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Apple Inc. is a multinational company founded in 1977 by Steve Jobs and headquartered in Cupertino, California. The company specializes in the manufacture of electronic products and has created a considerably reputable brand in the smartphone market. Observably, by revenue, Apple stands to be the largest company specializing in technology products (Forbes, 2020). Involved in the technology industry, the company has built some of the most iconic brands of electronic products such as iPod, iPad, and iPhone products, which have as well helped the company enhance its growth in the consumer market. Contributing over 50 % of the company's annual revenues is the iPhone product developed by the company. 
Similarly, the company's other products include; Mac products such as the MacBook, Mac mini, and Mac Pro running on the macOS operating system. Arguably, these products contribute approximately 9 % of the total company’s revenues. Besides the listed products, Apple Inc. also deals in wearables and home accessories, which observably account for close to 10 % of the company’s annual revenue (Khan et al., 2015). Besides offering consumer electronics and computer hardware, Apple company is also engaged in service provisions such as the provision of online content, including books, music, and videos. According to shreds of evidence drawn from previous research activities on the company, Apple is regarded as one of the fastest advancing companies globally. 
Currently, Apple has established itself in the electronics market, consequently acquiring a significant market share by providing robust Technology products and unrivaled software services. It is important to note that since its inception, the company has registered exponential growth in business with total revenues totaling over 280 billion dollars annually, consequently making it to be considered one of the most successful companies in contemporary society (Browning et al., 2012). 
However, the company's success is attributed to its strategies and undying focus to retain profitability over the years. In the technology industry, the company has remained steadfast with its amazing cutting edge devices. However, the company’s achievement of this dominant position is based not only on the provision of exceptional electronic consumer devices but also on marketing strategies that are considered remarkable and outstanding. 
Barney & Hesterly (2010) define strategic management as the process by which companies evaluate their needs and determine what they need to do to achieve these objectives. In a sense, strategic management has helped the company establish itself uniquely from the other competitors within the same market. Based on porter’s analysis, it is worth noting that Apple has tried to set itself apart from the other key players in the technology market in terms of price differentiation and focused on exemplifying essential customer features. 
Bargaining power of the suppliers
This defines and analyzes the amount of power business suppliers wield and the consequent amount of control these suppliers have over the market prices. Suppliers' ability to raise prices above the normal market prices would considerably lower the profitability of a business depending on these suppliers (Porter, 2008). Also, this factor determines the number of available suppliers in the market with similar resources. In essence, it is noted that fewer number of suppliers in the market significantly increases their control over the businesses and the prevailing market prices. In a sense, companies and business organizations are, therefore, advantaged in situations where there exists more than a single supplier in the market with similar products and resources. 
Apple Inc. has two types of suppliers, namely; Type I and Type II. Type I suppliers are obligated to supply the company with hardware parts, including chips, drivers, and keyboards. On the other hand, the Type II suppliers are obligated to supply microprocessors and operating systems. Observably, the type I suppliers' bargaining power is generally weak since they provide commodities and products that are similar to the other competing companies within the market. It is also important to note that the costs of switching from one supplier to the other are considerably low, and Apple Inc. has the option of switching to another supplier if they feel its current suppliers do not favor them. However, compared to the type I suppliers, the bargaining power of the type II suppliers is comparably more substantial. Admittedly, there exist not so many suppliers of microprocessors and operating systems within the market. This has given the available suppliers higher bargaining power.
As it stands now, the microprocessor and OS market is monopolized and controlled by two major companies, i.e., Intel and Microsoft hence high bargaining power. Ideally, considering such a situation, switching from one supplier to another would probably increase their bargaining power. For this reason, Apple Inc. operates in an environment where the bargaining power of the suppliers is moderately high. 
Bargaining power of the buyer
This force evaluates the amount of power held by the consumers and the consequent effect this might have on the pricing and the quality of products. Ideally, consumers may have the power to control what happens in business organizations when they are few in number. Conversely, the bargaining power of the consumers is considerably lower when consumers make small purchases. According to the company’s past financial statements available at 10K, overall, Apple enjoys a medium-level consumer bargaining power (10 K Form). 
In the PC industry, the company has had higher buyer bargaining power over the years; for instance, in 2009, it sold over 40 million notebooks (Khan et al., 2015). It is essential to note that buyers' bargaining power is high because the switching costs from one provider to the other are considerably low. For this reason, buyers have the liberty and easy freedom to choose from the other available brands in the market.
The bargaining power of buyers in the smartphone sector is generally weak. This is because the consumers have a higher loyalty to the company’s products because of the company's exceptional products and high technology. For instance, consumers experience high switching costs after using some of the company’s devices because iCloud services can only be used in Apple devices. Apple Inc. offers iCloud services to its users, allowing them to synchronize their information from various devices. It is argued that consumers wishing to switch to the other brands must give up these essential services only offered at Apple, hence low consumer bargaining power. Besides, consumers also have low bargaining power in the smartphone sector, owing to the company's significant advancements, such as the provision of iTunes only available for iPhone users. 
Threat of substitutes
This force explains how easy it is for consumers to access the company's alternative services and products. The force of threats of substitutes analyzes the external market, examining the number of competitors in the market, their prices, the profits they realize, and the possibility of lowering prices (Porter, 2008).  The threats of substitutes are usually informed by the costs involved in switching brands by customers, both long-term and short-term, besides the consumer’s desire to switch. 
Firstly, it is evident that the PC industry is currently over flooded with so many substitutes available. Most consumers prefer to purchase tablets to PC since they are easier to carry and perform almost similar roles. Similarly, smartphones have presented PCs' very essential functions such as gaming, emailing, and note-taking. It is argued that, observably, smartphones have become the biggest threat to the company’s PC sector. 
Conversely, the smartphone sector experiences the least threat since arguably better and efficient substitutes have not been released in the market. Although there are many PCs manufacturers, the PCs cannot be used to make calls and are not convenient to carry around. The tablet sector's threat level is observably medium even though smartphones pose considerable risks to the tablets; some customers still prefer to use devices with larger screens only available on tablets. For this reason, Apple Inc. experiences medium-level threats of substitutes. 
Threats of new entrants
This force examines the possibility of new players to enter the market. Ideally, when it is easier for new players to come into the market, established players within the market stand to lose because their revenue share would reduce. In essence, barriers to new entrants would be advantageous to the existing companies and help them create a strong brand image. It is indicated that Apple Inc. has been a significant player in the technology industry since the '80s. All through the years, the company may have built a strong company reputation and unrivaled customer loyalty. Thus, it is essential to note that the barrier to new entrants is considerably high because they require high capital investment to come into the industry and a talented pool of employees to be at par with Apple. For this reason, the industry enjoys a weaker threat of new entrants. 
The intensity of competitive rivalry

This explains the intensity of the existing competition in the market. It explains what each of the competitors can do. It is essential to understand that rivalry competition mainly occurs in markets where few businesses deal with a similar product, and consumers can easily switch to the provider at lower prices. Moreover, competition rivalry is positively associated with advertising and price wars, which arguably can harm a business. Even though competitors in the market exist, such as Samsung, Nokia, with almost similar products, consumers have, however, understood that the life-cycle of technological products is generally short. Therefore, their demand also grows with increased production in the market. Besides this, Apple Inc. enjoys high customer loyalty, consequently making it to become competitive in the market. It is noted that the competitive rivalry in the market is moderately high.
As observed through the analysis of the five forces, it can be concluded that the attractiveness of the PC industry is considerably low, the smartphone sector presents a medium attractiveness, and the tablet sector is also medium. Cumulatively, Apple Inc. operates in an industry with medium attractiveness. 
The strategic position of Apple Inc.
Even though the company offers considerably higher prices for its products, customers are willing to pay for these prices because the company ensures a return for the value of their money. Apple has pursued a broad differentiation strategy, which has consequently given the company a competitive edge over the other competitors in the market (Lashinsky, 2012). For instance, while the other manufacturers use plastics to manufacture their products, Apple uses glass and metal to manufacture its smartphones, PCs, and tablets. 
Also, the company seems to advance in creativity to a level that no other can easily match. It is noted that some of the key players in the market have tried to emulate Apple’s designs but have, however, failed because they do not have the necessary capabilities to design, manufacture and develop these applications and services (Mueller, 2010).
Essential resources and or capabilities

As indicated above, Apple Inc. is considered the largest technology company by revenue. The company's resources and capabilities have played significant roles in leading to this enviable success. Over time, the company has built its brand image and retain its customer loyalty in the technology market. Observably, the company has maintained its place at the helm because of two major factors that include innovative employees and brand loyalty (Barney & Hesterly, 2010). First, the company's employees are innovative and continuously engage in research to develop the most innovative products to enhance competitiveness. Even though every company in the market has access to innovative employees, the only difference between Apple and Inc. and other companies is how the company manages its employees, consequently putting their skills into best practice. 
Also, maintaining brand image has also played essential roles in the success of the company. For instance, a positive brand image has acted in the company's advertisement. For this reason, the company enjoys a unique brand loyalty, unlike other competitors in the market. In a sense, Apple Inc. knows exactly what to give their customers for their money value (Lashinsky, 2012). Additionally, through continued research activities, the company has maintained its reputation by building and crafting better efficient technology devices appealing to their customers. 
The segment with the largest competitive advantage

According to Forbes magazine, Apple products are the most recognizable brands in the technology market. However, the company's brand recognition is supported significantly by its smartphone products, consequently giving the company a competitive cutting edge over the other competitors. Contributing to over half of the company’s annual revenues, the smartphone has taken a huge leap over the other segments of the company (Apple Inc., 2018). Since its inception, Apple has struggled so much to ensure its devices, such as iPhones and iMac products, are designed innovatively. They are well functioning to give their customers a great experience compared to the other competitors within the market. Similarly, additional features on smartphones such as iTunes and iCloud services have also worked to ensure that the segment remains productive over the years. 
The company’s retention rate of customers in the smartphone segment has remained considerably higher than that of its main competitors, like Samsung. Evidence drawn from past research activities places the retention rate at 75 % compared to Samsung’s 64 % (Meyer, 2017). Moreover, this segment has proven to exhibit the highest customer loyalty levels as opposed to the other sectors where costs of switching from one brand to another have remained considerably low.
Activities with a significant impact on the cost

Decisions regarding the costs of products and devices are usually made after examining an interplay of various factors involved. For instance, some of the activities influencing Apple's decisions on costs include; product line differentiation and market costs, and positioning strategies of the company and production costs involved (Mueller, 2010). 
Apple Inc. is constantly involving in making its products unique (Johnson et al., 2012). For this reason, for vertically differentiated product lines, the company charges considerably higher prices. For example, car manufacturers applying product line differentiation have differing prices for various car categories. Considering the aspects of market costs, it is essential to note that various product lines have their price segmentations. For instance, products in a horizontally differentiated product line, their prices usually tend to be uniform. The company's other activities include; positioning strategy, which is particularly aimed at creating a differential advantage and appealing to a particular market segment. In this sense, pricing forms an essential technique used to create this differential advantage, consequently acting as an indicator of quality. Ideally, the positioning strategy requires Apple Inc. to produce highly innovative products with considerably higher prices due to the production costs involved. 
Observably, even though the firm’s competitive advantage provides the company with a secure place within the industry, these competitive advantages do not exist across the market segments in which the company operates. It is worth noting that the competitive advantage has ensured the company is safe from threats of new entrants in the industry by creating hurdles for the new entrants and limiting the competitor’s abilities to advance. One segment which Apple Inc. has acquired considerable market share due to the competitive advantage is the iPhone sector. The brand strength the company wields in this sector is considerably enormous; however, this loyalty is not stable owing to the threats from the existing companies such as Samsung and LG. Although the company produces high-quality products, it's pricing at times becomes out of range for some consumers hence opting to switch to the other existing brands in the market (Apple Inc., 2018). 

At times, products of the smartphone sector can be considered a luxury because of the premium prices involved. In essence, pricing has been a significant factor in this segment, causing variations. The company's products seem to have been tailored for affluent individuals and do not consider low-income customers. Also, the company's belief that it has established a loyal customer base, consequently limiting its advertising and promotion services, has also been a key contributor to this variation. In contrast, competing companies such as Samsung technology have continued to direct more resources towards advertisement, giving them the least advantage over Apple in the smartphone sector. In conclusion, it is essential to note that this segment's variations are mainly due to pricing where competing companies have tried to replicate similar services on their devices and retail them at fairly lower prices compared to Apple's exorbitant prices. 
Threats of imitation
In the recent past, the company has faced numerous threats from its major competitors. The main threat the company has encountered is the threat of imitation. Companies such as Samsung, Dell, and Amazon have proven beyond a reasonable doubt that they are also quick to innovate and can easily replicate Apple's products at cheaper products. Observably, the firm is not in any way secure from the threat of imitation because some global stores allied to the key competitors have easily replicated Apple’s designs and displayed fake versions of iPhones and iPods with similar outlooks, consequently threatening the company’s annual earnings (Wong, 2019). For instance, in China, Xiaomi has emulated much of its designs and came up with a better alternative to Apple’s iPhones at much lower prices. 

This act of imitation has inhibited Apple from enhancing its operations in mainland China. After opening its first store in China in 2008, its initial plans were to expand to about 25 stores by 2012; however, this did not materialize due to the fake iPhone vendors who have set up unlicensed Apple stores displaying imitated Apple products. Despite the heavy imitation by the other competing companies (Khan et al., 2015), Apple has continued to experience phenomenal growth with plenty of more growth to come. Companies like Samsung technologies have made the competition in the technology industry even worse by eliminating the headphone jack in iPhone 7 to particular develop their own products as substitutes, consequently working against Apple Inc. and its desire to make profits through the ales of genuine products. In most situations, low-income customers have termed Apple's products as a luxury due to the premium prices attached to these products. For this reason, the other competing companies have always come in handy to provide substitutes with similar features as Apple’s products saving the consumers on costs.
Challenges going forward
As observed above, one of the major challenges facing the company is the threat of imitation and the availability of cheaper substitutes. It is forecasted that the company will experience difficulties establishing itself in these markets taken over by rival companies such as China and South Korea, where LG generally has a strong customer base. Also, the forecasts for smartphone sales in the Middle East are not very good, considering the presence of cheap substitutes in these markets. It is by the fact that Apple Inc. significantly relies on the sales of its iPhones, contributing to over 50 % of the annual revenues (Apple Inc., 2018). Any reduction in sales would result in a decline in the company's value. 

If no legal action is taken to control the sale of counterfeits in the technology industry, Apple stands to lose because competing companies have illegally acquired their designs and are utilizing the company’s brand image to sell counterfeit products. As we advance, this would remain a significant challenge for the company. These illegal dealers sell these fake products at prices lower than the expected market prices, consequently drawing customers to their side. In some circumstances where the prices indicated are similar to those offered by Apple Inc., the customers might tend to believe that the fake products are surely from Apple, hence negative reviews and bad publicity for the company. 
Lastly, competition is believed to grow substantially within the next few years. Companies such as Dell, Samsung, and Google are giving the company a run for their money, and the competition is expected to get stronger with time (Mueller, 2010). To survive, the company may be required to revise some of its operational policies or even its pricing strategies to stay afloat in the market.  
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