’s not only Samsung they need to be aware of, since the pandemic sustainability and the climate emergency has become a critically important agenda globally in Apples consumer minds (Hutcheon 2021) Apple needs to step up to remain competitive with their planet conscious customers. It won’t be until 2030 all products will be neutral (Apple 2021)Therefore competitive threats include companies like Fairphone that create phones from 40% recycled products (Bedford 2020). If this type of company or a new company was able to modify the phone recycling process to enable all parts to be recycle e.g. by melting them or reusing them in some way and this was bought by Samsung this could be a huge blow to Apple threatening customer loyalty. Their iPhone 13 is attempting to counteract this with their Trade in scheme that uses disassembly robots to recycle materials like Tungsten for future use (Apple 2021).

The supplier power relates to the supplier influence over product and service (Isabelle et al 2020), influenced by number of suppliers and access, their ability to raise prices, relationships, how important suppliers are. The more niche and technical the product or service and difficulty it is to manufacture the product or service the more important relationships areas can impact production and profit. (Suurmond et al 2020) Apple uses vertical integration and a strict code of supplier standards to ensure they have tight control over every aspect of their supply chain including where they access raw material, engineering, design, manufacturing, recycling, logistics, sales, business and supplier support to ensure high standards of quality are maintained in all the products, and services they offer.(Apple 2021) so external supplier bargaining power is a weak threat. 

However internal intellectual property is without a doubt a high potential threat to Apple. In support in a number of  ex Apple employees have been under investigation for stealing engineering schematics of their covert self- driving car technology (Brook 2018) as part of their project Titan whereby vehicles without steering wheels would have a Ipad-esque touch screen display interface (O’kane 2021).The is higher the disruptive innovation value the more IP risk it poses in the global market. 

Buyer power relates to how easy customers can influence pricing and drive the price down. Dependent upon total addressable market (Schlesinger 2020) number of buyers, buyer loyalty, purchase behaviour and ease and cost of switching to competitors. Buying power can differ for different customer segments too. The average smart phone life cycle is 2 years (Cordella et al 2021) and there is limited cost is switching brand so premium customers have significant buyer power control over Apple. Moreover key competitors such as Samsung, Sony, IBM, Microsoft, Dell and LG do pose a significant threat that influences buyer power if they find better differentiated innovative solutions and customer value. A study by (Crespo et al 2020) corroborates this found that companies that had more highly differentiated products and services that were high quality and differentiated marketing strategies were they key determinants of global profit and company success. 

Threat of substitution refers to the likelihood of a product or service being replaced or clients finding another way of doing things (Thurlby 1998) e.g. As result of automation etc. Threats of Apple substitution are low as they are still such a strong market leader in the smart phone sphere and the smart phone industry is a not only a lucrative industry, it’s also a steadily growing industry with 1,366 million units shipped in 2020 with 40% of the world now currently owning a smart phone increasing year by year (Mordor Intelligence 2021) Although smart phones are here to stay for now, brands like Samsung partnered with Google to create a freestanding foldable phone. (Samsung 2019) launched August 2021 (Preston 2021) pose a very real threat to Apple and they could lose a considerable global market share if they don’t continue to innovate. 


However are more concerning threat would be new disruptive competitors replacing existing market technologies. For example Companies that have created eco kinetic sweat powered smart watches, or wearable low carbon super capacitator clothing powered by kinetic energy (Manjakaal et al 2020) or haptic clothing for those with active lifestyles or medical conditions to assess physiological health and exercise (Oshito and Yano 2020).

Threat of new entry relates to how likely it is that other businesses will enter a market. This is impacted by time it could take to enter the market, specialist skills and services or products and regulatory barriers in the industry (Investopedia 2021). As Apple has such a wide portfolio of products it’s a highly likely threat competitors could enter their existing markets. However one strong advantage Apple has, is their revenue and what is more likely is for them to buy these companies that can provide advanced technologies and materials. This is not unusual for them, in fact Apple acquire up to 3-4 companies per week to help propel its continued growth and they currently own 114 companies. (Caittlin 2021)

A key limitation of Porters model used above is that, whilst it gives a strategic insight of five forces that can maintain a competitive advantage it does give indication as to ‘how’ competitive advantage can be retained in the future (Goya 2021)For this reason Ansoff’s (1957) model will be used to examine Apple’s current and future options. 




Ansoff’s Matrix (1957) Strategic Analysis
Ansoff’s (1957) Matrix is a seminal tool in business management that can help multinational companies like apple perform a risk analysis of current and future growth strategies.(Jintana et al 2021) It’s four quadrants outline possible avenues for business growth and include: ‘strategic business growth: Market penetration, product development, market development and diversification’. 

[bookmark: _Hlk89628955]Market Penetration
Market Penetration refers to the extent to which products and services are utilised compared to the total market size. Currently Apple Inc has five international geographic segments that include Europe, The Americas, Japan, China and the rest of the Asian Pacific. It also has more than 500 retail stores in 25 countries and regions (Dudovskiy 2019) Apples biggest selling product globally is their iPhone. Currently Apple have 15.2% of the share of the global smartphone market. Putting them number two in the world succeeded only my Samsung at 20.8% (O Shea 2021) .
Apple’s Market penetration strategy utilises a range of different penetration methods and marketing methods across the marketing mix (Thabit and Raewf 2018) that has successfully led to year higher sales of their iPhone (Statistica 2021) Tactics such as foreign outsourcing and importing to enable production at reduced costs, exporting and foreign licencing as well as foreign investment (Kasyanenko 2019.) In the tablet and smart watch market Apple is sales leader above Samsung, Amazon and Huwai. Moreover it’s global market share from iTunes, software and services has been on an upward trajectory since 2013 generating a strong 18 Billion dollars in revenue in 2021 (Vailshery 2021) Although retail stores have closed during the global pandemic 
restricting customers being able to speak to product expert staff physically and test out products, distribution has merely altered the way products were purchased demonstrating strong brand reputation and loyalty (Downey 2021).

Product Development
Product development is a lower risk strategy within Ansoff’s matrix, as it attempts to create more products or services for existing customers informed by customer feedback.
Product development for Apple has involved creating products and services that provide additional value for and solve current customer problems they have with technology. According to (Loughlin 2020) This value can be created by; refining the process, iterating as result of segment feedback, improving efficiencies, reducing costs, or creating designs that distinguishably different from competitors.

Apple have a long track record of creating innovative products that tackle key customer challenges in changing times. For example their Mac book was the first computer to combine a mouse and graphic interface allowing customers to navigate online. The iPod was the first device its size that allowed copyrighted music to be downloaded. The iPhone the first touch screen mobile phone with iPod capability and camera function. Other famous innovations were their iPad, Apple Smart phone, Apple pay, Apple TV (Mullaney 2020) and Bluetooth Ear Bud wireless headphones (Dyseart 2017).

Their intuitive user-friendly products and face to face customer engagement has been pivotal to their product development success and cult brand loyalty. In support, in one of their biggest markets the US, Apple scored 82% out of 100% in the American Customer Satisfaction Index (Vena 2020). 
In order to keep innovating Apple has continued to increase spend on research and development. In 2007 it spent a modest 0.87 billion dollars on innovation, however exponentially year on year their R &D budget increased to 21.91 billion US dollars in 2021 a record high for the firm.(Statistica 2021). This innovation budget has served them well over the years enabling them to continually experiment, innovate and develop new famous products and services in the global markets. Their success so great, Apple became the first public in history to be valued more than both one trillion-dollar company in 2018 and 2 trillion in 2019 (Klebnikov 2020).

Market Development 

Apple’s market development strategy involves selling more of existing products and services to different more of the same or different target segment. These customers live in the same or different geographies, have specific psychographic concerns (Gajnova et al 2019), or buying behaviours (Chaubey & Subramanian 2020).
Apples market development strategy for growth has involved them analysing key segments of products and services and retargeting them and positioning them for specific segments using a relevant marketing mix strategy and communication tactics (Khandelwal et al 2020) to display value and differentiation. (Nadube & Didia 2018) In support of this, recognising the importance of the sizeable emerging Chinese market Apple produced a differentiated iPhone 5C that had a lower price point with simpler functionality that increased their global market share (Zhang 2018) 
Apple targets premium urban upper middle-class customers aged 18-45 years both men and women who are ambitious and looking for efficiency, quality technological solutions that can afford their premium pricing (Dudovskiy 2021)

Different products and services within Apple’s portfolio are used to target different segments. For example targeting Mac books for working professional and university students that need lightweight computers. iPhone for professionals and parents who want to make calls and use up to date navigation apps (Eern Yie et al 2021) 
Another market development strategy Apple has employed in order to sell globally has been through it’s opening 510 retail stores in 25 countries (Cybart 2021) In a study of Apple retail stores Apple staff have been shown to have many customers visited the stores, customers actively used the stores to seek help and reported they experienced characteristic high product knowledge of Apple retail staff, which had a positive impact on customer purchases (Miles et al 2019 )

Diversification

Diversification is the strategy of selling new products and services in new markets. The benefits of diversification are that it can lowers portfolio risk due to market volatility as resource is placed in different income streams. However, although it’s designed to mitigate risk, it can take a lot of additional time and money.
 It can benefit companies in uncertain times though, like we have seen in the current Covid 19 pandemic where undiversified portfolio businesses have suffered more.(Proctor 2020)
Diversification can involve restructuring, divesting, focused diversification around workforce areas which can mean relinquishing profitable and less profitable avenues in pursuit of innovation, creating new divisions to tackle innovation projects, or creating an entirely new affiliated firm (Gopal 2021).

Apple is famed for its revolutionary diversification of products and services, that has enabled it to continually penetrate new markets as a way of increasing sales streams and revenue (Hanlon 2020) Ansoff suggests diversification is the riskiest of all of strategies for growth. However, if diversification is used to create innovative disruptive products in growing markets then arguable this strategy is the most disruptive and can give the biggest financial return. (Handrian et al 20.21)

Apple have continued to diversify successfully throughout their history and have chameleonically changed with the times. They started off as a computer company but evolved to provide a wide range of sectors e.g. telephony, music, financial services, TV, health tech sectors products and services. .Recent diversification strategies they’ve added to generate extra income streams include; Apple pay that enables consumers to make instant smart phone instore payments removing the need for physical  credit and debit cards reducing plastic consumption. (Apple 2014)

Another diversification route has been wearables tech with the creation of their Apple Smart watch that connects to health-related apps and  your iPhone and has a built-in electrocardiogram allowing you to detect abnormal heart rates.(Ioannidis et al 2019).Apple have also created a health care platform and app enabling  medical professionals to use their iPhone and camera to complete diagnostic health assessments and record patient results.(Apple 2021) .
With their vast experience in music streaming, they have also diversified into providing an online tv streaming service market with their Apple TV suite (Ame 2020)














Conclusion 
The Covid pandemic and climate emergency has led to industries being in a state of flux, regulatory government policies, global alliances and memberships, have impacted competitor rivalry and new innovations, technologies, big data logistics, distribution structures and supply chains are shifting the competitive business landscape (Harvard Business School 2021) 

Since October 2020 one in four companies saw their sales drop below 50% and on average sales dropped 27% however 17% invested in new digital software, hardware or digital solutions (World Bank 2021) Favourable for Apple whose 2021 earnings were up by 33% from 13.2 billion to 16.9 billion making it a record fiscal year with stocks doubling over the pandemic too (Downey 2021).

Apple has a long-standing strong brand reputation for creating premium quality innovative products that are efficient and solve problems for their ambitious wealthy consumers. Their vertical integration model and tight control over their supply chain has enabled them to change manufacturing processes to add further value and protect their premium paying customers security and data. This quality control also is allowing them to work towards building more greener substantiable products and services that appease some of the psychographic concerns of their target demographic of urban 18-45 years olds. However there is still more room for improvement, they are not yet Net Zero and won’t be until 2030.



Apple have a wide portfolio of products and services and have continued to diversify globally by investing heavily in innovations to solve the world’s biggest technological problems and differentiated offerings for target segments in emerging markets. Their 510 commercial stores globally and tech savvy talent has been a key driver to their global expansion and success. 
Wider commercial partnership and the licencing of intellectual property are a key tactic Apple have employed to increase their market share and penetrate new territories and geographies online through Apple TV partnerships and physically using joint venture stores partnerships that have enabled quick expansion without the need for bricks and mortar overheads. All of which have created a wider distribution and support options for their premium customers globally
Apple started off as a computer company however diversified their portfolio to sell a wide range of products and services from computers, smart watches, to Apple Pay. Apple’s biggest selling product however remains the iPhone that makes up almost a 46% of their total revenue. (Statistica 2021). However rivalry is fierce, and Apple are no longer global leader with the largest iPhone market share, Samsung succeeded them and have just released their foldable iPhone. In the future, they will need to continue to diversify and differentiate  in order to remain as a key competitive global firm. 
. 



Recommendations 
A safe way Apple could increase market share is to make more joint venture partnerships with supermarkets and premium chain stores globally to widen their reach of iPhone and accessories in new wealthy urban markets They could also target emerging markets like India with differentiated price-points which may reduce their functionality. In addition  they could create more stores in emerging markets. In support they are expected to have 600 stores globally by 2023 with two of their biggest emergent market stores in China and India (Munster 2018)

As Apple are no longer top global leader in the Smart Phone stakes and are succeeded by Samsung (Statistica 2021) they’ve a huge opportunity to diversify by creating new products in growing markets that use their technical expertise in new contexts. For example, a medium risk diversification strategy with high potential return on investment for Apple could be Apple partnering with an electric car manufacturer to create an innovative electronics solution that incorporate music, hands free telephony and dashboard analytics to support either driverless or driver led vehicles. They are allegedly in talks with LG about an Apple Electric vehicle with models ready by 2024 this makes a lot of sense as the total addressable market for e-mobility is 10 trillion dollars so even if they achieved 2% of this market it would make it as big as it’s iPhone revenue (Cao 2021) .It would also make sense to do this kind of project as they have a strong off the shelf products and services that can be adapted to support this. Plus the timing is right with many world leaders having declared a global climate emergency. 
In terms of targeting of this kind of product or service they could target geographical markets where new laws have been introduced to kerb global emissions due to climate change e.g. The US and 200 cities in 10 countries in Europe where the low emission zones have been introduced in attempt to ban the highest polluting vehicles or charging them a congestion charge. (Bernardo et al 2021)

Another diversification strategy Apple could offer is even more individualisation so consumers can customise and personalize their iPhone (Reinartz et al 2019) For example targeting the top 1% earners globally (Denk 2015) e.g 56.1 millionaires that have a total of 413.3 trillion dollars in Wealth (Osorio 2021) offering customised products at luxury prices. Nike is already offering a premium co-creation service enabling customers to customize sneakers in their’ Made by you’ range whereby customers can ubiquitously an online platform or instore touchscreen to choose different trainer designs and then colours for different parts of the trainer (Nike 2021) It’s potentially only a matter of time before this concept evolves into the smart and wearable tech sector especially in a future of where automation and robotics is more prevent (BEIS 2021).They could also make technologies within products more personalised e.g. using personalised AI sophisticated chat bots with empathy (Adams 2020) and brand personality (Knight 2020) that provide AI analytics to help customers understand operating problems and solving them before they reach out. (Amar et al 2020).


Higher risk diversification options could be to consider innovating in new disruptive growth sectors such as fast charging car batteries for autonomous flying vehicles (Yang et al 2021) or climate conscious drone technology that can remove the need for delivery vehicles. (Macpherson 2021) or 3D smart personalised glasses that provide wearable healthcare and machine interfaces (Lee et al 2020) However this is likely to require different kinds of expertise to create patentable disruptive products into new markets (Joshi 2021) unless they purchase existing start-ups already doing this which saves them time which they can afford. However if anyone can do it, with their current research and development investment budget exceeding 21 billion (Statistica 2021) Apple can. 

In summary, evidence shows  leading disruptive technologies is critical for Apple’s continued success (Zixuan 2021) Therefore it’s critical that Apple focuses on creating innovative eco conscious high value products and services that are unique exploit new high growth potential markets with their disruptive designs. Failure to do so could new mean significant loss of their global market share. 
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