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Strategic Goals
The strategic goals of Apple are enshrined in its vision and mission statements. Apple’s vision statement is as follows: “We believe that we are on the face of the earth to make great products and that’s not changing. We are constantly focusing on innovating. We believe in the simple not the complex. We believe that we need to own and control the primary technologies behind the products that we make and participate only in markets where we can make a significant contribution. We believe in saying no to thousands of projects, so that we can really focus on the few that are truly important and meaningful to us. We believe in deep collaboration and cross-pollination of our groups, which allow us to innovate in a way that others cannot. And frankly, we don’t settle for anything less than excellence in every group in the company, and we have the self-honesty to admit when we’re wrong and the courage to change. And I think regardless of who is in what job those values are so embedded in this company that Apple will do extremely well.”
Apple’s mission statement is as follows: “Apple designs Macs, the best personal computers in the world, along with OS X. iLife, iWork and professional software. Apple leads the digital music revolution with its iPods and iTunes online store. Apple has reinvented the mobile phone with its revolutionary iPhone and App store, and it’s defining the future of mobile media and computing devices with iPod.”
From the above mission statement, Apple’s main competitive goal is to designs the best personal computers and professional software in the world. The main market goal of the company is to be a leader in the digital music revolution with its iPods and iTunes online store (ZHAO, 2002).
Financial Performance: Key Financial Ratios
	2017
	Apple
	Microsoft
	Samsung

	Gross margin
	38%
	64%
	46%

	Net margin
	21%
	26%
	17%

	ROE
	36%
	32%
	22%

	Current ratio
	128%
	292%
	219%

	ROA
	14%
	11%
	15%



The main competitors of Apple in the industry are Microsoft and Samsung. From the above financial ratios, it is clear that Apple is badly off in terms of gross margin generation since it is beaten by both Microsoft and Samsung. However, Apple is the second best performing company after Microsoft in terms of net profit margin generation. In terms of return on equity, Apple stands out as the best performing company since it has the highest ROA ratio as compared to both Microsoft and Samsung. Apple is however the second best after Samsung in terms of the return on assets. However, Apple is the least performing company when it comes to current ration since its current ratio is lower than that of both Microsoft and Samsung. On an overall basis, Apple seems to be dragging behind in terms of financial performance since its major competitors like Microsoft and Samsung have superior financial ratios than Apple’s.
Business Strategy Definition
The product-market focus of Apple is personal computers which are built through both proactive and reactive innovation with the aim of promoting simplicity of use (Marr & Gray, 2012). The customer targeting strategy used by Apple is the segmentation strategy through which Apple targets the high-end market segments. This customer targeting strategy requires both exclusive distribution and premium pricing strategies, the strategies of which Apple has managed to use effectively to maintain its competitive advantage in the market. Apple’s product line is majorly that of personalized computers and mobile phones. Apple is positioned in the market as a luxury brand that carries with it a great emotional connection and loyalty among its customers. This product positioning is achieved by the company through advertisements and the customer experiences. The market access strategy that Apple uses is the exclusivity strategy that entails careful selection of authorized sellers of the company’s products. Though this strategy has the demerit of limiting the company’s distribution network, it helps to reach the company’s target market segments more effectively.  
Internal Capabilities and Skills
One of Apple’s internal capabilities is a strong and highly active R&D function which uses both reactive and proactive approach to product innovation and development to build high premium products (Teece, 2012). Apple’s time-to-market process entails the use of cues from already existing products in the market to make further improvements on the products. The company’s manufacturing function is another internal capability which constantly seeks to eliminate undesirable qualities from existing products and introducing novel functionalities to reinvent the whole user experience.
The company has an integrated-supply-chain process through which product parts are acquired from third-party manufacturers and proprietary hardware are manufactured by outsourced companies. This integrated-supply-chain process enables Apple to produce its products without owning or operating manufacturing or production facilities. The distribution function of the company is highly controlled by the exclusivity policy which involves careful selection of authorized sellers of Apple’s products (Patanakul & Shenhar, 2012). The marketing function of the company utilizes premium pricing which suits the high-end market segment. The Apple’s customer-service and satisfaction process enables the company to produce products that complement each other to give the customers the best experience when using them.
Strategic Performance
The strategic performance of Apple can be seen through its financial performance and market share. Speaking from a financial perspective, Apple has been able to maintain high profit margins which are generated from the company’s marketing mix that entails premium pricing strategy. This premium pricing strategy allows Apple to maximize profits even at limited sales volumes (Nagle & Müller, 2017). Apple performs better than its competitor Samsung in terms of net margin generation as seen from the financial ratio analysis given in the previous section. This good strategic performance is also reflected in Apple’s market share statistics which show that the company’s shipment of tablets to the global market from 2012 to 2018’s third quarter was 26.6% of the total market (Nagle & Müller, 2017). This statistic puts Apple at the top as the leading supplier in the global market of tablets. 
Business Strategy Evaluation
The evaluation of Apple’s business strategy requires an assessment of internal and external issues that are pertinent to the success of the company’s strategic decisions. These issues are well captured through the company’s SWOT analysis which identifies the company’s strengths, weaknesses, opportunities, and threats influencing the strategic governance of the company.
Apple’s Strengths: As a company, Apple has three major strengths. One of such strengths is the strong brand image. Apple stands out as one of the strongest and most valuable brands in the global market. This is something that has given the company the impetus to introduce new products that are highly profitable due to its strong brand image in the market. The second strength is the high profit margins which are generated from the company’s marketing mix that entails premium pricing strategy. This premium pricing strategy allows Apple to maximize profits even at limited sales volumes(Nagle & Müller, 2017). The third strength of the company is the effective rapid innovation processes arising from the company’s intensive growth and the generic competitive strategies. These strategies enable the company to keep pace with new technological advancements and hence maintain competitive advantages in the market.
Apple’s Weaknesses: Apple is faced with three major internal obstacles to its business growth efforts. One such weakness is limited distribution network which arises from the company’s exclusivity policy. This exclusivity strategy entails careful selection of authorized sellers of the company’s products, something that limits the company’s reach to the market. The second weakness is the high selling prices. Apple’s premium pricing strategy attracts customers from the middle and high-income brackets while shunning the customers from the low-income brackets away from the purchase of the company’s products (Stremersch & Tellis, 2002). The third weakness of the company is the dependence of sales on high-end market segments because of its premium pricing strategy. High-end market segments make up only a minority of the global market, something that limits the company’s reach to the majority component of the global market.
Apple’s Opportunities: Apple has three major external strategic factors which can be exploited to promote the company’s growth in the industry. One such opportunity is the expansion of the company’s distribution network. Apple can expand its distribution network to reach more customers in the global market by changing its distribution strategy. Secondly, Apple has the opportunity to achieve higher sales volumes especially for its mobile products due to the rising demand. The company can exploit this opportunity by adopting a more aggressive marketing strategy for its mobile products in the market. The third opportunity for Apple is the development of new product lines. This opportunity arises from the strong brand image that the company enjoys in the market which has made its products highly successful in the market. The exploitation of these opportunities will enable the company to enhance its growth in the international market.
Apple’s Threats: Apple experiences three major external factors that limit its financial performance as a business. One of such threats is aggressive competition in the industry. Apple faces stiff competition from its competitors like Samsung and Microsoft which also use rapid innovation to produce the same products, hence limiting Apple’s sales volumes in the market (Hitt et al., 2012). The second threat is imitation in the industry. There are many local and multinational firms which imitate Apple’s products in terms of designs and features, something that undermines the Apple’s sales in the market. The third threatening factor is the rising labor cost in various countries. Apple has contract manufacturers of its products in different countries. The escalation of labor costs in such countries has the effect of reducing the company’s profit margins and forcing the company to push its selling prices higher, something that is most likely to drive away customers and cripple the company’s financial performance. 
Critical Issues and Priorities
[bookmark: _Hlk530928439]From the above SWOT analysis, there are certain critical issues that are undermining Apple’s growth. One such issue is the company’s exclusivity strategy that entails careful selection of authorized sellers of the company’s products. This is a strategy that is limiting the company’s distribution network. The second critical issue is the Apple’s dependence of sales on high-end market segments which make up only a minority of the global market and hence limiting the company’s reach to the majority component of the global market. Other critical issues include aggressive competition, imitation, and the rising labor costs.
Based on these critical issues, Apple should prioritize on aggressive marketing strategies especially for its mobile products to reap from the rising demand of such products in the market. The company should also prioritize on the exploration of new product lines to maximize on the advantages of its strong brand image in the market. Apple should also prioritize on changing its distribution strategy to expand its distribution network to reach more customers in the global market by abandoning its exclusivity policy.
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