· Using the Segments of the General Environment, write an environmental analysis for the company Apple
· Please address ALL 4 parts listed below.
· [bookmark: _GoBack]A minimum of 500 words 
· Prepare this assignment according to the APA guidelines
· At the bottom of this document there is a section called “Other useful information” that includes screenshots from the textbook and an overview of the company Apple. Refer to it as needed to help you complete the assignment.

1. Incorporate the Five Forces of Competition to help write the industry analysis for your organization (Figure 2.2 The Five Forces of Competition Model).[image: ]
2. Describe your sources of competitive advantage.
3. Using the Modes of Entry and their Characteristics (Chapter 8, Figure 8.5), describe which mode(s) of entry you would use to expand globally and why you selected it (even if expansion is hypothetical at this time). Select one country, such as Canada, and discuss relevant cultural, political, and economic factors, and any language barriers that could impact your entry.[image: ]
4. Using the Parts of the External Environmental Analysis (Chapter 2, Figure 2.1 and Table 2.2), identify the outlook, forecast, or trends for the type of organization you have selected.[image: ]
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Overview
Apple is one of the most valuable and popular company not only in America but all over the world. Apple computers was founded in 1976 by Steve Jobs and Steve Wozniak. Jobs and Wozniak brought vision of changing the way people viewed computers—a user friendly computer, small enough for people to have them in their homes or offices. Apple Computer, Inc. went public in 1980 and Wozniak left Apple in 1983. Jobs decided to make some changes around Apple in 1997, he revamped the computers and introduced the iBook, iPod, and itunes--iPod and iTunes have become the company’s most profitable sector. Then, Apple released the iPhone and Apple TV (Apple, n.d.). 
Context of Apple
Apple has been successful throughout the many years of being a global company and has done so by changing with society. Although Apple’s mission statement has changed throughout the years there has always been the same goal: redefining the future of mobile devices. The company’s current mission statement explains that Apple designs the best personal computer and software there is to date. Moreover, the company has reinvented mobile phones through iPhones and are continuing to reinvent with their iPads. Apple’s mission statement focuses on the company’s successful products such as the iPhone, iPad, iPod, and iBook (Rowland, 2019). Apple wants its customers to know that their mission is to reinvent in order to improve the relationship between the user and the technology around us.     
Apple’s Vision and Mission
Apple’s vision statement is similar to its mission which is to continue creating products that are nothing but great. Their vision embodies what every customer wants to hear from a company, that they believe in focusing on what is truly important to the company and their customers. Apple’s vision statement also includes that they are not one to participate in markets that they can't make an impact in. The company is always focusing on innovating and even turning down multiple projects in order to focus on the few that really matter (Rowland, 2019).    
Apple's Strategy 
	Apple has a very successful strategy that pushes the organization to the top of a very competitive industry. By creating product and services that customers value Apple is able to capitalize on the productivity that the company maintains. Apple has a wide range of product that creates a large selection for any consumer base. Having a large consumer base allows the organization to reach a broader range of targeted consumers to up the sales in products and services. Apple aims to create products for their consumer base that are not just an appealing product but also a very user friendly for new users. With reliable and flawless products the marketing side of the Apple industry is able to showcase the product as a highly valued product. Part of Apple’s strategy is to, “provide highly differentiated products to a wide range of customers” (Competitive Strategy, 2017).  The variety that Apple is able to offer to their customers excels the organization to have great success in the industry. 
Nature of Business Opportunity
In order for Apple to have continuous success the company is looking to grow even more internationally. While sticking with their vision of redefining mobile devices year in and year out. This starts with Apple taking a step back as stated and looking to countries and different markets that are not currently being accessed. For example, in Africa Apple could look to create a newer device that enables better communication for a more affordable price due to the market’s low income. Competitively Apple is still on top, but in order for them to stay there, they’re going to have to continue to find new ways of integrating newer technology not only in their successful regions but newer regions of the world as well. Overall the goal of this business venture is too look to lesser markets and find new ways to reach out and improve upon their technology through Apple products.
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Table 2.1 The General Environment: Segments and Elements

Demographic segment

Economic segment

Political/Legal segment

Sociocultural segment

Technological segment

Global segment

Physical environment
segment

Population size
Age structure
Geographic distribution

Inflation rates
Interest rates

Trade deficits or surpluses
Budget deficits or surpluses

Antitrust laws
Taxation laws
Deregulation philosophies

Women in the workforce
Workforce diversity
Attitudes about the quality of work life

Product innovations
Applications of knowledge

Important political events
Critical global markets

Energy consumption

Practices used to develop energy sources
Renewable energy efforts

Minimizing a firm's environmental footprint

Ethnic mix
Income distribution

Personal savings rate
Business savings rates
Gross domestic product

Labor training laws
Educational philosophies and policies

Shifts in work and career preferences
Shifts in preferences regarding product and
service characteristics

Focus of private and government-
supported R&D expenditures
New communication technologies

Newly industrialized countries
Different cultural and institutional
attributes

Availability of water as a resource
Producing environmentally friendly
products

Reacting to natural or man-made disasters
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An opportunity isa
condition in the general
environment that, if
exploited effectively, helps
a company reach strategic
competitiveness.

An analysis of the general environment focuses on environmental trends and their
implications, an analysis of the industry environment focuses on the factors and conditions
influencing an industry’s profitability potential, and an analysis of competitors is focused
on predicting competitors’ actions, responses, and intentions. In combination, the results
of these three analyses influence the firms vision, mission, its choice of strategies, and the
competitive actions and responses it will take to implement those strategies. Although we
discuss each analysis separately, performance improves when the firm effectively integrates
the insights provided by analyses of the general environment, the industry environment,
and the competitor environment.

2-2 External Environmental Analysis

Most firms face external environments that are turbulent, complex, and global—conditions
that make interpreting those environments difficult." To cope with often ambiguous and
incomplete environmental data and to increase understanding of the general environment,
firms complete an external environmental analysis. This analysis has four parts: scanning,
‘monitoring, forecasting, and assessing (see Table 2.2).

Identifying opportunities and threats is an important objective of studying the general
environment. An opportunity is a condition in the general environment that, if exploited
effectively, helps a company reach strategic competitiveness. Most companies—and cer-
tainly large ones—continuously encounter multiple opportunities as well as threats.
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Table 2.2 Parts of the External Environment Analysis

Scanning
Monitoring
Forecasting

Assessing

Identifying early signals of environmental changes and trends
Detecting meaning through ongoing observations of environmental changes and trends
Developing projections of anticipated outcomes based on monitored changes and trends

Determining the timing and importance of environmental changes and trends for firms' strategies
and their management




image9.png
8-4 Choice of International Entry Mode

Five modes of entry into international markets are available to firms. We show these entry
‘modes and their characteristics in Figure 8.5. Each means of market entry has its advantages
and disadvantages, suggesting that the choice of entry mode can affect the degree of success
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Figure 2.2 The Five Forces of Competition Model
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Figure 8.5 Modes of Entry and their Characteristics
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Chapter 2: The External Environment: Opportunities, Threats, Industry Competition, and Competitor Analysis

Figure 2.1 The External Environment
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The general environment
is composed of dimensions
in the broader society that
influence an industry and
the firms within it.

2-1 The General, Industry, and
Competitor Environments

‘The general environment is composed of dimensions in the broader society that influence
an industry and the firms within it We group these dimensions into seven environmental
segments: demographic, economic, political/legal, sociocultural, technological, global, and
physical. Examples of elements analyzed in each of these segments are shown in Table 2.1.
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Firms cannot directly control the general environments segments. Accordingly, what a
company seeks to do is recognize trends in each segment of the general environment and
then predict each trends effect on it. For example, some believe that over the next 10 to
20 years, millions of people living in emerging market countries will join the middle class.
Of course no firm, including large multinationals, is able to control where growth in poten-
tial customers may take place in the next decade or two. Nonetheless, firms must study this
anticipated trend as a foundation for predicting its effects on their ability to identify strate-
gies to use that will allow them to remain successful as market conditions change

‘The industry environment is the set of factors that directly influences a firm and its
competitive actions and responses:? the threat of new entrants, the power of suppliers, the
power of buyers, the threat of product substitutes, and the intensity of rivalry among com-
peting firms. In total, the interactions among these five factors determine an industry’s
profitability potential; in turn, the industry’s profitability potential influences the choices
each firm makes about its competitive actions and responses. The challenge for a firm is
to locate a position within an industry where it can favorably influence the five factors or
where it can successfully defend itself against their influence. The greater a firms capacity to
favorably influence its industry environment, the greater the likelihood it will earn above-
average returns.

How companies gather and interpret information about their competitors is called
competitor analysis. Understanding the firm's competitor environment complements the
insights provided by studying the general and industry environments.® This means, for
example, that Coca-Cola and PepsiCo want to learn as much about each other as they
can while each company simultaneously seeks to understand its general and industry
environments.

The industry
environment is the set

of factors that directly
influences a firm and its
competitive actions and
responses: the threat of
new entrants, the power

of suppliers, the power

of buyers, the threat of
product substitutes, and the
intensity of rivalry among
competing firms.

How companies gather and
interpret information about
their competitors is called
competitor analysis.




