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1.0 Executive Summary
In this report I will critically assess the conditions of the business in which Apple incorporated operates. I will attempt to highlight and discuss the internal and external factors and the potential implications of those factors on the organisation. I will initially apply Porter’s Five Forces Model to look theoretically at the external factors that are currently effecting Apple’s business environment. Following on from this, I have provided a PESTEL analysis to assist in informing a SWOT analysis of the key opportunities and threats for Apple moving forward. Recommendations have then been provided as guidance to nullify potential threats and maximise opportunities for Apple to continue to grow and be successful within their market, and assessing entry for others.
Throughout the report you will see the following letters (O2, T1), detailed in specific areas, these letters show where direct comparison has been drawn between research points made and how they support the nullifying of threats and maximisation of opportunities. The specific corresponding threats and opportunities can be located in the SWOT analysis table on contents page 5.0.
                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                  2.0 Introduction
Apple are one the largest and most well recognised companies in the world. Producing products in one of the most elastic markets in terms of demand means they are required to consistently innovate. There are 528 physical stores across the globe, and a strong online presence with multiple functions. Apple shows tech retailers exactly how business is done.
Apple Inc., American manufacturer of personal computers, smartphones, tablet computers, computer peripherals, and computer software and one of the most recognizable brands in the world. It was the first successful personal computer company and the popularizer of the graphical user interface. Headquarters are located in Cupertino, California. (Levy, S, 2023)
Apple is the worlds largest tech company by revenue. In 2022, Apple generated $378.7 billion in revenue. (Grodman, S & Blackmon, S, 2023)
Apple has sailed through periods of changing demand with ease, including profiting during a global pandemic, and although they provide products that are elastic in nature, the desire to continue to buy Apple products once you have entered their ecosystem is visibly inelastic. The focus on seamless customer experience by Apple changes the elasticity of their products by ensuring that no substitute can offer the same.
When considering a possibilities curve for Apple’s key products it is easy to see which needs to be focussed on more to be more lucrative.
iPhones & MacBooks carry different costs in terms of production and sale, but use some of the same resource in order to ensure they have the same look and feel that Apple try to achieve. iPhones sale value is a lot lower than a MacBook (£300-£400 difference) and due to their naturally high price point and luxury status more iPhones are sold as a result. Utilising resource to produce MacBooks with a higher price point will effect the law of opportunity cost, moving resource away from producing iPhones which are the companies biggest seller.
Apple is a slightly different model, in that, they would never stop producing either item but need to be mindful of the shift in resource – which is why they will launch new products in both categories separately.
As a global company, Apple are constantly at the mercy of both macro and micro economic factors influencing their business. Operating globally, means there are a host of potential impacts that Apple have already overcome – but plenty of opportunity for more to arise in the future.
In order to critically assess the current business environement, this report will include the following:
· Applying porters Five Forces to the organisation (theoretical analysis)
· PESTEL Analysis of Apple Inc
· SWOT Analysis of Apple Inc
· Future recommendations
· Conclusion
3.0 Porters Five Forces Analysis
In order to understand the external forces effecting the industry Apple dominates I have applied Porter’s Five Forces model to the business. This analysis demonstrates the forces that could potentially affect the business and highlight key considerations for the business moving forward.
3.1 Industry Competition/Rivalry –Strong Force
Apple operates in an extremely competitive industry. Direct competitors to Apple include some of the largest businesses in the world including Google, Samsung and Amazon. The threat of competition is always high and looming and Apple have to continually innovate and find opportunities to stay ahead of the curve. (O1)
‘Apple's dominance in the industry has been largely unchallenged, but a strong challenger could come in the future and the company must continue innovating and building brand loyalty so as to keep any potential competitor at bay.’ (Maverick, J.B 2022)
Industry competition is a key consideration for apple, and with the cost of substitution relatively low for consumers to potentially move across to another brand of tech with little to no effort.
3.2 Bargaining Power of Buyers – Strong Force
As touched on above, the threat of losing customers to substitute products is high, and continues to rise as companies find ways to offer different and new ways of applying technology to their existing products, and releasing options that Apple have never offered – i.e. Samsung Galaxy Z Flip phone. Apple therefore need to provide a high level of customer satisfaction and appeal for personal customers to avoid losing them.
‘Apple must include the bargaining power of buyers or customers as one of the most significant strategic variables in the business.’ (Ferguson, E, 2023)
Apple currently targets this force by building brand loyalty, having a close eco system of connecting products and establishing Apple only products such as Apple Pay & Apple Watch. (O2,T2)
3.3 Bargaining power of suppliers – Weak Force
‘The global size of its supply chain allows Apple Inc. to access many suppliers around the world’ (Ferguson, E, 2023)
Apple’s global dominance in the industry means that they can source suppliers and form partnerships that are mutually beneficial to both parties. Apple’s size makes it difficult for suppliers to turn down their offers, or make weak and non-lucrative counter offers for their products or services. Apple’s brand also affords it choice in terms of picking suppliers and choosing manufacturing locations. (T1,T2)
‘This strengthens Apple's position in negotiating with suppliers, while conversely weakening their positions’ (Maverick, J.B 2022)
The cost is low for Apple to change its mind and suppliers, so the risk of losing them as a business partner is too high to compete and negotiate their offering.
3.4 Threat of new entrants – Medium Force
To leverage a business in a competitive market against a company like Apple can be extremely expensive and need a lot of capital. For a small business to enter a market with such high brand recognition and loyalty is extremely rare. There is a slight force from businesses already operating within the same market i.e google. If Google decided to fund producing and ecosystem of products such as Apple., they could levy their already established brand to offer a better package, with a smoother transition from their competition.
‘Although it is possible some new company (perhaps a Chinese firm with financial backing from the government), might eventually challenge Apple's position within the industry, for the immediate future, the likelihood of such a challenger arising is remote.’ (Maverick, J.B 2022)
This force is of medium strength, as although the market that Apple operate in already have their key players, threat of new businesses is minimal, but the threat of the key players applying funding to compete against Apple always needs to be a consideration. So although the threat is remote, it isn’t impossible so Apple staying on top of their competitive position is key. (T3)
3.5 Threat of buyers opting for substitutes – Medium Force
As Apple share market space with some of the largest tech producers in the world, who all produce products in line with those that Apple produce, their will always be a potential for Apple to lose customers to other providers. A massive driver for choosing other products is price, and Apple have always priced their products slightly higher than industry standard, which absolutely signifies the quality – but to the average consumer It’s not necessarily something that is considered important especially for those on lower incomes. 
‘Substitutes have low performance because they have limited features. Many customers would rather use Apple products based on convenience and advanced functions.’ (Ferguson, E, 2023)
The threat of substitutes does decrease dramatically once you have used any of Apple’s technology. Due to their closed ecosystem of products, it’s difficult to move away once you’ve experienced how seamlessly their technology operates together. (T2,T3,T5,O2)
‘This market force is relatively low for Apple due to the fact that most potential substitute products have limited capabilities compared to Apple's products’ (Maverick, J.B 2022)
These findings clearly show that Apple is secure within their business environment now, but the potential for this could potentially change in the future if minimising these forces isn’t integral to their business strategy. 
4.0 PESTEL Analysis
In order to provide a more comprehensive analysis of the external business environment the PESTEL analysis below highlights the external factors impacting the business itself.
	Political
Taxation Policy
US/China debates/Trade wars
	Economic
Labour Costs in China (Manufacturing)
Income & Cost of living
Strong U.S Dollar (PESTEL Analysis, 2015) 


	Social
Ethical Manufacturing Concerns
Changing Trends (Perira, D 2023)
Demographics

	Technological
Cybersecurity Threats
Tech advances


	Environmental
Environmental Sustainability (Perira, D 2023)
Climate Change
Sustainability commitments

	Legal
Data Protection Regulations
Lawsuits (General)
Intellectual Property Laws






4.1 Political
Taxation is a huge political & economic factor that applies pressure to Apple’s operations across the world. Taxation policies levied by governments, especially the US government in this case will directly impact Apple’s bottom line, and make it more difficult to operate. 
‘As the largest taxpayer in the world we’ve paid over $35 billion in corporate income taxes over the past three years, plus billions of dollars more in property tax, payroll tax, sales tax and VAT. We believe every company has a responsibility to pay the taxes they owe and we’re proud of the economic contributions we make to the countries and communities where we do business.’ (Apple, 2017)
As Apple are currently the highest tax payers in the world, they are to be mindful about potential government policies that could increase tax rates, not only in the US but in other countries they operate within. Increased tax may mean increasing prices for the consumer to build bigger profit margins, directly effecting the bottom line eventually.
Political instability in certain countries can cause a big issue for Apple, not only in their current operating markets, but in new markets that are being assessed for entry. China is a key player in the manufacturing of Apple products, a country who’s political makeup is vastly different from the U.S. (T4)
‘The U.S. government has for decades been concerned by China’s mercantilism, rapid military modernization, and illiberal approach to human rights, the United States and others have lost patience with China’s state capitalist system, militarization of the South China Sea, and increasingly authoritarian governance.’ (Bresnick, S, Haenle, P, 2022)
Apple have already taken valuable steps to move manufacturing to Vietnam & India respectively in order to try and limit disruption of products should the stale-mate continue. (T5,O3)
4.2 Economic
The cost of living crisis has effected consumers on a global scale. Following the pandemic especially, disposable income is lower and the prices of consumer goods and necessities continue to rise.
‘Consumer prices including rent in the U.K. are 21% lower than in the U.S. Rent prices in the U.K. are 32.8% lower, and groceries are 29.8% lower. However, public transportation, gas, basic utilities, and childcare are more expensive in the U.K. Buying a house is also is also more expensive, with a square foot costing about 28% more in the U.K. than in the U.S’ (Investopedia, 2021)
Apple products are high end consumer goods, and have elastic demand in all of their markets. The increase of these prices year on year may see demand take a downturn, and in turn effect sales globally. Apple need to consider their target audiences in the US & UK and potentially look at providing more affordable options in areas which have a higher cost of living. As the UK is another large market for Apple the cost of exporting goods to the UK following Brexit could have even further impact on pricing reducing sales in the UK and forcing consumers to look for alternatives. (T5)
Interest rates can certainly contribute to the sales of Apple products. If interest rates rise, it becomes more difficult for Apple to borrow money, potentially effecting profitability long term. The volatility of currency also plays a part as Apple is a global business and sells goods in various currencies. For example, if the value of the US dollar falls against the euro, it will become more expensive for European consumers to buy Apple products. Ensuring there is a strategic plan in place to monitor exchange and interest rates, and act accordingly in terms of marketing & sales is paramount for continued success.
Labour costs in China is something that Apple have recently tried to overcome by moving manufacturing operations to cheaper and more sustainable areas. Coates, R (2023) states China can no longer be considered a low-cost country, as its labour rates have significantly increased. The movement to India recently has caused some backlash, which I will talk about more in the social factors in this analysis.

4.3 Social
‘Apple conducts business ethically, honestly, and in full compliance with the law. We believe that how we conduct ourselves is as critical to Apple’s success as making the best products in the world.’ (Apple, 2023)
The rise of ethically sourced and created products is becoming more and more pressing amongst consumers. The idea that we want to know where our goods have come from, and that a supply chain is as protective to human and environmental rights as it possibly can be, is having its effect on global business.
Apple control their compliance and ethics within the US, and within countries operating on the same or similar legal and regulatory framework, however, manufacturing is a different story. As China is a nationalist society it does not have the same regulations when it comes to human rights, and particularly in workplaces.  An example of this is the company Foxxconn which Apple utilises for its assembly of products:
‘Foxconn is the single largest employer in mainland China; there are 1.3 million people on its payroll. Worldwide, among corporations, only Walmart and McDonald’s employ more.
Today, the iPhone is made at a number of different factories around China, but for years, as it became the bestselling product in the world, it was largely assembled at Foxconn’s 1.4 square-mile flagship plant, just outside Shenzhen. The sprawling factory was once home to an estimated 450,000 workers.
In 2010, Longhua assembly-line workers began killing themselves. There were 18 reported suicide attempts that year alone and 14 confirmed deaths. Twenty more workers were talked down by Foxconn officials.’ Merchant, B (2017)
Apple have recently come under fire for using ‘Sweatshops’ for assembling products created in the US. The idea that Apple have very little governance over workers conditions in other countries, means that their products will never truly be ethical in all aspects. (T4)
The impact of the pandemic on businesses such as Apple started a catalyst for change. The redundancy of eating out, paying for experiences and travelling was replaced by making purchases to be used at home and indoors. 
‘At the height of the pandemic, hundreds of millions across the globe facing lockdowns replaced restaurant expenditures with couches, exercise bikes and tech products. Over the first three months of 2021, for instance, Apple's profits more than doubled compared to the same period a year prior’ Zahn, M (2022)
The idea that the pandemic shifted trends almost overnight, shows that how Apple responds to trends determines how successful they continue to be.
‘Gen Z and the overall population, only 16% of respondents kept their phones for more than three years. This study finds that Apple’s refresh rate will likely remain at around the 3.5 year mark a decade from now’ (Bloomberg, 2023)
As 84% of the population potentially will change devices earlier than the current projected refresh rate, may mean that Apple may need to create smaller gaps as to when they release new products, to capture the consumers who are looking for change, but don’t have an upgraded model to go for, which may cause them to look to a competitor.
‘Apple customer demographics include people aged 18 to 45. They are either single, married with no kids, or married with young children or teens. The Apple target audience skews strongly female, with around 66% female to 34% male customers.’ (Start i.o 2022)
Demographics evidence points at Females being the dominant target market, so Apple potentially need to take steps in order to continue to advance their offering with females in mind. A way Apple have recently approached this is included menstrual cycle tracking within their health app – as just another in built functionality.

4.4 Technological
Technology is at the core of the business and underpins everything that Apple manufacture and sell. The reliance on technological advances and continued development is priority. Cybersecurity threats can happen across the globe, but in recent years these have become increasingly more sophisticated and Apple isn’t the only company to have responded to these robust threats with specific measures. Apple provide their device users with notifications of potential threats, and advice and even device immobilisation, in the most serious of cases.
‘Lockdown Mode is an optional, extreme protection that’s designed for the very few individuals who, because of who they are or what they do, may be personally targeted by some of the most sophisticated digital threats. Most people will never be targeted by attacks of this nature.’ (Apple, 2023)
This demonstrates that Apple understand the impact of security breaches and have made specific modes on Apple devices that will combat a threat. As technology advances, so does that of cybersecurity criminals, which means ‘Lockdown’ mode may potentially be outdated in the coming years. (T6)
4.5 Environmental
Apple has a very strong environmental goal to be completely carbon neutral by 2030. Apple recently produced it’s first carbon neutral product in the Apple Watch Series 9. In 2020 Apple reached a carbon neutral state for all of their corporate operations, and now plans to extend this into its products.
‘As our first carbon-neutral product, Apple Watch marks a milestone in our plan to make all our products carbon neutral by 2030. We’re cutting the majority of emissions through innovations in materials, clean electricity and low-carbon shipping.’ (Apple, 2023)
Apple’s increased use of recycled materials, reducing plastic in their packaging and funding $200 million into nature-based projects all support their sustainability goals making their products a top pick for the environment conscious consumer.
In their annual environmental report, Apple (2023) claim to support environmental impacts in the following ways:
· Achieve carbon neutrality for our entire carbon footprint by 2030, and reach our emissions reduction target5 
· Create all products with net-zero carbon impact by 2030 
· Transition our entire product value chain, including manufacturing and product use, to 100 per cent clean electricity by 2030
‘As a large global company, we believe it’s our responsibility to take strong, decisive and inclusive steps to mitigate our impact on the climate.’ (Apple, 2023)
Apple do not only support their own green initiatives but provide funding for projects that align with their goals, placing themselves as a global leader in the sustainability stakes. (O4)
4.6 Legal
As one of the worlds largest global businesses Apple will always have potential to be entangled in legal battles with competitors, other businesses and even governments as they manage lots of different data streams that effect their users. 
Majority of legal issues that Apple have come up against have been with companies who have attempted to change or alter their ecosystem and make changes to the way their devices operate or how they are accessed.
‘The two companies’ legal battle began in 2020 after Apple, maker of the iPhone, removed Epic Games, maker of Fortnite, from its App Store for giving a discount to players who used its own payments system rather than Apple’s App Store for in-game purchases—known as “anti-steering provisions.” (Skipworth, W, 2023)
There is also the impact of local government proposals and policies that could affect how customers access devices or their usability:
‘The UK Home Office is pushing proposals to extend the Investigatory Powers Act (IPA) with a range of proposals that effectively require messaging providers such as Apple, WhatsApp, or Meta to install backdoors into their services. All three services are now threatening to withdraw messaging apps from the UK market if the changes move forward.’ (Evans, J, 2023)
As Apple operates globally, there will always be a risk of different governments and bodies applying different policies and laws that do not comply with the way Apple operate. As above, the extension to the IPA means that they will be providing ‘alternative access’ to peoples devices, which in a way seems great when resolving an issue, but it relies on the individuals who have this ‘alternative access’ to do this with good intentions, and not compromising Apple or its consumers. (O4,T6)
5.0 SWOT Analysis
In order to form the recommendations detailed later in this report, I have produced a SWOT which gives an overview of Apple’s current position and enables me to use the four classifications as a planning tool for my recommendations. I will touch lightly on how threats can be nullified, and opportunities maximised before making a conclusion.
	Strengths
Strong Brand & Customer Loyalty
High-end quality products
Leading Technology
Large Market Share – 17.7% (Laricchia, F 2023)
Closed Ecosystem (Perira, D 2023)
	Weaknesses
High price point
High degree of litigation (Perira, D 2023)
Dependency on one product (iPhone)
Closed Ecosystem (Perira, D 2023)

	
Opportunities
Tech opportunities (AR & VR) O1
Streaming Services O1
Closed Ecosystem O2
Cheaper Labour O3
Increased sustainability O4


	Threats
Threat of substitutes T1
The threat of counterfeit/ Cheaper alternatives T5
Closed Ecosystem T2
Competition from Existing Market T3 
Manufacturing Relocation T4
Cybersecurity Threats T6




5.1 Strengths
Apple’s strong brand recognition and customer loyalty is evident all over the globe. The apple logo is a recognised symbol of a commitment to quality, innovation, and growth of the industry. The brand is a huge strength for the organisation and together with its closed ecosystem serves as a one stop shop for consumers wanting all their devices to offer the same great experience. (O2)
Apple has focused on innovation beyond the core by creating the infrastructure to enable this ecosystem in a secure and seamless fashion, think Apple Pay secure payments or biometric facial recognition on the iPhone X. (Moorman, C, 2018)
The idea that all aspects of life can be done with a simple swipe or easy connection, makes buying multiple products that coexist in the same universe much more appealing than systems that do not integrate. This builds customer loyalty, as each new update/release becomes more seamless to move into, than changing brands and moving away from Apple. Apple are a prime example of a closed eco-system, having a limited capability for supporting other devices, and providing a slick service between all your IOS devices for increased usability. (T2)
Apple’s leading quality and technological advances offer something new at every release. Faster operating systems, better cameras and sleeker devices are just a few facets that come with each new model. 
2023 alone saw one of the greatest and largest leaps in Apple’s technology offering, outweighing anything else produced in the industry.
The M3 family of chips features a next-generation GPU that represents the biggest leap forward in graphics architecture ever for Apple silicon. These are the first personal computer chips built using the industry-leading 3-nanometer process technology, allowing more transistors to be packed into a smaller space and improving speed and efficiency. Together, M3, M3 Pro, and M3 Max show how far Apple silicon for the Mac has come since the debut of the M1 family of chips. (Apple, 2023)
Even in a technology driven business environment Apple are continuing to be innovative and offer something that no one else can, securing their space within their operating markets. (O1)
5.2 Weaknesses
It’s no surprise to anyone that Apple devices can be pricey, and with this comes its own issues. Although demand remains strong, due predominantly to strong marketing and brand loyalty, prices continue to rise.
‘Apple products continue to see global inflation as prices rise across the board. Industry analysts cite a combination of factors, including increased demand for the company's products, rising labor costs, and tariffs on imported components - the iPhone 14 range, M2 MacBook Pros and iPad 10 have increased by an average of 10%, 15% and 50%, respectively’ (Kelly, G 2023)
The increases on already expensive products does put Apple products in Elastic demand as they are becoming luxuries, rather than necessities – which may in turn affect the supply in the future.
Perira, D (2023), states the highly competitive environment in which Apple operates often leads them into legal battles with other tech giants or patent holders over intellectual property rights or trademark disputes.  Recently, in October 2022, Apple was fined $19 million by the São Paulo State Court because of its decision to remove chargers from iPhone packages.
Apple allows access via its website to openly view of all its legal compliance information, including the use of any of its intellectual property. Operating within this environment there will always be potential for legal battles as Apps on various platforms can all co-exist with each other, with different licensing structures and guidelines, meaning this area of the business will require constant monitoring to ensure Apple is safe and ahead of the curve. (T6, O2)
The iPhone is undoubtedly the most influential and best-selling product that Apple have to offer. The iPhone has been an industry leader since it was created in 2007. However, business longevity is often about continuing to diversify your offering – the iPhone has just stuck.
‘In the fourth quarter of its 2023 fiscal year, Apple generated 43.81 billion U.S. dollars in revenue from the sales of iPhones.’ (Laricchia, F 2023)
The iPhone is clearly a bestseller, but the IOS operating system has over 50% of the market share of its competitors, comparing to 17% for iPhone, showing the potential for diversifying products is out there. (O1)
As forementioned, a closed ecosystem can also be a strength but it does close all windows for complimentary products from other brand to work together more seamlessly, and offer the customer more choice and value i.e. Fitbits instead of Apple Watches. (O2, T6)


5.3 Opportunities
Technology continues to advance way beyond our imaginations. In the last decade alone we have had access to electric vehicles, wearable technology, cloud computing and 3d printing just to name a few advances. The opportunity that AR & VR for Apple is endless, and shows the future for the business as technology continues to advance.
‘Apple has the world’s largest AR platform, with hundreds of millions of AR‑enabled devices, as well as thousands of AR apps on the App Store. And because Apple hardware and software are designed from the ground up for AR, there is no better way to experience it.’ (Apple, 2023)
AR continues to grow and as the Apple boasts the worlds largest platform this will certainly be an opportunity that Apple needs to capitalise on. Nextech3D.ai (2023) states market projections estimate that the AR market will reach $198 billion by 2025. The opportunity to continue to increase and even begin to monopolise the AR technology space within their operating markets is an opportunity that spells success now and in the future.
Apple has recently launched ‘Vision Pro’ into the VR technology space and is available to US customers early next year. The Vision Pro headset fits seamlessly into Apple’s closed ecosystem, allowing all existing technologies to operate together. Apple have already began to diversify away from current VR technology available by integrating two emerging technologies in one. (O1)
VR headsets aren't exactly new to the market. Apple is expected to refine the approach and introduce a headset that will do more than just virtual reality, but augment reality in a mixed AR and VR environment. (Apple Insider, 2023)
The combination of these technologies in a new format is just the beginning. This opportunity to provide advance technological devices and pioneering this level of tech will expand existing markets and open potential ones too.
Apple TV is Apple’s answer to the streaming services domain and offers very similar viewing to that of Netflix, with some Apple TV only shows which boots the viewership and adds that element of exclusivity we come to expect as Apple customers. Preece, C (2023) states Apple has fewer titles to date (and is unlikely to catch up in terms of numbers), but it's a solid choice for those who want a more curated experience. Apple are all about a curated offering, specifically targeting their customer base to provide tailored service and seamless movement between devices. The opportunity here is that Apple need to continue to be selective in terms of what it offers, and developing original content which cannot be digested anywhere else. This combined with the potential to add in an AR/VR watching experience is a potential addition that isn’t being offered anywhere else. (O1)
As forementioned earlier in this report Apple have taken some huge leaps in sustainability in the last few years. Apple do not only support their own green initiatives but provide funding for projects that align with their goals, placing themselves as a global leader in the sustainability stakes.
5.4 Threats
The threat of counterfeit always surrounds products from brands that are instantly recognisable, high value and for most difficult to obtain. Counterfeit technology items such as Air pods can be made to look almost identical in terms of feel and look making it easy for companies to produce and sell counterfeits under the radar.
Nationwide in fiscal year (FY) 2022, CBP seized nearly 21,000 shipments containing 25 million individual goods that violated intellectual property rights. The total estimated MSRP value of the seized goods, had they been genuine, was nearly $3 billion. (U.S Borders and Customs Protection, 2023)  
This gives a snapshot of the issue from the US, with stringent border control – the UK operates in a more lenient way, so potentially the number of counterfeits being used by consumers in the UK is higher and an even bigger threat globally.
Apple have recently decided to shift their manufacturing focus from China to India & Vietnam. Apple has relied on China to produce all of its products, but following the pandemic Apple have chosen to diversify it’s manufacturing operation in order to combat two key issues - labor is becoming more expensive, and the workforce as a whole is aging (Forbes, 2023)
In terms of their ability to trade, Forbes (2023) suggests India & Vietnam welcome foreign companies seeking to manufacture products that rely on technology. Although labour is cheap, this does come at a cost as both countries do not enforce intellectual property rights, feeding into the threat of further opportunity for counterfeit goods being produced and sold.
Diversifying from China in terms of manufacturing means that the threat that comes from the US & China’s current tensions is reduced but not eradicated. The US China trade war is a huge issues when it comes to exporting and importing products. (O3, O4)
‘Prices for imports from China across some of the most affected industries — including imports of computer equipment, semiconductors, furniture and audio and video equipment — increased as much as 25% in 2021, according to the agency’ (Martin, E, 2023)
Continued frayed negotiations with China and the US means trade is increasingly difficult between these two economies, both of which enable Apple to operate effectively.
6.0 Conclusion
To conclude, If Apple were to take on my recommendations provided below, although they are currently a global leader in business, the analysis in this report suggests the business environment and it’s future impacts could change this. There is an element of future proofing that the business needs to undertake to ensure it is responding to technological advances, tailoring their offering to emerging customer groups and building sustainable security measures. This report outlines the current impacts and effectiveness of Apple’s current processes and how being mindful and productive now in relation to future changes could positively support the business with its long-term goals.

7.0 Recommendations
To maximise the current opportunities and attempt to nullify any potential threats that may potentially impact the business I have compiled a set of recommendations that will enable Apple to make informed decisions now and for the future. I have provided these recommendations under three main headings.
7.1 Innovation
Apple should remain innovation conscious and continue to move quickly with technological advances in line with the requirements of their target audiences. Apple have already made great leaps in terms of releasing a VR/AR hybrid headset in 2024 with the same closed ecosystem functionality. A potential recommendation is opening the ecosystem moving forward and allowing more functionality with their complimentary products – such as – functionality between the Apple watch and a Samsung mobile phone user. This will not only enable Apple to secure the monopoly for existing Apple customers, but appeal to non-apple users by offering complimentary products to enhance their current experience. 
Innovation also goes hand in hand with enhancing security features to minimise threat. The recommendation here is that Apple build on their current security measures and protection, but provide flexible and alternative measures to different areas around the globe – dependant on local threats/Government policy. (O1, O2, T1, T2, T5, T6)




7.2 Sustainability
Apple are actively working towards their sustainability goals and the movement of their manufacturing operations to areas which offer a more sustainable model for their products and staff is key in fulfilling their goal for carbon neutrality. China is one of the largest players in creating counterfeit items in their manufacturing sites, so the idea of removing the products away from this will only reduce the opportunity to create fakes. Sustainability in this instance doesn’t just support ‘green’ initiatives, but being sustainable and not losing valuable profits of fighting expensive intellectual property debates with countries and losing millions of pounds in customs charges due to counterfeit exports will certainly free up time and energy to focus on what really matters.
Cheaper labour means that Apple can continue to meet demands, especially with the growing rate of technology and the strength of their brand loyalty. The recommendation for this is that Apple need to ensure they are sourcing the right areas for manufacturing as the world changes and markets emerge. (T5, T4, O3, O4)

7.3 Opening the Ecosystem
Apple operates effectively in a closed ecosystem of all its products, working simultaneously and seamlessly together to provide a user experience rivalled by other brands. The recommendation for this is that Apple open up this system starting with complimentary products to the iPhone. As the iPhone is Apple’s largest product in terms of sales, often additional purchases from Apple will come from this usability. My recommendation is for Apple to open this closed eco system for complementary products, such as their headphones or watches – and enable these to have a smoother interface with phones from different manufacturers. The likelihood is, once these customers have experienced a more obtainable offering such as a lower priced item that works well, customers will be drawn to potentially experiencing how the iPhone works with their purchases when they next come to upgrade their device – working towards nullifying the threat of substitutes, competition from other retailers in the market and their linear closed ecosystem. (T1, T2, T3)
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