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Executive summary: 
As a company that began its journey by producing both personal and business computers, along with iPods, Apple, Inc eventually began to expand its product offerings and eventually made a name for itself in the business world. It was formed in 1976 by Steve Jobs and Steven Wozniak, who together founded Apple, Inc. Originally known as Apple Computers, Inc., Apple, Inc changed its name in 1984 to Apple, Inc., which is the name used today. In his biography, Steve Jobs states that he came up with the name of Apple after returning from an apple farm. Apparently, the name sounded fun, spirited, and not intimidating to him. Additionally, the name started with an A, which made it appear nearer the top of listings. 
In the early days, Apple, Inc. specialized in computers, and as technology and the digital world evolved, so did the company. With the introduction of iTunes music store, the iPad, and eventually the iPhone, Apple began to expand their product line. Apple, Inc.'s headquarters is in Cupertino, California, but the company has about 506 stores in 24 countries, with 272 in the United States. (YahooFinance.2019)
It has been rumoured that Steve Jobs' health has been deteriorating since about 2006, when he essentially bowed out of the keynote address at WWDC due to his gaunt appearance and lacklustre delivery. Jobs had announced his cancer diagnosis to his staff in 2004. In the years leading up to his death, Jobs underwent many procedures and therapies to try to beat cancer, but it was too aggressive for him. Several weeks after stepping down as Apple's CEO, he passed away. Currently, Apple is led by Tim Cook, the company's new CEO. It is worth mentioning that Cook maintained close ties to Jobs while he was leading Apple in his previous role as Chief Operating Officer.
Many critics have pointed out that Cook lacks the same level of expertise as his predecessor when it comes to technology. In contrast, Apple has experienced a creative stagnancy that has slowed the development of new product categories compared with the Jobs era. Instead, Cook has devoted himself to the long-term operations of the company and has passed the creative responsibility to Jony Ive, one of Apple's most prominent designers. As a result of this leadership structure, the Apple Watch was released in 2015, the company's most significant new venture since Jobs' absence. 
 Having lost their founder and chief creative visionary, Apple has indeed lost momentum. Despite this, it hasn't stopped their popularity from growing. The question of whether they will pick up pace in the future is one I will attempt to answer by analysing the strategic tools of the company and providing a detailed understanding of how they work internally and externally as well as analysing their stakeholders to make recommendations and offer strategies for improving their performance. 



Introduction: 
Strategy is the creation of a unique and valuable position, involving a different set of activities.(Harvard business review.1996)
The management of knowledge is essentially a strategic objective as companies seek to enhance their (knowledge-related) competencies, capabilities and processes in order to gain competitive advantage. (Nislen,2005)
To put it simply, it can be broken down into three main components: setting a goal, allocating resources, and putting together an actual system of activities that is specific to your company.
Understanding Strategic Management
Strategic management in a business refers to the process of identifying, managing, and utilizing resources to define and achieve objectives efficiently. There are also certain factors that impact business from an external perspective, as well as internal processes. In order for an organization to move forward with its action plan, it is necessary to develop and implement strategies.
A number of approaches to strategic management exist. There is a prescriptive approach which discusses how strategies should be developed, while a descriptive approach discusses how strategies should be implemented. Which school develops strategies determines whether they are an analytical process that accounts for threats and opportunities, or whether they are merely general guidelines. 
strategic management literature can be divided into two main streams of theoretical approaches. One dominant stream, in terms of quantity, is the "content" view of strategy, which is particularly dominant within industrial economics and marketing literature. Among classic early work in strategy was Chandler's (1962) book Strategy and Structure, which declared that "structure follows strategy" and positioned strategy as a separate business function that is deliberate and iterative. According to Chandler, strategic decisions over time lead to organizing capital and, ultimately, to a restructuring of the firm that yielded superior competitive performance. The "process" theorists represent another main body of literature within strategic management. "Process theory" is concerned mainly with the "process" of managing change and, from an external perspective, on how companies compete. . (Nislen,2005)
Intended, Emergent and realized Strategies:
As the name implies, an intended strategy is one that is intended for an organization to implement. It is usually outlined in detail in the organization's strategic plan. Business plans are written for new ventures when a business plan is created. The term emergent strategy refers to an unplanned approach to a problem or opportunity that arises suddenly. 
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Figure 1
Mintzberg's model of strategy formation (Source: Patterns in Strategy Formation, 1978)
Our starting point is Mintzberg's 1985 celebrated parsing of intended and realized strategies, which has become canonical in the field. Figure 1 highlights how a portion of a firm's intended strategy does not necessarily come to fruition, thus resulting in unrealized strategy; and how realized strategy, defined as a pattern in an organization's actions over time, is not simply the residual planned activity, termed deliberate strategy. Rather, realized strategy also includes patterned action that does not derive from the intentions of top management. This portion of realized strategy is termed emergent strategy.(Mirabeau;Maguire,2014)
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“emergent strategy differs from deliberate strategy in that it focuses on strategic learning and moves away from notions of direction and control, the later being the focus of deliberate strategy.”  (Mintzberg;Waters,1985)
Evolution of strategic management 
1900-1950: The development of modern management theory starts with scientific and administrative management models of Frederick Taylor and Henri Fayol. Their industrial experience emphasised the need for hierarchy in management,…at this time, max weber characterised these models with focus on documentation, rules and procedures or, in other words, bureaucracy.(Jeffs,2008)
Not everyone was listening to Peter Drucker in the 1950s. As the disciplines of strategic planning and financial management came to dominate management thinking beginning in the late 1950s and early 1960s, risk-taking required stronger justification than financial analysis could always provide. Many of the iconic corporations of the 1950s suffered from constraints to innovation imposed by their traditional organization structures and formal strategic planning systems.(Webster: Frederick,2005)
1950-1970: it was not until after the second world war that the study of strategic management became a subject in its own right. The rapid development of world economies, particularly those of the USA and Japan, gave the rise to large multinational organisations which required new ways of thinking. Formulated from his studies of successful Japanese companies, Edwards Deming introduced the concepts of Total Quality Management, which for the next decade, was to revolutionise many western organisations. During this time, Igor Ansoff produced the growth development matrix, Strategic gap analysis and many of the strategic terms we use today. ….Peter Drucker introduced the world to management by objectives and team-based working. (Jeffs,2008)
1970-1980: This decade sees the birth of market-focus organisations. Theodore Levitt and others argued that organisations should be customer-focused and should develop products that the customer wanted rather than developing products and trying to persuade customers to buy them!....however, authors such as Kenichi Ohame were also claiming that corporate strategy in the USA was too analytical and should be more flexible and intuitive, or more like  creative art.(Jeffs,2008)
During the past few decades, strategic planning has developed into a profession as well as a management function. It was supported and developed by a large and influential support and service sector, including strategic consulting firms, business information data sources, business press, and business schools. Various approaches and techniques spread overseas as well.
Process of strategic management: (educationleaves,2021)
Every firm competing in an industry has a competitive strategy, whether explicit or implicit. This strategy may have been developed explicitly through a planning process or it may have evolved implicitly through the activities of the various functional departments of the firm. Left to its own devices, each functional department will inevitably pursue approaches dictated by its professional orientation and the incentives of those in charge. However, the sum of these departmental approaches rarely equals the best strategy.
(Porter,1998)
The Chandler definition is typical: ….the determination of the basic long-term goals and objectives to an enterprise and the adaption of courses and actions and the allocations of resources necessary for carrying out these goals. The American Historical Review.1962 
1- Identifying Direction: 
An organization's first step toward establishing clear, realistic objectives is to identify the company's objectives. Once these goals have been set, the company can then determine how they will be reached. In this phase, companies are able to define their long-term and short-term goals.
2-Analyzing Resources: 
The ability to examine, understand, and codify all the factors that affect an organization's internal and external operations, as well as what it needs to do in order to remain competitive, is essential to its success. Analytical tools, such as SWOT analyses, can be invaluable during this phase
3-framing strategies:
After the analysis has been conducted, the company's strategy will be developed. It is during this phase that the company determines what people, technology, and other resources are required; how they will be allocated to accomplish tasks; and what performance metrics are required to evaluate its success. Stakeholders and business leaders should also be involved in this phase.
4-implemening strategies:
It is now time to put the strategies into action. A strategy is developed from the planning stage to the implementation stage. This phase involves allocating resources according to each individual's role and responsibility. 
5-evaluating effectiveness:
The final stage of strategic management is the evaluation of the effectiveness of implemented strategies. The company will also examine whether it is necessary to replace ineffective strategies with more effective ones. In order for the company to remain successful, it is essential to maintain a clear understanding of the business landscape, internal operations, as well as a successful strategy. 
 “Strategy has almost inevitably been conceived in terms of what the leaders of an organization 'plan' to do in the future, strategy formation has, not surprisingly, tended to be treated as an analytic process for establishing long-range goals and action plans for an organization; that is, as one of formulation followed by implementation”. (Mintzberg;Waters,1985). 
Levels of Strategy: (Jeffs,2008)
1- Corporate-level Strategy: is predominantly concerned with the overall growth and development of multiple businesses within the organisation. It will be concerned with governance, geographic coverage, diversity of products and services,..the corporate level strategies should aim to provide added value beyond mere management of the subsidiaries. 
2- Business-level strategy: at the strategic business unit (SBU) level, the aim is to gain competitive advantage in specific markets. Investment in research and development, enhancing products and services on the basis of market research will be the emphasis here. 
3- Operational strategy: these are also known as functional strategies and tend to be based on shorter timescales. Operational strategies are concerned with how to deliver corporate and business unit strategies, especially with regards to the process of implementation and the allocation of resources.
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Figure I-1, which can be called the “Wheel of Competitive Strategy,” is a device for articulating the key aspects of a firm’s competitive strategy on a single page. In the hub of the wheel are the firm’s goals, which are its broad definition of how it wants to compete and its specific economic and noneconomic objectives. The spokes of the wheel are the key operating policies with which the firm is seeking to achieve these goals. Under each heading on the wheel a succinct statement of the key operating policies in that functional area should be derived from the company’s activities. Depending on the nature of the business, management can be more or less specific in articulating these key operating policies; once they are specified, the concept of strategy can be used to guide the overall behavior of the firm. Like a wheel, the spokes (policies) must radiate from and reflect the hub (goals), and the spokes must be connected with each other or the wheel will not roll.
(Porter,1998) 







Porter’s 5 forces:  
[bookmark: _Hlk121162139]’’ In order to derive a long-term profitability estimate for an industry, a diagnostic approach using five competition pressures needs to be applied. Among the top business schools, it is widely recognized to be one of the most important and widely adopted models.’’ (Porter,2008). 
Porter’s theory that business should be a positive-sum game where all players can win to be successful. This positive sum game can be achieved when focusing on value creation. To paraphrase Porter’s words, the firm is the only organization that can create values, versus other organizations (e.g., government and non-profit organizations) that can only distribute values. Second, Porter uses well-defined frameworks and models that are organised and easy to follow in order to solve problems. Porter’s models are not specific to a certain time period or industry but are applicable to a variety of industries over a long period of time. (Chang; Cho, 2013)
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The figure shows the five forces identified by Porter are as follows:

1. Competition in the Industry- high
Rivalry occurs because one or more competitors either feels the pressure or sees the opportunity to improve position. In most industries, competitive moves by one firm have noticeable effects on its competitors and thus may incite retaliation or efforts to counter the move; that is, firms are mutually dependent. This pattern of action and reaction may or may not leave the initiating firm and the industry as a whole better off. If moves and countermoves escalate, then all firms in the industry may suffer and be worse off than before. Some forms of competition, notably price competition, are highly unstable and quite likely to leave the entire industry worse off from the standpoint of profitability. Price cuts are quickly and easily matched by rivals, and once matched they lower revenues for all firms unless industry price elasticity of demand is high enough. Advertising battles, on the other hand, may well expand demand or enhance the level of product differentiation in the industry for the benefit of all firms. Rivalry in some industries is characterized by such phrases as “warlike,” “bitter,” or “cutthroat,” whereas in other industries it is termed “polite” or “gentlemanly.” Intense rivalry is the result of a number of interacting structural factors.
(Porter,1998)
It is competitive rivalry that determines the strength of market rivals and the strength of their influence on each other. Companies like Google, Samsung, Amazon and Dell Technologies are the direct competitors of Apple. These firms are aggressively competing with one another, resulting in fierce competition in the industry. Furthermore, switching brands becomes easier for customers because switching costs are low, and the products available on the market are generally similar in terms of their specific purposes, so it is difficult to differentiate between them on the basis of product differentiation. (Apple Inc (AAPL) SEC Annual Report (10-K), 2021) Apple Inc. Porter's Five Forces analysis identifies this condition as a strong force because it allows customers to switch providers easily. Apple faces fierce competitive rivalry, It is essential that Apple remains consistent with innovation and develops unique products for its loyal customers. 
Lack of Differentiation or Switching Costs. Where the product or service is perceived as a commodity or near commodity, choice by the buyer is largely based on price and service, and pressures for intense price and service competition result. These forms of competition are particularly volatile, as has been discussed. Product differentiation, on the other hand, creates layers of insulation against competitive warfare because buyers have preferences and loyalties to particular sellers. Switching costs, described earlier, have the same effect.
(Porter,1998)
2.Potential of New Entrants into an Industry- low 
New entrants to an industry bring new capacity and a desire to gain market share that puts pressure on prices, costs, and the rate of investment necessary to compete. Particularly when new entrants are diversifying from other markets, they can leverage existing capabilities and cash flows to shake up competition, as Pepsi did when it entered the bottled water industry, Microsoft did when it began offer internet browsers, and apple did when it entered the music distribution business. (Porter,E. 2008)
The less effort and money required by a competitor to enter a company's market and become an effective competitor, the more likely a company's position in its market will be weakened. A company's profits will drop when more organizations compete for the same share of the market. For existing organizations, creating high entry barriers is essential to deter new competitors. 
The threat of entry into an industry depends on the barriers to entry that are present, coupled with the reaction from existing competitors that the entrant can expect. If barriers are high and/or the newcomer can expect sharp retaliation from entrenched competitors, the threat of entry is low.
(Porter.E,1998)


In Apple’s scenario, new competitors pose a relatively low threat for the following reasons: 
1. High capital requirements to establish a company
2. Costs associated with brand development are high
     3. It's tough for new entrants to compete with established brands like Apple, Google, and Samsung.
Due to innovation and brand loyalty, Apple has been able to dominate the market and remain unchallenged. In order to prevent new players from entering the market, Apple must develop and give its customers the best products possible. 
Bargaining power of suppliers – low
Suppliers can exert bargaining power over participants in an industry by threatening to raise prices or reduce the quality of purchased goods and services. Powerful suppliers can thereby squeeze profitability out of an industry unable to recover cost increases in its own prices. By raising their prices, for example, chemical companies have contributed to the erosion of profitability of contract aerosol packagers because the packagers, facing intense competition from self-manufacture by their buyers, accordingly have limited freedom to raise their prices. The conditions making suppliers powerful tend to mirror those making buyers powerful.
(Porter,1998)
Powerful suppliers capture more of the value for themselves by charging higher prices, limiting quality or services, or shifting costs to industry participants. Powerfully suppliers, including suppliers of labor, can squeeze profitability out of an industry that is unable to pass on cost increases in its own prices. A supplier group is powerful if: (Porter,E.,2008)
· its more concentrated than the industry it sells to. 
· The supplier group does not depend heavily on the industry for its revenues. Suppliers serving many industries will not hesitate to extract maximum profits from each one. 
The bargaining power of suppliers is a relatively weak force in the marketplace for Apple's products. Due to high competition among suppliers, supply parts are readily available.  
With Apple Inc.'s global supply chain, it has access to many suppliers around the world because of the company's global reach. (Tech Asia with Dr Neale O’Connor, 2021)
A high number of suppliers, as a result of Porter's Five Forces analysis, its considered to be an external factor that only represents a weak force that poses a threat to the company. In relation, firms like Apple cannot impose their requirements on individual suppliers due to the high supply of inputs, such as semiconductors. In addition, the concentration ratio between firms and suppliers further limits suppliers' power. As a result of the presence of a few big companies like Apple and Samsung, compared to a large number of medium-sized and large suppliers, this external factor contributes to the lack of diversity within the industry. Chen, C. M., & Ann, B. Y. (2016). 
And when it comes to sustainability in business, it is not only about using green raw materials and reducing the effects on the environment, but also about treating employees fairly as part of sustainable business practices. Some of Apple's suppliers, like Foxconn, are believed to have breached the final part of sustainable operation, which deals with corporate ethics and an appropriate man-to-machine interface. Furthermore, the production facilities of the company are quite far away from the company's retail outlets as well. Moreover, some Apple facilities are located in countries such as China and Korea that are known for their lack of commitment to sustainability. As a result, the company is also unable to build an adequate supply chain in order to meet the growing demands.(fortune.com,2014)
4. Power of Customers\buyers – high 
A buyer group is powerful if the following circumstances hold true: It is concentrated or purchases large volumes relative to seller sales. If a large portion of sales is purchased by a given buyer this raises the importance of the buyer’s business in results. Large-volume buyers are particularly potent forces if heavy fixed costs characterize the industry…..,The products it purchases from the industry represent a significant fraction of the buyer’s costs or purchases. Here buyers are prone to expend the resources necessary to shop for a favorable price and purchase selectively. When the product sold by the industry in question is a small fraction of buyers’ costs, buyers are usually much less price sensitive. The products it purchases from the industry are standard or undifferentiated. Buyers, sure that they can always find alternative suppliers, may play one company against another, …Switching costs, defined earlier, lock the buyer to particular sellers. Conversely, the buyer’s power is enhanced if the seller faces switching costs.
(Porter,E.1998)
Customers are able to negotiate better deals and lower prices when their client base is smaller and more powerful. When a company has a wide variety of smaller, independent customers, it will be easier for it to charge higher prices in order to increase its profitability. (Chen;Ann,2016).
Powerful customers- the flip side of powerful suppliers- can capture more value by forcing down prices, demanding better quality or more service (thereby driving up costs), and generally playing industry participants off against one another, all at the expense of industry profitability. Buyers are powerful if they have negotiating leverage relative to industry participants, especially if they are price sensitive, using their clout primarily to pressure price reductions. (Porter,2008)
Individual buyers have a negligible impact on the company's overall revenue. As a result, Apple sells its products to a large customer base, which makes it hard for its buyers to make a decision as individuals. Nevertheless, buyers as a group have a high level of collective bargaining power. Due to low switching costs, customers can switch brands more easily, exerting a strong force against Apple and other competitors. Furthermore, customers are able to compare the products of competing brands with ease thanks to easy access to information. 
Public demands are currently geared toward environmentally-friendly goods and sustainable manufacturing and transportation policies. It is Apple's policy to use recycled materials in the manufacture of its products, as well as to eliminate toxic ingredients, such as PVC, mercury, lead, and arsenic, from the manufacturing process. It is also evident that energy consumption has been reduced. In comparison to their predecessors, the latest Apple products belonging to the iPhone and iPad lines consume even less energy.(Apple’s Environmental responsibility report,2014)
In terms of customer loyalty, Apple enjoys a high level of success. In addition to simple yet attractive design, Apple has created a large customer base that is loyal to its products. For the last 10 years, more than 70% of iPhone users intend to stick with Apple. It is thanks to such a high level of loyalty that the world's largest IT company by revenue is able to sell its products at high margins. (FORA.TV, 2010.) 
For example, suppose a customer uses an iPhone and an Apple Watch or a Mac. Customer can then efficiently operate one of them from the other device. Their functions, such as receiving calls and messages, can be utilized effectively even when their phone is not nearby. Through innovation and simplicity, customers have had access to advanced features that make life easier for them. As a result of this problem-solving mindset, Apple has been able to develop a significant brand and attract loyal customers. Thus, Apple's quality reduces buyers' bargaining power. (Harvard Business Review, 2021)

5. Threat of Substitutes - low
It is possible for a company's power to be weakened when customers can buy close substitutes instead of their products. As part of the analysis, the firm analyses the number of rivals it has, the pricing and quality of those rivals in comparison to that of the firm being analysed, and the amount of profit they generate, in order to determine if new costs can be cut. A customer's willingness to switch, as well as the cost of switching, determines the risk of replacement. 
All firms in an industry are competing, in a broad sense, with industries producing substitute products. Substitutes limit the potential returns of an industry by placing a ceiling on the prices firms in the industry can profitably charge. The more attractive the price-performance alternative offered by substitutes, the firmer the lid on industry profits. ….Identifying substitute products is a matter of searching for other products that can perform the same function as the product of the industry. Sometimes doing so can be a subtle task, and one which leads the analyst into businesses seemingly far removed from the industry. 
(Porter,1998)
Substitutes pose a high threat if:
1 - It is competitive in price and performance compared to the product of the industry. An industry's profit potential is constrained by the relative value of the substitute.
2-There is a low cost associated with switching to the substitute for the buyer.
In Apple’s situation, substitute products lack some features compared to Apple’s. In addition to taking pictures and making calls, iPhones can do much more, making life easier for their owners.
In other words, a customer would choose an iPhone over a DSLR camera and a telephone. In turn, this weakens the substitute force since customers will favour iPhones due to their advanced features and convenience. Therefore, apple has been able to minimise the threat that comes from substitutes due to the high quality and advanced features of its products. 

SWOT Analysis: 
“ A SWOT analysis evaluates the internal strengths and weakness, and the external opportunities and threats in an organization’s environment. The internal analysis is used to identify resources, capabilities, core competencies, and competitive advantages inherent to the organization. The external analysis identifies market opportunities and threats by looking at competitors’ resources, the industry environment, and the general environment. (Bonnici;Galea,2015)
“SWOT is an acronym for the internal Strengths and Weaknesses of
a firm and the environmental opportunities and threats facing it. 1 The
SWOT analysis relies on the assumption that a firm’s internal resources
(strengths and weaknesses) and external situation (opportunities and
threats) must match in order for it to develop an effective strategy.
Goodstein and colleagues present the SWOT analysis as a step of the
performance audit during the strategic planning for a company. In order
for the company to know its current status, managers need to be aware
of what is occurring internally and externally to effectively plan, manage,
and lead the business in the most effective and efficient manner.” ( Hazelbaker;Chadron,2006)

· What's the Difference Between Porter's Five Forces and SWOT Analysis?
Porter's 5 Forces and SWOT (strengths, weaknesses, opportunities, & threats) analysis are both tools used to analyses and make strategic decisions. Companies, analysts, and investors use Porter's 5 Forces when analysing an industry's competitive environment, whereas they use SWOT when analysing an organization's internal potential. On one hand, In SWOT analyses, each element is used to compare existing solutions and competitors. The focus, however, remains on the internal fortitude of the concept. A SWOT analysis is often thought of as a macro review, since it can give a sense of whether an objective can be achieved. It is common for users to conduct a SWOT analysis simply as a means of identifying their own advantages and disadvantages. On the other hand, A company's industry structure and its corporate strategy can be analysed using Porter's 5 forces. By using Porter's 5 Forces, companies can set expectations of profitability. (Porter. E.1998) The objective of a SWOT analysis is to use the knowledge an organization has about its internal and external environments and to formulate its strategy accordingly.( Bonnici;Galea,2015)
In order to conduct a situational analysis of the company, Apple managers can use the SWOT Analysis as a strategic planning tool. The resolution will be very helpful for identifying Apple's strengths, weaknesses, opportunities, and threats. Performing a SWOT analysis for Apple will help to determine what things the company needs to improve.. By reviewing the SWOT analysis on a regular basis and improving itself, Apple maintains its impressive presence in the business sector. So, it would be valuable for Apple to conduct a SWOT analysis. 
The five competitive forces—entry, threat of substitution, bargaining power of buyers, bargaining power of suppliers, and rivalry among current competitors—reflect the fact that competition in an industry goes well beyond the established players. Customers, suppliers, substitutes, and potential entrants are all “competitors” to firms in the industry and may be more or less prominent depending on the particular circumstances. Competition in this broader sense might be termed extended rivalry.
(Porter,1998)
Components of SWOT Analysis:
The following four categories will be included in every SWOT analysis. Despite the fact that the elements and discoveries within these categories will vary from company to company, a SWOT analysis cannot be complete without them:
1. Strength: 
A company's strengths are what differentiates it from competitors: a strong brand, loyal customers, a strong balance sheet, innovative technology, etc. Hedge funds, for example, may have developed proprietary trading strategies that outperform the market. In order to attract new investors, the company must then determine how to utilize those results.
Strengths need to be identified to help managers identify areas that
are working, along with those that are not. Strengths need to be pro-
moted (internally) and can be used as positive building points. Promote
strengths and continue to build on them. Quite simply, do more of what
is already being done well.( Bonnici;Galea,2015)
· Extensive experience of launching large-scale products \ economic of scale
In addition to its manufacturing, procurement, and logistics capabilities, Apple Inc. is able to execute massive product launches without being required to maintain large, profit-eroding inventories. (CNBC Television.2021) 
 According to Apple's 2011 financial statement, the company's profit margins were 40 percent, compared with most other hardware companies' profit margins of 10 to 20 percent. Additionally, Apple dominates the worldwide capital market, which makes its strong financial position a valuable asset. (Mobile operating systems’ market share worldwide from 1st quarter 2009 to 4th quarter, 2022). Based on reliable statistics, Apple Inc. is the world’s largest technology company by total assets, and the world’s second-largest mobile phone manufacturer after Samsung. (Ponciano, 2021) The closing financial statement of Apple in September 2015 reported a net income which was the largest in the history of public limited companies . (Apple Inc (AAPL) SEC Annual Report (10-K), 2015) “As of December 2022 Apple has a market cap of $2.351 Trillion. This makes Apple the world's most valuable company by market cap according to our data. The market capitalization, commonly called market cap, is the total market value of a publicly traded company's outstanding shares and is commonly used to measure how much a company is worth” (Market capitalization of Apple (AAPL), 2022)






· Privacy Stance:
As another obvious strength, Apple Inc. works actively to promote privacy-concerned features and settings through its conferences, promotions, and public relations. (apple.com,2022)In 2014, Apple introduced its iOS 8 mobile operating system, which encrypted all contents on iOS devices through users' passcodes, making it impossible to provide customer data to law enforcement requests at the time. As cloud storage solutions have gained popularity, Apple began encrypting photos before uploading them to Apple's iCloud storage system that enables deep learning to scan for facial data in photos. ( Cook,2016)
Apple Inc. is the industry's leading brand \ leading innovator:
Apple's brand value is reported to be US$234.241 billion by Interbrand and US$205.5 billion by Forbes. Brand value is closely related to its recognition, meaning that Apple is also one of the world’s most recognizable brands.(Celebrates 20 Years of Best Global Brands Report,2021);(The world’s most valuble brands, 2020) As a result of its extensive product ecosystem, their brand recognition is strong. Aside from delivering a great customer experience and sound financial results, Apple is renowned for developing highly innovative, well-designed, and well-functioning products. Additionally, the technology industry is exclusively driven by Apple, which has a strong foothold. As a result of Apple's inexorable strength, the technology industry has been bombarded with one hit product after another. First comes the MacBook, followed by the iPod and iWatch. All in all, Apple covers any desire a customer could have. (Cook,2016)
· A high level of customer loyalty
Apple has an extremely loyal customer base. In every major market where the company operates, it has one of the most loyal customer bases. In addition to their innovation, design, ease-of-use, reliability, and status, customers commend the company's products for their innovation, design, ease-of-use, and status. Despite better or cheaper options available on the market, they continue to buy and use Apple products. The retention rate of Apple in the smartphone market is the highest among its major competitors. According to BankMyCell, Apple retains 74.6 percent of its customers, compared to Samsung’s retention rate of 63.9 percent and LG’s 40.7 percent. (Smartphone brand loyalty statistics, 2019). Additionally, Apple has the most loyal customer base in the tablet market, where it grew its market share significantly despite a slight decline in the market. Every technology company's success depends on customer loyalty. In comparison with its rivals, Apple retains its customers in such a way that no rival can match it in terms of competitive advantage.
2. Weaknesses: 
In order for an organization to perform at its best, it must overcome its weaknesses. A weak brand, a high turnover rate, high debt levels, an inadequate supply chain, or inadequate capital are areas where the business needs to improve to remain competitive.
A weakness is a limitation or deficiency in one or more resources or competencies relative to competitors that impedes a firm’s effective performance.1 Weakness does not mean failure. By truly and honestly identifying the weaknesses in an organization or
section of a company, managers can create plans to manage, control, change, or address the weak areas.( Bonnici; Galea,2015)
· Expensive products
People with low incomes cannot afford Apple products because they are too expensive. Apple products can only be afforded by middle- and upper-class individuals. Aside from that, they usually charge very high prices for similar products compared to other brands. Apple computers, for instance, are often more expensive than PCs, but this does not mean they are better. It's true that more expensive computers tend to have better components, but that's not always the case when comparing Apples to PCs. In fact, PC computer customization options are much greater than those of Mac computers. Compared to PCs, Macs have a limited selection of games and options when it comes to gaming. Apple's MacBook Air starts at $999 and comes with an internal battery that will be difficult to replace in the future.
· Lack of innovation
Early this year, Apple rolled out a smaller 9.7-inch iPad Pro, and upgraded the internals of the iPhone 5 and called it the iPhone SE. It did not escape anyone's attention that Apple actually resized its existing products rather than completely redesigning them, and the theme was carried on throughout the year. things were tweaked, lost ports, or gained some sensors, but ultimately most things looked the same. (Goode, 2016)
· A tendency to engage in unethical business practices
Several allegations of unethical business practices have been levelled against Apple, such as anticompetitive behaviour, rash litigation, questionable tax practices, sweatshop labour used in production, customer service problems involving allegedly misleading warranties and inadequate data security, and the environmental impact of its products.Apple products are accused of combining stolen and/or purchased designs that Apple claims are its own. It has been criticized for its alleged collaboration with the U.S. surveillance program PRISM. (wallstreet journal.2013)
3. Opportunities:
The term 'opportunity' refers to a favourable external factor that could help an organization gain a competitive advantage. For example, by lowering tariffs, a country can open up new markets for cars, thus increasing sales. 
A company does not work simply within the walls of the office. There are numerous outside pressures that exist. With this in mind, one can conduct a SWOT analysis that not only includes the internal strengths and weaknesses but also will be used to examine the
external opportunities and threats. These steps examine the current business environment and attempt to predict the future in terms of competition, key trends, technology, staff availability, state and federal health-care regulations, and community economic issues. (Bonnici; Galea,2015)
· Brand Loyalty
With a premium image associated with style, status, and customization, Apple has been able to boost its sales. Whenever Apple announces a new product or unveils an event, it spreads like wildfire. However, that's not all - Apple's iPhone also boasts a stunning 74.6 percent of  customer retention rate. (Smartphone brand loyalty statistics, 2019). This is just the beginning of what they can accomplish in terms of market capture. As long as Apple can keep its loyal customers happy and bring more innovative ideas to the market, this percentage can be increased.
· Product line expansion
Apple's limited lineup of smartphones only allows it to capture a small piece of the market. It would help them compete against other technology leaders if they added more products and services to their portfolio. The addition of Apple Pay along with Google Pay or other international payment options has been a great addition.
· Technologically advanced wearable products
Smart wearable products are expected to dominate the world within the next few years. Approximately $ 27 billion will be generated by this market by 2022, (Lamkin, 2018)As a result, Apple can take advantage of this opportunity to create different wearable devices based on Apple Watches and Airpods.

4. Threats: 
Threats include anything that can negatively affect your business from the outside, such as supply-chain problems, shifts in market requirements, or a shortage of recruits. It's vital to anticipate threats and to take action against them before you become a victim of them and your growth stalls. (mindtools.com,no date)
· Increasing competition
As the ecosystem for smartphones and the industry changes, competitors have more opportunities to expand. The market share of Android and iOS smartphones is respectively 74.13% and 24. 79%, respectively. (The 100 largest companies in the world by market capitalization,2022) The large number of brands involved in the development of open-source Android smartphones may also be an explanation.
· Tensions around the world in the wake of the Coronavirus outbreak
Chinese manufacturing and supply chains are the backbone of most companies. As a result of the virus outbreak, Apple managed to lose up to 20% of its annual revenue until April 2020. This is especially in countries like China, Italy, South Korea, and the United States. As opposed to what was expected, it only managed to reach $57bn in revenue, which is a 15-20% drop. (business insider,2020). As a result of the Corona virus outbreak, Apple's supply chain was also affected, and it reported a flat revenue in the year 2020 as a result of supply chain uncertainties. (Clover, 2020) furthermore, As a result of an increase in tariffs on Chinese imports, products can be priced higher. Consequently, gross margins are negatively impacted and customers are charged more. (“Importing from China to USA:Customs & Duties,” 2022)
· lawsuits:
Hundreds of lawsuits are currently being handled by Apple.( DB business.2022) These are mostly opened by consumers who are experiencing slowdowns on their phones and CPU throttles. Apple is reportedly to pay $18M to settle a lawsuit accusing it of slowing down or disabling FaceTime on older iPhone models. (Campbell, 2020)

All five competitive forces jointly determine the intensity of industry competition and profitability, and the strongest force or forces are governing and become crucial from the point of view of strategy formulation. For example, even a company with a very strong market position in an industry where potential entrants are no threat will earn low returns if it faces a superior, lower-cost substitute. Even with no substitutes and blocked entry, intense rivalry among existing competitors will limit potential returns. The extreme case of competitive intensity is the economist’s perfectly competitive industry, where entry is free, existing firms have no bargaining power against suppliers and customers, and rivalry is unbridled because the numerous firms and products are all alike.
(Porter1998) 














Stakeholder analysis: 
The basic idea is quite simple, Business can be understood as a set of relationships among groups that have a stake in the activities that make up the business. Business is about how customers, suppliers, employees, finances.., communities, and managers interact and create value. To understand a business is to know how these relationships work. The Executive’s or entrepreneur’s job is to manage and shape these relationships, hence the term managing for stakeholders (Freeman;Harrison;Wicks,1951)[image: ]
Stakeholder management requires that corporations communicate openly and clearly with their stakeholders, particularly about relevant benefits and costs and about the severity and probability of harmful risks to which they may be or become exposed;….and risks of those who are involved. (Clarkson,1998)
When it comes to corporate social responsibility, Apple considers the interests and concerns of a variety of key stakeholders. In different aspects of business, stakeholder groups impose varying demands. As far as Apple is concerned, the following stakeholders are most important:
· Employees of Suppliers and Distributors. As part of Apple's corporate social responsibility efforts, workers in the company's supply chain are also considered. Workers determine Apple's corporate social responsibilities despite being indirect stakeholders. In terms of compensation and job security, this stakeholder group shares many of the same concerns as Apple's own employees. 

· Investors. Companies' corporate social responsibility programs are typically determined by investors. A key objective of Apple's investors is to maximize their return on investment. In order to effectively address this stakeholder group, the company must deliver excellent financial results. Apple, for example, has become one of the world's most profitable companies. High profit margins are maintained by the company. Furthermore, Apple has a strong financial position that is characterized by high liquidity and a large amount of cash flow. (Apple (NAS:AAPL) Financial Strength, 2022).The company has also managed to avoid debt. Apple effectively satisfies the interests of its stakeholders by meeting these conditions of corporate social responsibility. (CNBC, 2018)

· Customers/Consumers: In terms of stakeholder priorities, Apple values its customers the most. As the name implies, this stakeholder group consists of individuals and organizations who buy Apple products. In order to meet customer needs, products must be effective, efficient, and reasonably priced. Apple's premium pricing strategy, however, is acceptable due to its high quality and aesthetic appeal. (Shep Hyken: Customer Service & CX Expert, 2018). Aside from that, the company maintains an environmental program in order to meet the needs of its customers, which focuses on recycling and the use of responsible sourcing. Hence, Apple's corporate social responsibility efforts satisfy the interests of its customers. (Apple Environmental Progress Report,2021)

· Apple’s employees. The employees at Apple's facilities are a part of this group and they are one of the most important stakeholder groups. Compensation and career development are their main concerns. (Ben Talks Talent - Interview Advice, 2022) Employees are an important stakeholder group since they directly influence Apple's ability to innovate and develop profitable products. As a result, Apple's efforts to fulfil its corporate social responsibility obligations satisfy employees' concerns and interests. (Careers at Apple: Explore benefits that make a difference, no date)
Survival, depends not on strength or intelligence, but on adaptability to the environment. Stakeholder theory provides a logical and useful framework for analysing and describing the relationships between a corporation and its environment. This framework is grounded in the reality of the key elements of the corporate success, which are its relationships with those people, interests, and groups that are essential for its survival. Without the continuing support and cooperation, over the long term, of employees, customers, shareholders, investors, suppliers, communities and governments, a corporation can not continue as a profitable going concern. (Clarkson,1998)




Conclusion: 
In conclusion, Apple is one of the world's leading technology companies. It has been able to maintain itself among the top market players through a higher focus on innovation. Using the Porter's 5 forces, SWOT analysis and Stakeholder analysis, the company has grown quite well. While demand fell and growth slowed in the first quarter of 2020 due to the pandemic, Apple's financial performance in 2020-2021 was impressive.(Yahoo Finance,2022) The strategic analysis examined the history of Apple, Inc. Company, as well as its products and services, Along with other examples of how the company operates their business. The objectives of the company analysis were to gain an understanding of the leadership team, the employees, and the departments within the organization. The SWOT analysis of Apple assists the executive directors in theoretically dissecting the company's current strategic approach and scrutinizing it. In the post-pandemic era, Apple faces a number of challenges, but with its strong cash flow and investment in research and development, it may be able to achieve accelerated growth momentum. Furthermore, Apple Inc.'s operations management is able to optimize the effectiveness of these growth strategies and its generic differentiation strategy in order to achieve competitive advantage. Apple, among other global companies, has become increasingly concerned about sustainability. There have been some successful steps taken by the company to promote sustainability so far.
As to the economic sustainability, apart from helping the environment, Apple goes green as a means of meeting the consumers’ demand for sustainable production. As a result, the Supplier Code has been implemented where the rules and regulations for production and transportation are outlined. In order to ensure that suppliers' employees are aware of their legal rights and are able to exercise them, the company has adopted a Supplier Code, which is an adaptation of the Electronics Industry Code. (Apple’s Environmental responsibility report,2014) It is quite possible that the well-designed image of Apple might make it seem as if Apple's policy is flawless at first glance. However, with a close look, some major and minor pitfalls can be spotted when it comes to Apple's sustainability. As an example, the company was titled king of promoters in 2012. (Perception vs. reality: Apple’s sustainability gap, 2012)







Recommendations: 
The goal of Apple's mission statement is to continue to develop new products, as well as improve their existing products, as stated in the mission statement. I believe one of Apple's future strategies to increase profitability is to expand overseas. Some Middle Eastern countries, particularly in the African region, do not have Apple stores, such as Morocco, Libya and Sudan. Even though they are Apple users. "Around fifty-six per cent of mobile internet users in the Middle East and North Africa region (MENA) used Apple devices in the month of October, according to a recent study by digital media planning solutions company Effective Measure (EM)". (Ahramonline, no date) The Apple users there have a hard time getting their products fixed or changed. or even buy original apple products like chargers, headsets or ipods. Additionally, In order to maintain a leadership position in the market through technological innovation, Apple differentiates its products in terms of function and design. This generic strategy must be aggressively penetrated by Apple with new ideas to improve its effectiveness. In the automobile industry, for example, rumors have long suggested that Apple is actively working on a range of automotive projects that could ultimately lead to the development of an "Apple Car." This research is referred to as "Project Titan." (Apple Car | Release Dates, Features, Specs, Rumors, 2022). Furthermore, Apple's products are known worldwide for their high quality and innovation. However, not all of Apple's products receive the same level of recognition as its innovative products. Apple Maps, for instance, failed to provide users with a reliable navigation system and inaccurate location of landmarks.(Cohan, 2012) 
Also, Apple ignores the human rights abuses by its suppliers, which contradicts its social sustainability goals. Providing information about the company's supply chain policies and enforcing stricter social responsibility standards for its suppliers would be helpful.
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