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1 INTRODUCTION 
 

Dear Student 
 
This tutorial letter gives you feedback on Assignment 02. 
 
We hope that you enjoyed doing assignment 02 and that you have performed well. As we have 
stated before, it is important that you utilise this feedback along with your specific assignment 
feedback to ensure that you understand what you can do to improve your marks especially for 
the upcoming examination. We wish you success in the examination, and remember that we are 
here to support you if you have any queries.  
 
You are required to read through the contents of this tutorial letter carefully, as it provides you 
with guidance of what was expected from you as a student. The outcomes in learning units 5, 6 
and 7 were assessed in Assignment 02. 

 
Assignment 02 dealt with the obstacles of doing business in an African context. It also required 
you as a student to critically assess the extent to which Apple’s strategy is sustainable. This 
assignment also dealt with types of business-level strategies pursued by Apple. Finally 
assignment 02 considered the role and importance of internal growth strategies. Students were 
expected to present answers in an essay format, using the prescribed assignment guidelines 
provided in section 6.3.2 of Tutorial Letter 101. Feedback and comments on Assignment 02 was 
made through the use of an assignment evaluation sheet (rubric), which was presented in 
section 1.3 of Tutorial Letter 101 (Annexure B). The assignment evaluation shows you how 
marks have been allocated and helps you to identify areas that need immediate improvement. 
As stated in your Tutorial Letter 101, you will realise that only one out of the four questions was 
marked. However, this tutorial letter contains feedback on all the questions in the assignment. 
 
Students who submitted their assignments online, will receive their marked assignments, 
together with the marker’s assessment, in their myLife e-mail account immediately after marking 
has been completed. For those who have submitted the assignment by post, you will receive 
your marked assignment, together with the marker's comments and the assignment evaluation 
sheet (rubric), in the post or by courier.  
 
 

2 FEEDBACK ON ASSIGNMENT 02 
 
We know that you found assignments 01 and 02 challenging and we trust that you now realise 
that you have progressed to a higher level in your academic studies. At a third year module, you 
need to maintain a balance between theory and application. Merely copying facts from the 
prescribed book, without supporting your answers with theoretical information obtained from 
accredited scientific articles or practical examples where necessary, is not sufficient. You 
needed to demonstrate that you could balance strategic management theory and the application 
of strategic planning concepts in real business settings. In fact, for these assignments you 
would have done well if you consulted at least three good books and three articles.  
 
Assignment 02 was an essay-type assignment based on Apple’s innovation strategy, provided 
in Annexure A of Tutorial Letter 101. You had to answer all four questions and you should have 
used this article to support statements made in the last three questions. For the first question 
you were required to support your discussion with any practical example of your choice, 
examples from the case study would also have been considered.  
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Tutorial Letter 101, section 6.3.2, provided you with guidelines for answering essay-type 
questions. If you did not adhere to these guidelines, you would have been penalised in your 
assignment. 

 
You also needed to meet the correct technical requirements by structuring your essay according 
to the guidelines mentioned above, in other words, your essay had to consist of an introduction, 
a main body of discussion and a conclusion. Remember that you had to number your pages 
and that the headings in the text also had to be numbered. You should have included a table of 
contents, as the first page of the assignment, as well as a list of references, as the last page of 
the assignment. It is important to note that up to five marks were deducted for not meeting the 
technical requirements. The body of your assignment should not have exceeded 10 pages, 
excluding the cover page, introduction, conclusion and list of references. 

We could not provide detailed model answers for case studies where application to a chosen 
organisation was required. Each student's answer differed and was assessed individually. 
Marks were allocated based on the strength of your arguments and practical application. Some 
guidelines have been given below on how marks were allocated.  
 
Remember that you should begin an essay with an introduction. The purpose of the introduction 
is to introduce key concepts addressed in your assignment as well as various issues to be 
discussed. It is also important for your assignment to introduce the reader to the company on 
which the assignment is based – in this case, Apple Inc.  
 
The following is an example of an introduction to the assignment: 
 
1 INTRODUCTION 
 
The aim of this assignment was to explain several aspects to consider when selecting a 
strategy for an organisation. The assignment will argue that the selection of strategy is not an 
easy exercise but several aspects need to be considered to ensure that the strategy is 
appropriate for an organisational context. The assignment consisted of four parts: (1) obstacles 
for doing business in an African context (2) a discussion of the extent to which Apple’s 
strategy/strategies are sustainable (3) types of business level strategies pursued by Apple and 
(4) the role and importance of internal growth strategies.  
 
Now you can start answering the assignment questions, with headings and subheadings that 
correspond with the questions. 
 
 
2 OBSTACLES OF DOING BUSINESS IN AN AFRICAN CONTEXT 
 
Identify and explain the obstacles of doing business in an African context. Use practical 
examples (3 or more) to support your discussion. 
 
Although Africa has many opportunities for business, organisations experience numerous 
challenges doing business in Africa. Evidence gathered was that the poor infrastructure and 
public services present a major barrier to competitiveness for manufacturing firms in poor 
African countries compared to elsewhere, a barrier that deserves study alongside technology 
and the lack of skills (Eifert, Gelb & Ramachandran, 2008:1531). Specifically these obstacles 
and drawbacks include the following: 
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• The lack of infrastructure. Inadequate infrastructure in African countries is a huge 
concern for investors and business alike. Generally, poor infrastructure, governments that 
are unwilling or unable to maintain or improve existing infrastructure, let alone providing 
new, much needed infrastructure, are a significant damper on investment and business in 
Africa. For the economic activity of a country in general and business in particular, lack of 
infrastructure invariably translates into inadequate supply chains which adversely affect 
the sourcing of strategic raw materials for production as well as the distribution of much-
needed products to markets, especially those in rural areas. 
 

        Practical example: 
 

“Lagos state, for example, has introduced infrastructure improvements and provided 
incentives to attract and retain business. It has also stabilised its finances by significantly 
improving its revenue collection capacity.” 
 

• Political instability. Political instability typically results from uncertain and unpredictable 
government actions. These may include social and economic disruption or even armed 
conflict, as well as nationalisation of industries or expropriation of property and assets of 
business organisations, all of which, for investors and business alike, translate into 
uncertainty and risk. The reference to Zimbabwe is one example of a country experiencing 
political instability and the implications of this for society and business. 

 
  Practical example: 

 
“On both the fiscal and political front, the next years may well prove critical for key regional 
economies, particularly those with elections or succession battles. For some, notably 
Zambia and Mozambique, popular pressure to maintain or extend public spending could 
widen fiscal deficits further. In others, notably Nigeria and Côte d’Ivoire, fragile national 
cohesion could be stretched to breaking point.” 

 
• High levels of poverty. In most African countries and in many other developing countries, 

a large proportion of the population lives on less than two US dollar a day. 
 

       Practical example: 
 

        “Firstly, Africa is poverty stricken with a large number of people affected with malnutrition   
         and famine”. 
 
• Corruption. The effect of corruption on business and society can be disastrous. According 

to various international indices such as Transparency International's Corruption Perception 
Index, 90% of the countries in Africa, on average, scored 33, well below the symbolic pass 
mark of 50.  
 

• An inefficient public sector. The disappointing economic growth of the African economy 
in recent years can be largely attributed to an inefficient public sector. 

 

• Lack of key skills. Countries in Africa have generally been characterised by a lack of key 
business skills, managerial skills, semi-skilled and unskilled workforce. 
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Students may also refer to the following factors as obstacles and drawbacks. 
 

• Local customs and customer preferences 
 

Investors, as well as organisations exporting to countries in Africa, should bear in mind that 
countries are diverse and differ in terms of the following: their political stability; legal system; 
size of their economy as indicated by GDP and GNP levels; level of economic development; 
rate of economic growth; size of the country; population size; levels of disposable and 
discretionary income; sophistication of infrastructure; industry characteristics; market size and 
consumer needs; and culture, as well as customs and especially religious traditions. These are 
but a few determinants that business leaders need to contemplate as a start. Comprehensive 
country analysis would, for example, further involve country risk analysis and taking into 
account information derived from the Human Development Index and information made 
available by organisations such as Transparency International.  
 
The rationale for this brief overview is to reaffirm that an organisation's international or global 
strategy which is successful in its home country in most cases will not work in Africa. The 
message is clear − deciding on business involvement in Africa must be preceded by extensive 
research and strategic analysis, most importantly about the actual market needs and customer 
preferences, apart from the more macro-information requirements referred to above.  
 

• Legislation 
  

Investors and business leaders should be aware of the legal dispensation of the country they 
are involved in or contemplating becoming involved in. An intimate knowledge of a country's 
legal system, laws and regulations as well as the extent to which the rule of law and effective 
law enforcement prevail is indispensable. Relevant issues would include those relating to 
ownership, labour relations, taxation, customs and excise, direct investment, securities 
exchange and listing requirements, repatriation of profits and dividends to parent organisations 
in the home country, foreign exchange controls and transfer pricing rules.  
 
 
Practical example: 
 
“A key test for African policy makers, therefore, will be whether they can drive through reforms 
that can facilitate growth-sustaining diversification, facilitate the creation of formal employment 
and generate (and collect) taxable revenue. Progress is being made: sub-Saharan African 
states counted for the largest portion of business-enabling regulatory reforms (75 out of 230) 
documented in the World Bank’s 2015 Doing Business report. However, there is a long way to 
go. Seven of the 10 most difficult countries to do business with are in Africa”. 
 

• Political considerations 
 

Owing to the political complexities that organisations face when setting up business in African 
countries, ways that could be considered to circumvent or overcome such complexities include 
the following: 
 
• partnering with local stakeholders for a number of reasons, including ease of entry into the 

country, shared ownership (international joint ventures) or involvement by agreement 
(strategic alliances) as a source of local market knowledge, potentially favourable 
government relations, and sharing risks, especially in the early stages of a venture where 
uncertainty is high. 
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• responding positively to an awareness of community, cultural and social needs in terms of 
customised products (e.g. adapted packaging of beer by Diageo); certain human resource 
management practices and an awareness of political events and national priorities could 
enhance organisation-government relations.  

 
 
Practical example: 
 
“Beyond the headlines, mining firms, oil companies, hotel chains, retailers and other companies 
appear to be taking a longer-term view, based on a wider set of country-specific 
macroeconomic, structural and regulatory considerations”. 

“Domestic factors will do little to amend these unfavourable global conditions. On both the fiscal 
and political front, the next years may well prove critical for key regional economies, particularly 
those with elections or succession battles. For some, notably Zambia and Mozambique, popular 
pressure to maintain or extend public spending could widen fiscal deficits further. In others, 
notably Nigeria and Côte d’Ivoire, fragile national cohesion could be stretched to breaking 
point”. 

 
• Creative supply chain management 
 

Owing to underdeveloped infrastructure in many of the countries in Africa, organisations have to 
devise their own, innovative supply chain solutions, especially in terms of logistics relating to 
procurement and inbound transportation as well as the distribution of products to their markets. 
The following are the factors in which some of these challenges can be addressed: 
 
• investing in own infrastructure  
• product innovation to meet specific market needs (Promasidor's unique powdered milk 

product; MTN's inexpensive prepaid mobile phone fees) 
• developing local suppliers to ensure consistent supply of raw materials  
• developing distribution channel strategies that are sufficiently flexible to cope with both 

formal and informal distribution via wholesalers and retailers to serve their markets 
effectively 

 
(See SG p 135–138 or 124–125.) 
 
 
In this section, the main learning point is that although by 2014, some of the fastest-growing 
economies in the world were in Africa, presenting new opportunities for multinationals from 
developed countries as well as other organisations, including those from South Africa, to invest 
in Africa. However, some challenges still remain. Thus businesses need to be aware of these 
challenges and devise strategies to cope or enter this environment. 
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3 THE EXTENT TO WHICH APPLE’S STRATEGY IS SUSTAINABLE 
 
Critically assess the extent to which Apple’s strategy/strategies is/are sustainable. 
 
Sustainability is concerned with the survival of a business in the long term. However, Venter 
Venter, Jansen van Rensburg, Davis, Nieuwenhuysen, Van Zyl, Singh, & Brevis (2014) argue 
that having a competitive advantage does not necessarily guarantee sustainability. This 
requires for organisations to take a long-term view in its decision making rather than a short-
term one which may require giving up profits in the short term in exchange for survival and 
wealth creation in the long-term. In an increasingly complex and interconnected global 
environment, there need to redefine ‘success’ has become imperative for the survival, 
sustainability, and continued evolution of social systems and their interdependent environments 
(Laszlo, Laszlo & Dunsky, 2010). 
 
Sustainability in businesses is commonly accepted to mean balancing economic objectives 
(such as profit) with the welfare of communities in which the organisation operates (a social 
dimension) and protecting the environment in which the organisation physically exists. 
 
According to Venter et al (2014) sustainable strategies thus, consider all three elements and 
strike the right balance between them namely: 
 

• Ethical profits 
• Healthy environment 
• Healthy communities 

 
This implies that profits should be legally and ethically in order to be regarded as sustainable. 
Thus the purpose of a sustainable strategy is to generate a maximum increase in the outputs, 
turnover and other aspects of a company, the consumers of the company and employee value 
by embracing opportunities in the macro-and market environments and managing risks derived 
from environmental and social developments. 
 
The evaluation of the sustainability of strategies of Apple 
 
In addition to the three elements of sustainability discussed above, the following six elements 
are vital in developing sustainable strategies. 
 
Environmental context 
For strategies to be sustainable, they should not harm the physical environment in which the 
organisation operates. Organisation should consider the following aspects; ecological impacts, 
environmental awareness, quality local environments, and adhering to environmental 
legislations and regulations. 
 
Social context 
Sustainable strategies contribute positively to local communities. More specifically they should 
consider the following aspects; new standards and behaviours, community involvement, social 
inclusion and community safety. 
 
Economic context 
For strategies to be sustainable the economic success and contribution of the organisation, 
typically measured by financial measures such as profits, return on equity, and economic value 
added. Organisations should consider the following aspects; profit generation, wealth creation, 
ethical and legal profitability 
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Organisational context 
The internal operation of the organisation is vital to sustainable strategies. This may relate to 
strategy implementation processes as well as internal role players such as the board of 
directors, management, employee effectiveness and corporate governance. More specifically 
aspects to be considered are the following; governance, structure, leadership and culture and 
technology. 
 
Stakeholders 
Key stakeholders of an organisation are creditors, directors, employees, government (and its 
agencies), owners (stakeholders), suppliers, unions, and the communities from which the 
business draws its resources. Thus the organisation is tasked with the tasks of balancing the 
demands of multiple stakeholders.  
 
Strategic fit 
Strategic fit implies that organisation can obtain long-term success if the strategies of the 
organisation are aligned with the internal and external environments. 
 
 
(See Venter et al, chapter 3, pp 48–56, or SG p 148–162.)  
 
Apple CEO, Tim Cook, told Bloomberg Business Week in an interview in 2013, stated that they 
never had an objective to sell a low-cost phone. Their primary objective was to sell a great 
phone and provide a great experience, and they figured out a way to do it at a lower cost.” 
Cook’s thoughts echoed those of his predecessor, Steve Jobs, whose strategy for Apple had 
four pillars namely; 

1. Offer a small number of products. 
2. Focus on the high end. 
3. Give priority to profits over market share. 
4. Create a halo effect that makes people starve for new Apple products. 

 
This strategy in the prescribed article does not mention to the sustainability of Apple by means 
of balancing economic objectives (such as profit) with the welfare of communities in which the 
organisation operates (a social dimension) and protecting the environment in which Apple 
physically exists. 
 
This is a concern as organisational strategies have to be sustainable; and this requires for 
organisations to take a long-term view in its decision making rather than a short-term one which 
may require giving up profits in the short term in exchange for survival and wealth creation in 
the long-term. 
 
 
The key learning point made in this section is that profits should be legally and ethically earned 
in order to be regarded as sustainable. Thus the purpose of sustainable strategy is to generate 
a maximum increase in the outputs, turnover and other aspects of a company, the consumers of 
the company and employee value by embracing opportunities in the macro-and market 
environments and managing risks derived from environmental and social developments. 
 
 
 
 
 
 
 

http://www.businessweek.com/articles/2013-09-20/apple-ceo-tim-cooks-complete-interview-with-bloomberg-businessweek#p1
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4 BUSINESS LEVEL STRATEGIES PURSUED BY APPLE 
 
Describe the types of business level strategy or strategies pursued by Apple. Make use of the 
case study examples to support your answer. 

 
Organisations are unique entities meaning that their strategic approach consists of custom-
designed actions to fit its own circumstances and industry environment (Louw & Venter, 2013). 
Organisations often use a combination of business level strategies to serve different market 
segments in the same industry or industry sector (Venter et al, 2014). Since no two business 
organisations are alike, it is highly unlikely that organisations would have exactly the same 
strategies − which leads to many variations in the way organisations approach business level 
strategies, while these are still based on the principles that we are now familiar with (Ehlers & 
Lazenby, 2010). The most important of these differences are whether: 
 
• the organisation's target market is broad or narrow 
• the organisation is pursuing a competitive strategy linked to low cost or to product 

differentiation 
• the organisation uses a combination of low-cost and differentiation strategies 
 
The various competitive business level strategy options that an organisation can pursue are 
based on where the various options reflect combinations of cost/price (vertical axis) and 
perceived quality/value (horizontal axis). Management needs to understand the characteristics 
as well as the advantages and disadvantages of these strategies in order to adopt strategies 
that will suit their own unique circumstances. There are four strategy options that organisations 
can pursue, namely cost leadership, differentiation, focus and best-cost provider strategies 
(Venter et al, 2014). 
 
It appears that Apple is using a combination of these strategies. 
 

Cost leadership strategy 

Organisations need to know when a cost leadership strategy would be most appropriate in their 
specific situations. The aim of this strategy is to underprice competitors by building and 
sustaining their competitive advantage through the reduction of costs, or keeping lower than 
those of their competitors, while providing products and services that customers want, at the 
same or a higher quality than their competitors.  
 
In fact, cost leadership strategies are most suitable in situations characterised by large markets 
that allow high production volumes of standardised products for customers that are price-
sensitive and have low switching costs. Low cost and price as a competitive advantage can thus 
be achieved in a variety of ways such as 
 
• selling cost-effective products and services that satisfy customer needs, resulting in higher 

market share than that of rivals 
• enhancing profit margins through economies of scale, lower unit costs and organisational 

efficiencies  
• basing cost effectiveness on the organisation's core competencies 

 
Practical example from the case study 
 
From the case study, it appears that Apple does not only focus their product line for the most 
affluent customers but  scaled-down product line at a lower price point for everyone else. It 
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means offering the high-end Apple iPhone 5S in gold, silver and platinum to its most affluent 
customers, and a cheaper iPhone 5C in fun plastic colours for everyone else.  
 
“Part of what always made Apple so special and magical − at least, to the Apple fan boys and 
fan girls− was that the one premium product per year strategy meant that a minimum-wage 
worker could have access to the same technology as a Wall Street hedge fund manager. There 
was never a sense that Apple users were viewed as “gold” and “silver” and “platinum” users – it 
was a sense that all Apple users were somehow superior to all the Android users out there. In 
an Apple retail store, there was never a very important person (VIP) room or a special roped-off 
area for the top Apple users. Everyone was a genius. Innovation did not so much trickle down, 
as it seemed to swell up and emanate from everyday people in the crowd”. 
 
 
Differentiation strategy  

The aim of a differentiation strategy is to produce products and services that are unique in the 
industry for customers that are not price sensitive and are willing to pay a premium price for 
products and services with unique, differentiated features that they desire (Venter et al, 2014). 
The uniqueness can be achieved in the following ways, inter alia: 
 
• based on dimensions widely valued by customers in an effort to achieve higher market 

share than one’s rivals, demonstrating how product or service functions and features 
better meet customer needs compared to those of competitors 

• basing differentiation on the organisation's own core competencies that could lead to a 
sustainable competitive advantage 

 
The success of these approaches largely depends on a number of prerequisites, namely: 
 
• clear identification of customers and their needs 
• understanding what customers value and what they are willing to pay 
• clear identification of competitors 
• understanding the globalisation of markets 
• having effective barriers to imitation 
 
Practical example from the case study 
 
“Apple attempts to increase market demand for its products through differentiation, which entails 
making its products unique and attractive to consumers. The company’s products have always 
been designed to be ahead of the curve compared to its peers. Despite severe competition, 
Apple has succeeded in creating demand for its products, giving the company power over 
prices through product differentiation, innovative advertising, ensured brand loyalty, and hype 
around the launch of new products. By focusing on customers willing to pay more and 
maintaining a premium price at the cost of unit volume, Apple also set up an artificial entry 
barrier to competitors”. 
 
Focus low-cost leadership and differentiation strategies  

An organisation may often find itself in a situation where neither a low-cost strategy nor a true 
differentiation strategy is feasible across a broad range of the market. One option is to identify 
and serve a niche or focus market competitively. 
 
A focus strategy − cost leadership or differentiation − becomes attractive when one or more of 
the following conditions exist: 
 

http://techcrunch.com/2013/09/10/iphone-5c/
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• the existence of a relatively small target or niche market  
• successfully avoiding industry leaders as a result of the relatively small market  
• the existence of effective barriers to the entry of multi segment competitors  
• the possible existence of a multiplicity of niches 
• few rivals and acceptable profit potential, notwithstanding the small market 
• the organisation's ability to resist challengers 

 
 
Practical example from the case study 
 
From the information from the case study, it appears that Apple strategy has some elements of 
focus differentiation strategy and may find itself serving a niche market competitively. For 
instance, Jobs’ vision for Apple was always to create a premier product and charge a premium 
price. Apple’s cheapest products are usually priced in the mid-range, but they ensure a high-
quality user experience with their features. The hardware and user interface are designed to 
provide a lot of value for the price, which keeps profits high. However, a company can charge a 
premium price as long as it has a competitive advantage, and analysts believe the brand is on 
the way to losing its “aspirational” status. With increasing competition from Android and low-cost 
smartphones, as well as saturation in the developed markets, analysts feel that the company 
could risk becoming a high-end niche name. 
 
 
Best-cost provider strategy 

This strategy seeks to achieve a lower price than competitors while trying to keep the value of 
the product or service at the same level as competitors, or provide greater value at the same 
price as competitors. The sources of cost advantage could originate from: 
 
• market size and economies of scale 
• specialised equipment and facilities 
• the ability to keep overhead costs low 
• the intention to relentlessly pursue exceptional quality 
 
The strategies will be successful when the variety of products offered meets customer needs 
better than those of competitors in a sustainable way. As stated above, the distinguishing 
feature of a best-cost provider strategy is that it uniquely combines low cost and differentiation, 
while maintaining quality and providing good value at a reasonable price compared to 
competitors.  
 
Practical example from the case study 
 
“There was never a sense that Apple users were viewed as “gold” and “silver” and “platinum” 
users – it was a sense that all Apple users were somehow superior to all the Android users out 
there. In an Apple retail store, there was never a very important person (VIP) room or a special 
roped-off area for the top Apple users. Everyone was a genius. Innovation did not so much 
trickle down, as it seemed to swell up and emanate from everyday people in the crowd”. 
 
(See Venter et al, chapter 9, pp 186–189 or SG 175–183). 

The key learning point made in this section is that since no two business organisations are 
alike, it is highly unlikely that organisations would have exactly the same strategies − which 
leads to many variations in the way organisations approach business level strategies 

 

http://marketrealist.com/2013/04/apples-ios-and-samsungs-android-lead-the-land-grab-for-new-enterprise-shelf-space/?utm_source=yahoo&utm_medium=feed&utm_content=inline-1&utm_campaign=apples-premium-pricing-strategy-product-differentiation
http://marketrealist.com/2013/04/apples-ios-and-samsungs-android-lead-the-land-grab-for-new-enterprise-shelf-space/?utm_source=yahoo&utm_medium=feed&utm_content=inline-1&utm_campaign=apples-premium-pricing-strategy-product-differentiation
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5 THE ROLE AND IMPORTANCE OF INTERNAL GROWTH STRATEGIES 
 
Critically assess the role and importance of internal growth strategies. Make recommendations 
for Apple. 
 
Apart from their business level strategies, organisations have to formulate internal or marketing 
growth strategies in support of their generic competitive strategies or business level strategies 
(Venter et al, 2014) discussed above. Internal growth strategies are formulated at the tactical or 
functional organisational level, and must support the organisation's overall strategies. These 
internal growth strategies include market penetration, market development and product 
development (Ehlers & Lazenby, 2010). 
 
Market penetration aims to increase market share by selling more of the organisation's existing 
products and services in its existing markets. According to a Harvard Business Review, when 
Apple broadened its product portfolio from iPods to iPhones, it carried over not only the 
technology and software that powered the iPod but also users’ entire music collections and 
iTunes’ entire supplier base. The move was not about just switching costs, but also about 
leveraging existing relationships to create an enhanced offering. 
 
Currently, Google (GOOG), Microsoft (MSFT), and Amazon (AMZN) have entered the fray by 
setting up their own ecosystems, including devices, books, games, music, media, and storage 
services. Each of these companies has its own distinct strengths and has been trying to grab 
market share from Apple. Amazon leads in e-commerce, while Google dominates online search 
and advertising. However, Apple had a head start with the success of its iPods, iTunes 
software, and iTunes Store, and Apple was also one of the pioneers of touchscreen technology 
in phones. Apple’s App Store recorded more than $10 billion in sales in 2013, as the company 
announced this month. In December alone, customers spent $1 billion on nearly 3 billion App 
Store downloads, making December 2013 the most successful month in App Store history. 
 
 
Market development aims to sell the organisation's existing products in new markets. A recent 
study by the U.S. Congress on U.S.-China trade stated that Apple’s innovation in developing 
and engineering the iPod and its ability to source most of its production to low-cost countries, 
such as China, have helped the company become a highly competitive and profitable firm as 
well as a source for high-paying jobs in the U.S. The study looked at the production of an Apple 
iPod, which was made in China by Foxconn, a Taiwanese company. A report last November by 
Digitimes cited Taiwan-based original equipment manufacturers (OEMs) and said that Apple 
has shaken up its supply chain and that OEMs were responsible for both component 
procurement and production. 
 
 
Product development aims to sell the organisation's new products and services in its existing 
markets. When it comes to smartphone innovation, Apple just changed its strategy in a 
fundamental way. Instead of releasing one new premium product each year, Apple has now 
adopted the approach favoured by the world’s most successful consumer brands: creating a 
high-end premium line for the most affluent customers and a scaled-down product line at a 
lower price point for everyone else. In the case of Apple, it means offering the high-end Apple 
iPhone 5S in gold, silver and platinum to its most affluent customers, and a cheaper iPhone 5C 
in fun plastic colours for everyone else. In other words, people with the gold cards get the gold 
phones, and the creative types get the colourful phones. Apple’s new approach has 
consequences for innovation in the smartphone market. The innovative new technologies that 
are included as part of the iPhone 5S – like the fingerprint sensor Touch ID, the upgraded 
camera functionality and the new motion sensor chip for fitness apps – were unveiled for the 

http://marketrealist.com/quote-page/goog/
http://marketrealist.com/quote-page/msft/
http://marketrealist.com/quote-page/amzn/
http://www.taipeitimes.com/News/taiwan/archives/2013/12/20/2003579434
http://www.digitimes.com/news/a20131120PD205.html?mod=3&q=APPLE
http://www.washingtonpost.com/business/technology/apple-likely-to-unveil-2-new-smartphones/2013/09/10/fe107898-1a1d-11e3-a628-7e6dde8f889d_story.html
http://www.washingtonpost.com/business/technology/apple-likely-to-unveil-2-new-smartphones/2013/09/10/fe107898-1a1d-11e3-a628-7e6dde8f889d_story.html
http://www.washingtonpost.com/business/technology/apple-likely-to-unveil-2-new-smartphones/2013/09/10/fe107898-1a1d-11e3-a628-7e6dde8f889d_story.html
http://www.washingtonpost.com/business/technology/apple-likely-to-unveil-2-new-smartphones/2013/09/10/fe107898-1a1d-11e3-a628-7e6dde8f889d_story.html
http://www.washingtonpost.com/business/technology/apple-likely-to-unveil-2-new-smartphones/2013/09/10/fe107898-1a1d-11e3-a628-7e6dde8f889d_story.html
http://techcrunch.com/2013/09/10/iphone-5c/
http://techcrunch.com/2013/09/10/iphone-5c/
http://www.washingtonpost.com/business/technology/apple-likely-to-unveil-2-new-smartphones/2013/09/10/fe107898-1a1d-11e3-a628-7e6dde8f889d_story.html
http://www.washingtonpost.com/business/technology/apple-likely-to-unveil-2-new-smartphones/2013/09/10/fe107898-1a1d-11e3-a628-7e6dde8f889d_story.html
http://www.washingtonpost.com/business/technology/five-things-to-know-about-apples-new-iphones/2013/09/10/79bfe02e-1a4a-11e3-a628-7e6dde8f889d_story.html
http://www.washingtonpost.com/business/technology/five-things-to-know-about-apples-new-iphones/2013/09/10/79bfe02e-1a4a-11e3-a628-7e6dde8f889d_story.html
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5S, but not the 5C. This means that consumer innovation is a top-down, rather than a bottom-
up, process. 
 
(See SG 185–186). 

Having reviewed internal growth strategies, it is recommended for Apple to continue using 
internal growth strategies in order to support their generic or business level strategies. 
 
The key learning point made in this section is that internal growth strategies should support 
organisation’s business level strategies and these strategies can be implemented concurrently.  
 
 
7 CONCLUSION 
 
Now you can conclude your assignment with a brief overview of the main discussion points. The 
following is an example of a conclusion to the assignment: 
 
This essay discussed the aspects to consider when selecting or assessing a strategy for an 
organisation. It was established that organisations must firstly consider the obstacle of doing 
business in a particular environment. It is also important for organisations to assess the extent 
to which the chosen strategy is sustainable. Organisations also need to be aware of the 
business level strategy it is pursing so that it can be able to select internal growth strategies. 
Strategic managers are also required to consider the role and importance of internal growth 
strategies in an organisation. 
 
 

3 REFERENCES 
 
It is essential to acknowledge your sources and include a list of references with the details of 
the sources you have consulted. You should have used the Harvard style of referencing and, if 
you failed to do so, you may have been penalised for using an incorrect referencing format. The 
reference for the model answer is shown below. 
 

Ehlers, MB. & Lazenby, JAA. 2010. Strategic management: Southern African concepts and 
cases. 3rd edition. Pretoria: Van Schaik. 
 
Eifert, B., Gelb , A. & Ramachandran, V. 2008. The cost of doing business in Africa: Evidence 
from Enterprise Survey Data. World Development, 36(9):1531-1546. 
 
Laszlo, A., Laszlo, K. A.  & Dunsky, H.  2010. Redefining success: designing systemic 
sustainable strategies. Systems research and behavioural sciences, 27: 3-21. 
 
Louw, L & Venter, P. 2013. Strategic management: developing sustainability in Southern Africa. 
Southern Africa: Oxford Press. 
 
University of South Africa. 2014. The only study guide for MNG3701. University Press. 
 
Venter, P, Jansen van Rensburg, M, Davis, A, Nieuwenhuysen, C, Van Zyl, J, Singh, C & 
Brevis, T. 2014. Practising strategy: a Southern African perspective. Cape Town: Juta. 
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4 IN CLOSING 
 
Please note that all relevant tutorial letters, including this one, are available on myUnisa. Make 
use of myUnisa, the discussion forum and the additional resources sections. These are useful 
ways to keep in touch with developments in the course and you have the opportunity to interact 
with your fellow students. 
 
It is important to review the feedback in this tutorial letter and to compare it with your answers. 
Furthermore, when you start your preparation for the May/June 2015 examination, you can 
incorporate the feedback provided with your prescribed textbook and study guide.  

 
Keep in mind that distance education does not mean that you are left on your own – we want to 
encourage you to liaise with fellow students via myUnisa, and to know that we welcome your 
queries, feedback and questions. We are here to guide you in your learning experience. You 
are welcome to contact us should you have any queries. We look forward to assessing your 
assignment and trust that your learning experience thus far has been valuable. We wish you all 
the best in your studies especially the examination. 
 
We trust that the information in this tutorial letter has given you a better understanding of how to 
balance strategic management theory and application. 
 
We wish you success with in the upcoming examination. 
 
Mrs NV Moraka  
Prof N Sewdass 
Department of Business Management 
Unisa 
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