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[bookmark: _Toc102260140]INTRODUCTION
 Modern financial management concerns have grown increasingly significant as a consequence of increased globalization, economic crises, and a rapidly changing business environment. We need effective financial controls because international financial management (IFM) takes place in an era of global corporations, where financial choices are made. The expansion of worldwide commerce has shown that the world of international business has expanded enormously in the last decade (Razak et al., 2020).
[bookmark: _Toc102260141]TASK
[bookmark: _Hlk102404188] An examination of the significance of global financial management in the context of Apple's business strategy is presented in this essay, as well as how it has assisted Apple in growing and maintaining a position in the worldwide market for a long time.
International Financial Management is used to manage an organization's worldwide business environment by selling merchandise and exchanging foreign currency. A few examples of organizations with whom these rules permit enterprises to do business on the other side of the globe are suppliers, lenders, partners, and customers (Razak et al., 2020).
APPLE's management of overseas finances is critical to the company's success.
IFM assists in the computation of various currency exchange rates, also in determining the worth of each country's currency.
· It contributes to the determination of several nations' financial positions as well as the arbitrage of the global market. Therefore, inflation and the choice to participate in international debt instruments are becoming more intertwined (Langley, and Leyshon, 2021).
· It urges international organizations to adhere to its ideals in order to maintain a healthy balance in the global community.
· In order to resolve financial disputes between countries, international organizations such as the International Monetary Fund (IMF) and the World Bank play an important role in the process.

[bookmark: _Toc102260142]Challenges faced by APPLE in International Market
Apple achieves market differentiation via the use of unique design and technology that it develops and distributes. Advantage over the competition: it has developed significant brand loyalty, which gives it a competitive advantage in the worldwide market and allows it to remain competitive. APPLE is competing in a market that is both new and constantly changing. As a result of technical advancements in communication devices and mobile environment gadgets such as mobile phones, it has had to cope with intense competition on the global market across all geographical boundaries in recent years (Tien, 2019). When new competitors, lower-priced goods, and viable alternatives were introduced into the marketplace, the corporation's long-term strategic success was jeopardized. In order to put the company's capabilities to the test, it is necessary to examine the company's public relations and its ability to be innovative. Maintaining control of a shifting customer base and a rising number of underutilized rivals, even if you aren't expanding, may be difficult. Despite its forward-thinking objectives and ground-breaking accomplishments, Apple has challenges in preserving the integrity of its brand name and reputation (Hasan, et al., 2020).
As the firm has grown and progressed, it has become more difficult to react to requests from potential customers and business partners. This does not imply that the organization's charismatic leadership and efforts, as well as the necessity for a clearly defined development plan, have put the organization in danger of failing. People's passion for competition has grown throughout time, particularly when it comes to determining the worth of an Apple product. Most of the market's rivals could lower their pricing in order to gain market share. Product qualities, product quality and dependability, after-sale services or goods, comparable pricing, market and distribution capacity, and the company's reputation are all factors to consider in the competitive environment (Amron, 2018). 
[bookmark: _Toc102260143]Dividend Distribution Policy of APPLE
The dividend policy of a business is very important since it is one of the most important parts of the firm's operations. Dividend rates that remain stagnant are a sign of a business's financial stability, and they may prompt investors to raise their interests in the company. It is possible that the company's leverage ratio may grow as it makes long-term dividend payments. Enhancing the value of a company's shares via dividends and stock price rises are two strategies of increasing the wealth of shareholders. If all profits are handed away as surpluses, there is no money left over to spend on growth initiatives. This means that Apple must select how much of its income it will give as dividends and how much it will retain for its own purposes in order to remain profitable.
Apple has been able to increase its annual dividends as a result of the company's consistent rise in sales and profitability. It also boosts the bonus price it pays out to its shareholders on a monthly basis to keep up with the times. On July 18, 2021, the inventory yield was 0.6 percent, and the stock paid $0.22 per share, which corresponded to the percentage of periodic distribution. Apple paid out $14.1 billion in dividends to stockholders for the fiscal year that ended in March 2020, according to the company. In 2020, the remaining earnings were $57.4 billion, resulting in a dividend payment ratio of 25 percent for the company. The excess payout ratio was 26 percent in 2018 and 23 percent in 2019, according to the most recent available data. In fact, throughout the preceding three years, Apple's dividend payout percentage has been remarkable consistent. Bonuses for the company were $14.1 billion in 2020, $13.7 billion in 2018, and $14.1 billion in 2019 respectively. Furthermore, in addition to the regular reduction, the largest corporations are barred from participating in an extra reduction. Businesses should try to increase their surpluses over time, as long as their revenues and sales allow them to do so safely. Apple's bonus payout for the second quarter of 2021 was $0.22, representing a 7 percent increase over the $0.205 bonus paid in the first quarter of the year. When Apple declared a quarterly dividend of $0.1425 per share in the second quarter of 2016, it represented a 9.1 percent annualized increase in the company's quarterly dividend over the previous five years. Apple's effective interest rate is around 2.25 percent per year.
[bookmark: _Toc102260144]Efficient Market Hypothesis Theory of APPLE
'Market efficacy' refers to the degree to which prices correctly reflect all available information in the marketplace, as defined in economics. Because everything is priced adequately, the effective markets hypothesis (EMH) states that markets are productive and, as a result, no more revenue can be gained via investment. This implies that even if you could influence market outcomes by investing in passive indexes, there is no compelling reason to thrash the market. According to this viewpoint, stock prices reflect the truth of all facts, making it impossible to retain a position of influence over the market. Because of the EMH's premise that stocks trade on board at their fair value all the time, it is impossible for traders to acquire or sell undervalued stocks at inflated prices. Therefore, financial professionals can only generate more profits by investing in riskier assets than the general commercial centre (Buckley et al., 2018).
Many individuals find it difficult to accept the powerful structure of the market, which proclaims that the price of an inventory is determined by all information accessible in the marketplace, whether it is public or private information. However, in order to replicate the degree to which it is possible in markets, the current percent value of an inventory is computed based on data that is no longer private but is publicly accessible. It is not essential to employ either necessary or practical evaluation in order to get better breakthroughs (Hasan, et al., 2020).
Everyone, except for inventory costs, is taken into consideration in Apple's ultra-modern inventory pricing. Using technical analysis, it is difficult to predict and beat the market in the long run.
[bookmark: _Toc102260145]Methods of Appraising projects in APPLE
Beginning with the need for raw materials, an economic assessment should include the present stage of capability utilization, predicted sales, estimated expenses, and potential profits. A consistent emphasis on profit volume, according to Apple, is claimed to be the driving force behind several financial elements, including sales, acquisitions, and charges. By withholding the money of the poor and disenfranchised, it's feasible that affluent countries like the United States would prefer to reduce the market capacity for high-end consumer goods such as Apple's products. Increasing strength of the dollar and, consequently, a rise in the exchange rate may increase the cost of Apple's products (Hasan, et al., 2020).
Entrepreneurs may use financial analysis to mix their own labor with another's system and still another's raw resources in order to make items with the support of others. It is necessary to specify the capacity utilization rate of APPLE specifically in the marketing plan. There are a variety of obstacles that hinder APPLE from attaining its full potential, like unforeseen raw material shortages, abrupt pauses in strength supply, difficulties in joining the market mechanism, and so on.
A product's potential market must be identified before the manufacturing process can begin, and this step must be completed before production can begin. Apple considers factors such as the product's target demographic, as well as the location and timing of the product's possible marketing campaigns. A direct outcome of this is that the maker does not incur any expenses until the product is sold. When it comes to producing money, the capacity of the market is a critical issue to consider.
[bookmark: _Toc102260146]CONCLUSION
According to the findings of the study, international financial markets differ from national monetary markets in terms of their nature and analytical capabilities. When universal funds are properly controlled, they may improve the effectiveness and competitiveness of a company significantly. When it comes to expanding overseas, a company's knowledge of the rules and regulations governing the global financial sector is critical to success. According to the project evaluation process, a lack of management competency might result in the collapse of an organization.
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