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Abstract
The organization I choose to analyze is none other than Apple Inc. I decided to analyze Apple Inc. since I have always been curious to discover what made the company successful. I own several products from Apple Inc. and would certainly consider myself invested in the firm, along with thousands of other users/consumers. By strategically analyzing Apple, I hope to understand better what makes the company so successful in the modern competitive world of business by evaluating its organizational culture, international strategy, value chain, brand and customer values, innovation and entrepreneurship, and business strategy. A better understanding of the above topics is essential as it impacts how an organization does business, which affects its overall success. This essay aims at researching Apple with regards to its corporate and business strategies.










Introduction
Apple Inc. is an American company that was established in the year 1976. The corporation was among the famous PC pioneers and is currently at the top of the following generation of gadgets/devices. Traditionally the organization was a PC pioneer before the firm lost out to IBM and Microsoft drove the PC industry. Since then, Apple has ventured into various distinct markets, such as the portable and cellular MP3 device markets. This was done in order to open up new market opportunities and gain a competitive advantage over numerous of its competitors.
Central to its upswing and success is Steve Jobs and his strong vision and leadership based on intelligent marketing strategies and continual technological innovation. The company has started to alter the computing industry and is able to sustain this success only if they continue to employ innovative thinking and effective marketing strategies. Regarding their marketing strategies, the company must keep on focusing on a cost-effective strategy and diversification that carries on its innovation into modern technology-based product markets. Apple must keep on employing its firm development background and even move to find new emerging markets, ' open' up its goods to universal use, and partner with corporate partners to unveiling their device's total value for the consumer.
Apple Inc. has three distinct but vital and unique revenue streams generated from their three fundamental products, the Mac, iPod, and iPhone. The firm is subject to specific internal and external factors that mold/shape its operating environment. The most significant external factor the company is subjected to is that of technology, as the firm operates in a technology-based sector. One of the biggest problems the company has had to deal with was that of open format of other organizations PCs (Microsoft and IBM) compared to their very own Macintosh computer. Consumer assessment and knowledge provide the company with the understanding to make the desire for its goods and ensure value-added experiences are provided to the customers of its goods. Keeping in mind how consumers think, whatever they prefer, and making certain decisions provides the data to provide the consumer with value for their money. Therefore, the company must establish a desire to reward and own the customer with much more than the standard tangible good functionality. Product support and good customer relations enhance the experience and value perception for the customers. This user focus enables the organization to come up with innovative goods. The organization functions on its fundamental principle, to reinvent or integrate open standards into a fit for purpose good. Development and research allow the company to be successful and innovative and copy other successful organizations' solutions as many other businesses do.
Ingenious peripheral interface goods and reasonable software solutions come from a culture and an environment where the management has developed the required space for creativity to succeed and develop while upholding a sense to deliver urgently. By attending to these and many other fundamental principles, the company has ensured its position as a fierce competitor in the technology industry. Apples' current strategy revolves around the manufacturing of software that drives the retail and hardware categories. The focus is on developing concentric diversification into wireless and mobile or portable communications, iTunes music store, iPod mini, iPod, music, and the digital lifestyle.  
Business Strategy
General concepts driving Apple's business strategy include its platform for services, technological and geographical expansion, and product innovation. Understanding the significance of these fundamental concepts is vital to understanding the actions resulting from developing these particular aspects of the organization. Apple uses the lock-in order strategic technique to promote its sales, leading to the firm's overall growth and expansion. According to Johnson et al. (2014), strategic lock-in takes place when a customer's options of substituting a service or good are reduced or limited due to constraints developed intentionally by the organization. A significant example of such a case was evident when Apple Inc. eliminated auxiliary port from their developed iPhone 7. Customers were left with the options of either buying iPhone-specific headphones that directly plugged into the port or purchasing a new adaptor that directly plugged into the auxiliary port to connect headphones. The customers also had the option of purchasing wireless or Bluetooth headphones. Carrying around adaptors proved to be inconvenient for many consumers. Apple, in response to this, launched cordless Bluetooth headphones widely known as air pods. Because a wire did not connect air pods, users often lost both or one pod. The firm developed a magnetic strap meant to attach the air pods together at all times. By eliminating the port from their developed model devices, Apple created a huge and new market for themselves. Products from the company may easily consume users as they are compelled to purchase good after good to uphold a seamless interface. 
Organizational Culture	
Apple Inc.'s organizational culture is mainly made of innovation and creation, inclusion and diversity, a higher secrecy level, and working under pressure. The organization struggled to stay on top of the industry via its unique softer capabilities and product designs. The company is widely famous for the vast amounts of red tapes during its early design stages. Workers are held on a need-to-know basis, most of the time unaware of the final product. Hardware and software developments are often kept hidden from each other. This is theorized as a strategy to maintain trading secrets. While the company prides itself on inclusion and diversity, Apple Inc. has gotten few criticisms. Published in the year 2015 by Segar Mike is an article that reported Apple's senior and executive management team comprised of 1 (1 per cent) Hispanic, 4 (4 per cent) Black, 12/103 (12 per cent) Asians, and 86/103 (83 per cent) White. While these figures are solely based on the executive members, they may also act as a clear window into Apple's diversity existing among workers leaving a more great room for development.
Entrepreneurship and Innovation
Since the former CEO Steve Jobs became head of Apple in 1997, the firm has led technological developments. Apple Inc. launched the famous iPod, which completely changed the MP3 music player. The organization also developed the iPad that revolutionized tablet usage and iTunes and iCloud, which altered online use and created a platform for music purchasing or sharing. Innovation has over decades driving the firm's sales and significantly contributed to the company's success over the past decades. Still, there has recently been a declining intensity of innovative and creative ideas, according to Deshpande (2017). Goods launched recently may have several noticeable processing and cosmetic changes from older models. The company's product line has not expanded as fast as before. Instead of coming up with new products, the firm seems to change few details in their devices and develop something very "new." This may be seen with the iPhone X, eight, seven, and six. These four devices boast similar processing capabilities and storage, and the only visible difference is the camera capabilities and color options. IPhone X is different from the former models, as it does not possess a home button. To stay on top of the consumer and market trends, the firm must design new and innovative devices that will continue revolutionizing the world of technology as they did earlier.  
Customer and Brand Values
Apple struggles to develop an Apple experience that every consumer can enjoy daily. Priding itself on the principle of innovation, the company aims to provide consumers with a seamless interface, whether be via facial recognition, controlling home electronics, notifying one of his/her car's location, or Apple pay. These and many more features others engulf the consumer with the so-called Apple experience, enhancing an experience ecosystem that inspires integration and connection. Consumers may expect to have all their needs placed first when it comes to the products and services from Apple Inc. workers have been trained to advertise the benefits every product will provide to the user to suit their individual needs. Instead of informing the customer of how much storage a product bears in megabytes or gigabytes, the message is more storage for apps, texts, videos, and photos.  This technique creates a much more inclusive customer experience as they feel that the company is selling them more than just their products; instead, they are purchasing a more straightforward way of life.
Value Chain
The current company's CEO, Cook Tim, successfully has various suppliers to contest amongst each other to gain a better cost advantage for buying resources that will later be a part of the organization's inbound logistics. The organization mainly buys products from Europe, Asia, China, and the US. Manufacturing occurs in China, where devices or Apple products are assembled. After assembling, the products are transferred to intermediate warehouses. The products will then be sold via online stores or will be disbursed to network carriers, wholesalers, retailers, or direct sales. The company's outbound logistics comprises of distribution and warehousing of products. Based on statistics, e-commerce makes up to 5.1 per cent of Apple Inc.'s overall sales. According to Dudovkiy (2018), this makes them precious, as they are a much more cost-effective method than the major Apple store. 
Sales and marketing take place via several distinct channels: value-added resellers, retailers, wholesalers, third-party cellular network carriers, direct sale forces, and online stores. On the other hand, customer service is significant in Apple Inc.'s value chain as it aims to provide consumers with high-quality services and experience. After-sell services are also considered responsible for numerous sales as consumers may often upgrade their gadgets for additional payments. The organization is continuously developing new goods, so it must provide consumers with the sole ability to operate the newest models.
International Strategy
Throughout the company's development, they have moved from implementing the absolute advantage to the implementation of comparative advantage, allowing Apple to become more successful and efficient. By employing comparative advantage tactics, the company has extended its boundaries across the world. Not only does Apple sell their devices in other nations, but they also depend on nations like Europe and China to manufacture parts for lower prices. The company's management discovered specialized machines and labor in china, lowering their unit costs productions on a large scale. This allows them to lower the average total cost and achieve diverse economies of scale. Apple Inc. has been successful in creating products that are valued and recognized universally. In 2016 the company sold approximately seventy-eight million iPhones, seven plus, and iPhone 7 phones. Apple has led the telecommunication industry in the sale of smartphones both internationally and domestically. Apple Inc.'s primary focus is innovation. This, according to the company's CEO, is how they stay at the top; whether they are reinventing old products or creating new ones, they are and will always be one-step ahead of consumers and the market. The organization may develop its markets for goods that already exist, as seen with Air pod strap creation. Headphones were already in the market, but Apple Inc. found their way to make headphones more fun and valuable. It is important to note the Apple's business strategy mainly focuses on product innovation and customer satisfaction. 
Future strategies for apple Inc. 
Under the ‘’investor relations’’ part of Apple’s website, the company states the following as their mission statement: "Apple ignited the personal computer revolution in the 1970s with the Apple II and reinvented the personal computer in the 1980s with the Macintosh. Today, Apple continues to lead the innovation industry with its award-winning computers, OS X operating system, and life and professional applications. Apple is also spearheading the digital media revolution with its iPod portable music and video players and iTunes online store, and has entered the mobile phone market with its revolutionary iPhone." Although their mission statement is flawed- showing neither a purpose nor direction, it does not reflect the firm's condition. Despite the current recession, the firm has transformed its substantial profits for the past few decades and is consistently among the top-performing organizations in the Fortune 500.
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