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EXECUTIVE SUMMARY 
The strategies that are to be used by Apple in order to retain its sustainable competitive position in the market have also been discussed using Porter's generic strategies. Growth strategy suggestions for Apple have been provided to make use of the Ansoff matrix to analyse the market position and implement Joint venture market entry process to enter foreign markets they are yet to explore. The Green strategies and CSR activities implemented by Apple have been discussed, along with the relevant recommendations for developing operations at Apple have been discussed as a part of the report. The strategies of Apple are used on an accurate basis and all of the initiatives used by the company are analysed by market experts.   
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[bookmark: _heading=h.3rdcrjn]INTRODUCTION 
The report is developed with the aim of conducting a strategic analysis of the chosen organisation Apple Inc. strategic management of an organisation is effective in he;lping the organisation to take better decisions regarding the operations of the organisation and develop the functioning efficiency, by alignment of organisational goals with functions. The report will define the background of the organisation along with the analysis of the mission and vision statement that the organisation has developed. The macro and micro environment of the organisation is analysed in order to understand the strategic plannings undertaken by the organisation to gain advantage of the market. An internal analysis of the organisation is to be performed as well. The strategies that can be used in order to sustain the market competitive market, along with the growth strategies to be adopted as are discussed in the report. The greens strategy adopted by the organisation and recommendations to be followed by the organisation are also discussed.  
[bookmark: _heading=h.26in1rg]COMPANY BACKGROUND 
Apple Inc. is an american multinational technology organisation that is headquartered in California, United states of  America. It is the world's biggest technology organisation by revenue with $394.3 billion in 2022 revenue reports. Additionally, as per the reports of march 2023, it is the world’s largest organisation by market capitalisation. Apple company designs, manufactures and markets smartphone products, tablets, personal computers, wearables and accessories and sells different other related services. 
[bookmark: _heading=h.lnxbz9]Mission and Objectives
The main mission of Apple is to bring the best user experience to their customers using innovative technology and services. On the other hand, Apple's mission statement is to create the best products on earth and make the world a better place. According to Apple CEO Tim Cook - Apple believes in making great products through latest innovations. Apple also believes in simple rather than complex and the company is required to control and own the primary technologies behind the products they make and participate over the markets all over the globe to make significant contributions. For the past few years, the organisation has said no to more than thousands of projects to focus on their important goals that include deep collaborations and cross-pollination of the Apple inter groups to innovate in a more authentic and effective way.
[bookmark: _heading=h.35nkun2]MACRO-ENVIRONMENT ANALYSIS  
According to Pimentel et al., (2022), among the most well-known and well-recognized technological brands in the entire globe is Apple Inc. Due to its rapid revenue rise and favourable return on expenditures, Apple continues to be a favourite among investors. Despite being distinct, Apple's business strategy has been incredibly effective.
PESTEL Analysis
Political Factors: International political factors, such as trade policy, taxation, and laws, have an impact on Apple's business operations. The supplier network and production costs may be impacted by tensions worldwide and trade conflicts (N, 2021). Additionally, the business must traverse various data privacy rules, which have an impact on its services and client relationships. Apple's worldwide supply chain, for example, may be disrupted by trade disputes, like those between the U.S. and China, and taxes may raise prices.
 Economic Factors: Apple's sales and profitability are impacted by economic factors including changes in consumer expenditure and currency rates (ipl.org, 2023). The possible buyer base for higher-end customer goods like those offered by Apple may become smaller if middle-class earnings stagnate in various industrialised nations, especially the United States. Exchange rates might rise as a result of a strong dollar, costing Apple more money to conduct business in important regions like China and Europe.
Sociocultural Factors: A broad worldwide audience connects with Apple's goods and marketing. Preference for environmentally friendly practices is driven by sociocultural developments towards environmental concern and ethical buying (Lombardo, 2019). However, accommodating diverse cultural tastes necessitates structure and functionality adaptation. Furthermore, shifting buyer preferences such as those related to morality and environmental responsibility have an impact on packaging for goods, and substances, as well as supply chain traceability.
Technological Factors: The popularity of Apple is mostly a result of its technological advancement. Rapid technological improvements bring both possibilities and difficulties (Legun and Burch, 2021). To preserve its market position and meet changing customer expectations, Apple must keep ahead of new developments including AI, 5G, and AR. The development of 5G technology has the possibility of improving the functionality of Apple's products and services. Furthermore, in a time of growing cyber dangers, the organization's attention to safety and confidentiality is still essential.
Environmental Factors: Preservation of the natural environment is becoming more important across sectors. Utilising green power, recycling programmes, and lowering its carbon impact, Apple has welcomed this growing trend. Its reputation as a company may suffer if environmental problems are not addressed. Apple's efforts to reduce waste are influenced by regulatory requirements and market demand for environmentally friendly goods.
Legal Factors: Apple's activities may be impacted by legal issues such as proprietary rights, antitrust legislation, and labour laws (Lombardo, 2019). It is involved in legal disputes including piracy of patents, privacy concerns, and unfair labour practices that might harm its standing and bottom line. Apple must make changes to its business practises as a result of data privacy rules, such as the “GDPR in Europe” and the “CCPA in California,” which have an influence on how the company gathers and utilises user information.
[bookmark: _heading=h.1ksv4uv]MICRO-ANALYSIS 
As per Gleiss et al., (2021), the micro environment analysis is conducted by an organisation in order to evaluate the various micro environment factors that may have an impact over the performance of the organisation. These factors consist of the factors that have their presence in the immediate environment of an organisation. 
Rivalries: Apple competes against companies like Samsung, Google, and Microsoft in a very competitive market. The company's market advantage is influenced by an eye on higher prices and design distinctiveness (essaybizlab.com, 2023). Perpetual creativity is essential for a business to fight off rivalry and keep its customer base unit.
Customers: Due to its accessible environment, brand recognition, and differentiated product expertise, Apple enjoys a devoted following of customers. However, the need for an economy and changing consumer tastes make it more difficult for it to draw in new clients and keep hold of existing contracts.
Providers and Supply Chain: The worldwide supply chain for Apple is complicated with suppliers located in several nations. The supply chain may be disrupted by reliance on certain suppliers as well as dangers like labour conflicts and international conflicts (professionalwritingbay.com, 2023). Risk mitigation and diversification are essential.
Internal Advantages: The atmosphere of inventiveness, superior design, and effortless blending of software, services, and hardware are among Apple's internal advantages. It is difficult to retain an innovative culture in the face of tradition and dimensions, though. Planning for recurrence and shifts in leadership is also essential (Dudovskiy, 2019).
Financial Positioning: Apple can spend on R&D, buying businesses, and extensions because of its strong financial position. However, the reliance on income on particular products, including the iPhone, highlights the requirement for variety to lower risks related to item existence.
Advertising and Branding: Consumers develop strong emotional bonds with Apple due to its renowned branding and advertising strategies (Dudovskiy, 2019). The difficulty, though, is in preserving the fascination around new introductions and an idealistic atmosphere despite mounting rivalry.
A detailed picture of Apple's strategic environment is revealed by thoroughly evaluating both these aspects, including knowledge about the company's advantages, disadvantages, possibilities, and challenges.
[bookmark: _heading=h.44sinio]Industry Life Cycle 
The industry life cycle of an organisation analyses the different phases that an organisation goes through while they are marketing their products in the competitive environment. Generally, an organisation goes through 4 different stages while they are operative in the industry (Kitov, 2023). These include the introduction stage, the growth stage, the maturity stage and the decline stage. Under the introduction stage, a new product or idea is introduced in the market, to resolve an existing issue. Sales and revenue generated in this stage is comparatively low. 
The next stage is the growth phase where the organisation slowly gains market share. This is due to the increased customer interest in the product. The maturity level is next, where the focus of the organisation shifts from market growth to growth of cash flow (O’Sullivan, 2021). Apple Inc. is considered to be at the maturity level of the industry life cycle. In this stage, there is a slowdown of sales generation, and it impacts the revenue generated for the organisation as well. In order to stay relevant in the market, it is necessary to bring in constant developments in the products being sold (Diem et al., 2021). Apple has considered this impact and this has motivated them to develop the current products that they have. One of the products that have been introduced by the organisation to overcome the competition in the market includes the iPod (Brown, 2019). In addition to this, the products that have been introduced ever since the iPhone8 are considered as maturity stage products developed to maintain the competition in the market (Saxena, 2019). The final stage of the industry life cycle would be the decline stage or the saturation stage where the survival of the organisation in the competition becomes difficult. 
[bookmark: _heading=h.2jxsxqh]Porter’s Industry Five Forces Analysis
The Porter’s Five Forces analysis of Apple Inc is able to define the various factors surrounding apple as it operates in the competitive market and the impact the different factors have on the success of operation of the organisation. The following are the five forces affecting the operations of the organisation: 
Industry rivalry: The industry rivalry for Apple can be considered moderate. Considering the features of Apple’s products there is no other organisation that can match the level of product usage satisfaction (cnbc.com, 2022). On the other hand, if customers are willing to shift to products that can simply satisfy their needs, android phone organisations like Samsung, or Google can provide smart phones that can compete with Apple through the low switching cost of products 
Supplier bargaining power: The bargaining power of suppliers is considerably low for Apple since they have multiple suppliers available to the organisation globally. The organisation is known to outsource relevant raw materials from its suppliers while compared to other organisations (Pineda, 2023). Thus, they can avail the raw materials that they require to develop their products exclusively from any part of the global suppliers. 
Customer bargaining power: The customer bargaining power for Apple can be considered high since there are various organisations in the market that can serve as competitors for the firm (Kretschmer et al., 2022). The low switching cost available for the product can be one of the reasons why customers have the opportunity of bargaining. However, if compared on quality and service basis, Apple can be considered to have an upper hand. Thus, this force has a moderating impact on the organisation. 
Threat of new entrants: The threat of new entrants is low for Apple since the number of resources and finances that Apple has invested is quite difficult for another organisation to imitate (Mugo, 2020). 
Threat of substitutes: The threat of substitutes for Apple is also very low since it is not possible for any organisation to imitate the available resources of Apple and develop products to substitute and compete in the market. 
[bookmark: _heading=h.z337ya]INTERNAL ANALYSIS 
[bookmark: _heading=h.3j2qqm3]Apple’s Strategic Resources and Capabilities
Amidst the various resources and capabilities that Apple has, one of its most significant resources are their software and technological knowledge. The patents owned by Apple cover almost 55000 of the patents that have been filed globally. A sharp rise in the number of patents is observed since the year 2007, after the launch of their iPhones. In addition to this, the organisation has been extensively investing in research and development, amounting to $14.2 billion in the year 2018. It is one of its most prized capabilities (Singh, 2023). The patents owned by the organisation can be considered as a significant resource that can support their strategy development process in the industry, as it is a significant resource gained by the organisation. 
[bookmark: _heading=h.1y810tw]Value Chain Analysis
The value chain analysis of Apple is conducted with the aim of understanding the activities in the organisation and identifying the areas of opportunities that are prevalent. The value chain analysis is conducted based on two types of activities that support the functioning of the organisation, the primary and secondary activities. 
[bookmark: _heading=h.4i7ojhp]Primary Activities
The strong inbound logistics that Apple has, supplying the organisation with raw materials across the globe to meet the needs of the customer demand. The outbound logistics ensuring timely customer delivery also contributes to the success of the organisation (apple.com, 2023). The marketing and sales department of the organisation also coordinates the activities to ensure successful operation of the firm, through well-developed logistics and extensive promotion. The new launches of Apple are promoted effectively in order to capture the attention of their loyal customers and generate first hour sales. The unique products that are launched in the market, along with the superior after sales service is also one of the values that contributes to the brand image of Apple. These factors can be effective for the strategic growth of Apple in the market if proper planning if resource utilisation is applied. 
[bookmark: _heading=h.2xcytpi]Secondary Activities
The secondary activities consist of the support activities that are conducted by Apple to gain value for their brand name. The constant investment that the organisation puts in research and development is contributing strong value for the organisation's growth. Hiring skilled employees to contribute towards the efficient functioning of the organisation and providing them with necessary pay and rewards to keep them engaged have been contributing values for the organisation's growth as well (Doz, 2020). The strong supplier base available globally for Apple has secured the procurement segment for the organisation. The financial and cultural infrastructure of Apple has also been able to contribute towards the value development of Apple through strategic management. 
[bookmark: _heading=h.1ci93xb]VRIO Analysis of Distinctive Resources and Capabilities
	Resources 
	Valuable 
	Rare 
	Imitate 
	Organisation 
	

	Brand image 
	Yes 
	Yes 
	Yes 
	Yes 
	Long-term competitive advantage

	Product range 
	No
	Yes
	No
	Yes 
	Temporary competitive advantage 

	Patents and software 
	Yes 
	Yes 
	Yes 
	Yes 
	Long-term competitive advantage

	HR management 
	Yes 
	No
	Yes 
	Yes 
	Unused competitive advantage 


Table 1: VRIO analysis 
VRIO analysis is able to define the Valuable, Rare, costly to Imitable and Organised resources that an organisation has, and helps them gain value in the market. It can be seen from the above table that the brand image of Apple Inc. and the patents held by them provides them with a long term advantage in the competitive market (Charlton, 2022). It is valuable to the organisation and rare since they have worked hard to develop the name in the market. It cannot be easily imitated by other brands since the type of services and products provided are different. The same benefits can be observed from the patents and software that are owned by the organisation and organised use of these resources can bring in long-term advantage for the firm. 
Their human resources management for Apple Inc. is not considered to be rare as it is a function that every competitive firm has in the market and has been unable to bring in any uniqueness that can contribute to the competitive market, other than the high rate of pay scale. Thus, it is possible for Apple Inc. to take advantage of these unused resources to improve their position in the competitive market further. Other than this, the product range of the organisation is also seen to provide them with a temporary competitive advantage (Holic, 2022). The product range for Apple Inc. is rare since it is different from the type of smart phones that are manufactured by other organisations. The process of production is also organised giving them an advantage in the market. However, the product range or diversity cannot be considered as rare since every organisation has a set of variety in products at different prices to satisfy the needs of their customers. The diversity of the products can be imitated by other organisations that can capture variety-loving customers. 
[bookmark: _heading=h.3whwml4]SWOT Analysis
Strength: The brand name of the organisation is one of its biggest strengths (Bissette, 2022). The company maintains constant research and development and upgraded the technology that they implement helps them to gain an advantage over the other competing organisations in the market. The drive of the organisation towards innovation is also a strength supporting organisational growth in the market. 
Weakness: The high price range of the products is one of the major threats for the success of the organisation (Ibrahim, 2022). There are low switching cost products available in the market that can divert the attention of customers for Apple Inc. In addition to this, the software used in Apple products are not easily compatible with other technological gadgets, making it unattractive for various customers. 
Opportunities: There has been a consistent growth in the number of customers for Apple. This can help them to increase their market and capture a bigger customer base (Lesjak, 2023). Providing best quality customer services by taking advantage of their available supply chain would be effective for Apple Inc. to take advantage of the competition in the market. 
Threats: The increase of counterfeit products in the market can develop a significant threat of the organisation in the market (Bhasin, 2023). The strong competition of the rivals can affect the functioning of the market since they are required to introduce continuous new products in order to stay relevant in the market, even after the uniqueness of the product is maintained by the brand. 
[bookmark: _heading=h.2bn6wsx]STRATEGIES TO SUSTAIN COMPETITIVE ADVANTAGE 
Apple is one of the most renowned tech companies in the world. Apple is leading the globe with its innovative product and has sustained a monopoly in the market for a huge amount of time (Haseeb et al., 2019). This section has elaborated the strategies used by Apple in order to sustain competitive advantage in the market. Porter’s generic strategy has been used to elaborate the strategies of Apple in the following.
[image: ]
Figure 1: Porter’s Generic Competitive Strategies
(Source: Hamadamin and Atan, 2019)
Cost Leadership
Cost leadership helps the companies to set a low price for their products along with providing high quality products and services. However, the price of the products depends on the category of the industry (Pasaribu et al., 2021). There is a cutting-edge competition between the tech companies. Apple mainly targets the elite class of the society to sell their products. However, they also consider the middle class to sell their products (Quaye and Mensah, 2019). Apple tends to lower the price of their products in developing countries in comparison to developed countries. Apple mainly focuses on user experience by collecting a good amount of revenue from the customers.
Differentiation
Differentiation helps the giant companies to stand out in the market. It makes the company unique in the industry it is operating. Apple has created a unique position in the market by creating unique products. They have focused on the quality of their products along with increasing the service options or features (Zhao et al., 2019). Apple also tests their products for multiple amounts of time so they can assure their customers about the quality of the products they are selling in the market (AlTaweel and Al-Hawary, 2021). The company is focusing on creating certain ground breaking technologies including apple watch that is highly smart in nature.
Cost Focus
Cost focus helps the companies to focus or target a certain amount of population to sell maximum amount of products in the market. It also helps the companies to focus on their resources that are highly essential to produce high quality products (Hodaei et al., 2020). Apple has focused on low cost along with offering best values in return. The company has focused on the affordability of the customers at different geographic locations (Na et al., 2019). However, Apple has never compromised with the hardware they use. It has helped the company to enhance the reliability of the products among customers. It has benefited the company to increase its profit margin.
Differentiation Focus
It is a strategy to gain competitive advantage in the market by offering a better product in comparison to the rivalries without lowering the cost of the product. It helps the company to gain a huge number of loyal customers in the long run. Apple has always maintained its premium price in the market (Pei et al., 2020). They have improved the quality of product rather than focusing on cutting down the cost of production. The supply chain management of Apple is also strong and efficient. They can easily shift their products to any country within a limited period of time (Azeem et al., 2021). It helps them to maintain their inventory effectively without hurting the sentiments of customers.
[bookmark: _heading=h.qsh70q]GROWTH STRATEGIES 
Various growth strategies are available for an organisation to adopt in order to expand their operations. Considering three different process, Apple Inc. can grow their business in the following mediums: 
Ansoff matrix: The organisation can ensure market penetration by developing the sales generation. This can be achieved with the help of the innovative measures and research and development undertaken by the brand in order to maintain the loyal base of customers (Hanlon, 2021). Market penetration is effective in maintaining control over the base market of the organisation. Market development is concerned with entering a new market in order to sell their existing product. This is possible with analysing the existing market for opportunities and taking advantage of the research and development strategies to develop strategies in selling their products in the market. 
[image: ]
Figure 2: Ansoff matrix 
(Source: Hanlon, 2021)
Product development tactics can be implied in areas where a stable market for Apple is prevalent. This would be effective for them to develop their existing products in order to satisfy the needs of customers who are looking for products that are effective in meeting the needs of software devices (Joshi, 2021). In the diversification phase, Apple can introduce a totally new product based on the research and development that they have conducted in order to capture the attention of customers. Offering a completely new product in the market can be risky as it may not suit the taste of customers, thus, it is necessary that proper research and development is conducted prior to taking this risk. 
Entry Mode: Various entry mode strategies can be identified for brands who are willing to enter a new market and sell their products. Since Apple Inc. is an organisation selling a unique range of products and providing their services, it is necessary that they have a proper marketing and selling process that allows them to access international markets for their products. Apple is already actively licensing their brand names to various third parties across the globe, which allows them to sell their products to customers in various regions. In addition to this, Apple can also adopt another strategy to increase the sale of their products in different other markets, using the Joint Venture expansion strategy. 
Joint venture business not only allows the organisation to gain access to new markets, but also have access to a talented workforce and expertise and knowledge in the production process. Under a joint venture, the local organisation of a nation is able to provide support in terms of various aspects like human resources or materials, that helps a foreign organisation to market and sell their products in the new region (Nithya, 2023). In addition to this, implementation of joint venture tactics is effective in ensuring risk sharing between both the organisations in the party and reducing the burden of risks on a single party, entering the new market. Joint ventures also provide the advantage of shared capital investments (Srivastav, 2023). This can be effective for Apple when they enter a new market and the range of currency is different for both the nations. 
[bookmark: _heading=h.3as4poj]GREEN STRATEGY AND CORPORATE SOCIAL RESPONSIBILITY 
The Apple company presented an environmental strategy where their commitment is to become carbon neutral by 2030. all of the Apple products will be made with clean energy and more recycled and renewable materials. The company also presented their environmental strategy that more than 40,000 metric tons of electronics waste will be directed to recycling in 2022. In addition, the green strategy of Apple presents a 70% reduction in average product energy use since the year of 2008 third quarter. Similarly, 80% reduction in shipping emissions of home pod second generation using the new transportation plan. 
More than 250 suppliers of Apple represent over 85% of the direct manufacturing spend of Apple committed to use 100% renewable electricity for Apple production in the second quarter. Additionally, 20% of all materials shipped in products at the last year of Apple came from recycled sources. iPhone 13 is made from recycled materials. The company used recycled plastic in the speaker enclosures over the iPhone 6. The iPhone is continuing to pave the direction in environmental innovation by using recycled materials. Gold is an important component of hardware design where the iPhone has made significant progress towards closing the loop on the gold supply chain with industrial leading levels of traceability.
over Apple screen strategy iPhone 13 was the first Apple product to use certified recycled gold additionally iPhone 14 have expanded the use of 100% recycled gold to the wire of all cameras and the plating of multiple circuit boards. iPhone 14 features various other fully recycled components like the other recycled rare Earth elements in all magnets, recycled tungsten in the engine and recycled teen in the solder of multiple printed circuit boards. Additionally, the unboxing of iPhone 14 is also better for the planet where more than 50% of iPhone 14 packaging contents recycled wood fibre and all of the wood fibre be company has used is responsibly sourced. Apple companies’ green strategy used energy saving products to reduce the carbon footprint. Product energy use makes up almost a quarter of the total carbon footprint of Earth. It also has a direct impact on the carbon footprint of every Apple user. The company has designed products that require less energy. 
In the year of 2022, all eligible Apple devices received an energy star rating for superior energy efficiency and the transition of Apple silicon in the Mac computers continued to make impressive leaves in energy efficiency. The latest products of the company also follow the green strategy where the new Mac mini with M2 Pro has approximately 50% reduction in carbon footprint in comparison with the previous generation. The company has made it easier for the users to lower the carbon footprint of their iPhone products even at the time when the users are charging their smartphone. At the time when an iPhone is connected to the charger, the clean energy charging feature over the iPhone operating system 16.1 monitors over the sources of electricity during expected charge time and optimises the grid by using cleaner energy sources like solar or wind. It is a major way the company uses software updates and power efficient components over their devices to manage intelligently the power the products consume.
[bookmark: _heading=h.1pxezwc]CONCLUSION 
Thus, it can be seen from the above analysis that Apple is in a profitable situation in the market, in spite of the market threats that may have been affecting its operations. The mission of the organisation is to provide best services to their customers and in the aim of achieving that, the organisation has been developing its services to catch up with the market trends. A macro analysis has revealed that the stable political situations in the market have allowed them to operate in the new foreign markets that they aim to enter. The internal analysis has revealed that the organisation is at the maturity level of the industry life cycle and may start to lose it;s sales unless proper planning is not implemented to generate profits. Growth strategies have been suggested to make use of Joint venture business in order to improve the growth of the organisation in the foreign markets. 
[bookmark: _heading=h.49x2ik5]RECOMMENDATION 
Several important recommendations are made based on this thorough strategic study of Apple Inc. to further improve the company's competitiveness and guarantee long-term success:
· Product Assortment Broadening: Despite Apple's renowned essentials, like the iPhone and iPad, continuing to be popular today, expanding into additional categories of goods or services might reduce the risks related to product life cycles. Increasing product offers in industries like virtual worlds, electric cars, and medical equipment may open up new markets.
· Strategic Acquisition: Apple is the most purchased Smartphone brand in western countries, which creates a potential to further penetrate the market in developed countries. The company can identify potential services that can help broaden its products and service assortment. Apple is widely frowned upon for its inability to access apps that are not exclusive to iOS. Therefore, Apple can develop healthcare, retail or education sector-oriented application. Existing apps such as “Mobile-based software for human resources management”, “Hospital time-table scheduling application development”, “Applications for inventory management” and “Billing applications for private practices” already exists, which the company can acquisition to expand its business portfolio. 
· Funding in Research and Development (R&D): Increasing R&D spending should continuously support Apple's innovation-driven attitude. This would provide the business the ability to consistently release ground-breaking items and keep its technical advantage in a competitive industry.
· Increased Dedication to Sustainable Practises: Tackling ecological problems may help Apple's image survive and fit with evolving customer preferences. The company's ecological footprint may be further reduced, and encouraging sustainable economies can have an advantageous social effect.
· Associations and Collaborative Agreements: Associations and collaborative agreements may strengthen Apple's environment by generating benefits, particularly in the fields of media and technologies. Strategic alliances might increase customer experience, expand service offerings, and create new income sources.
· Translation and Adaptation: Creating goods and services that are customised to meet regional standards and consumer habits can increase Apple's attractiveness on a worldwide scale. Deeper relationships with customers may be facilitated by customising marketing tactics and product attributes to appeal to different cultural groups.
· Cybersecurity Attention: Protecting user information and confidentiality becomes crucial as technology grows more pervasive in daily life. Audience trust and devotion may be increased by continuing to invest in cybersecurity safeguards and open data practices.
· Worldwide Supply Network Resilience: Apple's worldwide supply network has to be further strengthened in terms of resilience to minimise interruptions. Supply chain integrity may be improved by supplier diversification, enhanced risk administration, and the use of revolutionary technologies like crypto currencies.
· Innovative and user-centric design: Apple keeps launching its new model (such as iPhone 10, 11, 12, all the way to 14 that is due in 2023). However, the company did not made any noticeable change in design after iPhone 10 model. This disappoints the users as they doubt there is any new feature added at al. Therefore, Apple needs to focus on what is trending in the smartphone design (recent trends for glass back and matte screen for privacy display), and offer something that is new to the customers.
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