
THE COMPANY THAT MADE  
TECH A UNIVERSAL POEM

WITH APPLE
Years



“Technology alone is not enough,” said Steve Jobs. 
“It’s technology married with the humanities that 

yields the results that make our hearts sing.”  
This quote serves as the core philosophy of Apple 

Inc, now one of the world’s biggest technology 
companies and the creator of some of the  

most-loved gadgets in the world.

Apple’s journey from a small California startup to 
one of the most influential companies in modern life 

is a story in itself. And what a story it has been! 

This ebook looks at Apple not just as a maker of 
products, but as a creator of experiences and ideas. 
It explores what Apple invented, what it learnt from 

others, and how it turned machines into objects 
people feel connected to. In short, it asks a simple 

question: what makes Apple, Apple.



FROM GARAGE 
TO TECH GIANT
The numbers behind Apple’s global rise



In 1976, two friends in California,  
Steve Jobs and Steve Wozniak, began selling 

computer circuit boards from a garage.  
That small venture grew into Apple Inc, one 

of the world’s most valuable companies.

Over five decades, Apple helped make 
personal computers, smartphones and 

mobile apps part of everyday life. As the 
company turns 50, here is a look at the 

numbers behind its rise.



APPLE’S VALUE SURGE

Apple’s market cap history

HOW THE COMPANY’S 
MARKET VALUE GREW OVER 
THREE DECADES

Source: Companies Market Cap, Macro Trends
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HOW APPLE  
MAKES ITS MONEY
THE PRODUCTS AND SERVICES THAT DRIVE ITS REVENUE

TOTAL REVENUE (FY2025): 
$416,161 million

Apple’s revenue by product  
category (% share)

Source: Apple Form 10-K, fiscal year ended September 27, 2025

iPhone	
50.4%

Mac 
8.1%

iPad 	
6.7%

Wearables, 
Home and 
Accessories 

8.6%

Services 	
26.2%



APPLE’S HOLD ON KEY 
PRODUCT MARKETS

iPad: 66%

iPhone: 60%

Apple Watch: 49%

AirPods: 48%

MacBook: 22%

Source: Counterpoint Research

THE COMPANY LEADS SEVERAL GLOBAL DEVICE CATEGORIES

Global market share by product segments  
(by revenue), Q4 2025



THE IPHONE LEADS THE 
SMARTPHONE MARKET
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APPLE LEADS THE GLOBAL SMARTPHONE MARKET BY BRAND

Apple 
25%

Samsung 
18%

Xiaomi 
11%

Vivo 
8%

OPPO 
8%

Others 
29%

Global smartphone market share,  

by brand(Q4, 2025)



THE POWER OF  
APPLE’S ECOSYSTEM

Apple’s active devices 
(2016-2026)

Source: Apple, Statista

BILLIONS OF DEVICES CONNECT USERS TO 
APPLE’S PRODUCTS AND SERVICES

2.5 billion 
active devices  
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INVESTING BILLIONS  
IN NEW IDEAS

Source: Apple Form  
10-K, fiscal year ended 

September 27, 2025

APPLE’S RESEARCH SPENDING CONTINUES TO CLIMB
How much Apple spends on innovation
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A GIANT PATENT 
PORTFOLIO

Figures are estimates | Source: News reports

APPLE HOLDS TENS OF THOUSANDS OF 
PATENTS WORLDWIDE

TOTAL PATENTS 
GLOBALLY

116,492

PATENTS STILL 
ACTIVE

98,761



THE MAKING OF APPLE’S 
MANUFACTURING EMPIRE



Apple’s rise is often told as a 
story of design brilliance. The 

reality runs deeper. The iPhone 
is the endpoint of a decades-
long transfer of manufacturing 

knowledge, born in post-
war Japan, refined through 
American rediscovery, and 

scaled in China. This is not just 
Apple’s story. It is the story of 

how quality, process, and scale 
reshaped global power.



ORIGIN STORY

In 1945, Japan’s industry 
lay in ruins. Into this vacuum 
stepped Homer Sarasohn, 
who reframed manufacturing 
as a ‘total system’ where 
quality is built into the process, 
rather than inspected at the 
end. His ideas, later advanced 
by Deming and Juran, 
transformed Japan into a 
global industrial powerhouse. 
By the 1970s, Japanese 
firms were producing goods 
with near-zero defects at 
unprecedented scale.

THE  PHILOSOPHY  THAT  STARTE D  IT  ALL

JOSEPH JURAN EDWARDS DEMING



THE GREAT DIVERGENCE

While Japan embedded quality into every layer of production, 
post-war America prioritised speed and profits. Manufacturing 
became secondary, and quality was relegated to inspection. 
By the 1980s, the consequences were clear: Japanese 
electronics and automobiles outperformed American rivals 
dramatically, exposing a systemic shift where process 
discipline, not just innovation, determined industrial leadership.

AME R ICA  FORGOT.  JAPAN  PE R FECTE D



JOBS BEFORE APPLE 2.0
THE  FAILU R E  THAT  CHANGE D  JOBS

At NeXT, Steve Jobs relied 
on talent and intensity—
“great people and brute 
force”. It failed. Only 
after exposure to Juran 
and Japanese quality 
philosophy did Jobs 
understand that excellence 
must be systematised. 
Quality was not a 
product attribute but an 
organisational discipline.  
The shift from intuition to 
process would later define 
Apple’s second act.



PIXAR: THE TURNING POINT

At Pixar, Jobs applied 
structured processes to 
creative work. Teams could 
halt production, workflows 
became repeatable, and 
quality scaled beyond 
individual brilliance. The 
result: consistent hits, not 
one-off successes. This 
was the breakthrough—
proof that disciplined 
systems could amplify 
creativity, a principle that 
would later underpin 
Apple’s product and 
manufacturing strategy.

WHE R E  PROCESS  MET  CR EATIVITY



APPLE’S REINVENTION

When Jobs returned in 
1997, Apple was near 
bankruptcy, with just  
$2.1 billion cumulative 
profit over seven years. He 
dismantled bureaucracy 
and rebuilt the company 
around speed, integration, 
and process discipline. 
Combined with Tim 
Cook’s operational rigour, 
Apple began synthesising 
Japanese quality systems 
with Silicon Valley design, 
creating a new industrial 
model.

1997 :  R ESET  AND  R E BU ILD



THE EXECUTION ENGINE

Apple’s breakthrough 
came through execution. 
The iMac introduced 
process discipline; the 
iPod was conceived and 
shipped in just nine months. 
By 2005, the iPod nano 
demonstrated Apple’s 
ability to combine precision 
craftsmanship with 
scalable manufacturing. 
This convergence laid the 
foundation for the iPhone—
where design, engineering, 
and supply chain operated 
as a single system.

SPE E D,  SCALE ,  PR ECISION



iPHONE SUCCESS

The iPhone transformed Apple into a financial powerhouse.

Source: Financial Times, Counterpoint Research

•	Annual shipments crossed 200 million units, revenues exceeded 
$200 billion, and operating profits surged past $50 billion. 

•	Even as volumes stabilised, average selling prices climbed 
towards $1,000, reflecting premium positioning.

Few products in history have combined scale and profitability so 
effectively, redefining the economics of consumer technology.

THE  iPHONE  E NGINE



PRODUCT EVOLUTION

From the Bondi Blue iMac (1998) to the iPhone (2007) and 
Apple Watch (2015), Apple built a pipeline of category-defining 
products. Each success reinforced its ecosystem and supply 
chain capabilities. The cadence was deliberate—few products, 
executed flawlessly—creating a compounding flywheel of 
innovation, brand strength, and operational mastery.

AN  ASSE MBLY  LINE  OF  HITS



REVENUE SHIFT

Under Tim Cook, Apple scaled its model dramatically. 
iPhone revenues exceeded $210 billion annually, while 
services crossed $100 billion, creating a high-margin 
second engine. Wearables added further diversification. 

The shift reflects Apple’s evolution from a product 
company into an ecosystem powerhouse.

iPHONE  +  SE RVICES  DOMINANCE

Source: Apple filings / FT analysis



CHINA RISE

Chinese smartphone brands—Huawei, Xiaomi, Oppo, Vivo—
rose from near-zero global presence in 2010 to roughly 60% 
market share today. Their ascent reflects mastery of scale 
manufacturing and cost efficiency. Apple retains premium  
dominance, but the broader market has shifted decisively, 
highlighting how manufacturing capability translates into 
competitive power. 

THE  R ISE  OF  CHINESE  CHALLE NGE RS

So
ur

ce
: C

o
un

te
rp

o
in

t R
es

ea
rc

h



DEPENDENCE ON CHINA

Apple’s 
manufacturing 
heart lies in 
China. Foxconn’s 
Zhengzhou campus 
alone produces 
70-80% of global 
iPhones, employing 
up to 350,000 
workers. Over time, 
Apple embedded 
engineers, built 
dedicated 
campuses, and 
scaled suppliers 
like BYD and 
Luxshare. 

What began as outsourcing became 
deep integration, creating a supply 
chain so complex it is now difficult to 
replicate elsewhere.

THE  SU PPLY  CHAIN  THAT  BU ILT  APPLE

Source: FT analysis



JAPAN’S RISE

Japan’s post-war transformation was extraordinary. 
Real GDP per capita surged from under $5,000 in the 
1950s to over $40,000 today, powered by manufacturing 
excellence. Quality-driven systems enabled rapid industrial 
growth, setting the template for modern production.  
The same philosophy would later influence Apple. 

Real GDP per 
capita (2024 
international 
dollars, 
converted using 
purchasing 
power parities)

HOW  QUALITY  BU ILT  JAPAN

Source: The Conference Board



THE GLOBAL SHIFT

Apple extracted precision and craftsmanship from Japan, 
but scaled production in China. The result: Japan became 
a supplier ecosystem, while China absorbed knowledge 
and built its own industrial strength. Today, Chinese firms 
dominate key sectors, from smartphones to batteries, 
demonstrating that control over manufacturing, not just 
design, defines long-term power.

JAPAN  EXTRACTE D,  CHINA  E MPOWE R E D

Source: The Conference Board



APPLE’S GREATEST PRODUCT

Apple’s most consequential creation may not be the iPhone, 
but the global supply chain behind it. Built on decades of 
transferred knowledge, refined through relentless execution, 
and scaled across continents, it represents a new kind of 
competitive advantage: the ability to build at scale, with 
extraordinary precision.

THE  SYSTE M  THAT  CHANGE D  EVE RYTHING

Courtesy: Financial Times



10DEVICES THAT  DEVICES THAT  
CHANGED TECHCHANGED TECH

APPLE APPLE 



Founded in 1976, tech-giant 
Apple has launched some of 

the world’s most radical devices 
over the course of its journey. 

From early personal computers to 
smartphones and mixed-reality 

headsets, its devices often set the 
template others followed. 

Here are ten Apple products 
that defined the company and 

changed the technology industry.



Apple I
The first product built 
by Steve Wozniak 
and sold by Steve 
Jobs. Unlike most 
computers of the time, 
the Apple I came as a 
fully assembled circuit 
board. It helped launch 
the early personal 
computer movement.

1976



Apple II
One of the first highly 
successful mass-
produced personal 
computers. With colour 
graphics and expansion 
slots, it brought 
computing into homes, 
schools and businesses 
and became one of the 
most influential PCs  
of its era.

1977



Macintosh
The Macintosh popularised 
the graphical user interface 
and the computer mouse 
for mainstream users. Its 
visual interface made 
computers easier to 
use and influenced the 
design of future operating 
systems.

1984



1998
iMac G3

A colourful all-in-
one desktop that 

arrived when Apple 
was struggling. Its 
bold design and 

simple setup helped 
revive the company 

and reshaped 
how consumer PCs 

looked.



iPod
A portable music 
player that 
transformed digital 
music. Paired with 
the iTunes Store, it 
changed how people 
bought, stored and 
listened to songs and 
made Apple a major 
player in consumer 
electronics.

2001



iPhone
A touchscreen device 
that combined 
a phone, music 
player and internet 
communicator. The 
iPhone redefined the 
smartphone and 
set the template 
for modern mobile 
devices.

2007



Apple App Store
The App Store 
turned the iPhone 
into a platform 
where developers 
could create and 
sell apps. It sparked 
the modern mobile 
app economy and 
reshaped the global 
software industry.

2008



iPad
Apple’s tablet 
computer created 
a new category 
between smartphones 
and laptops. The 
iPad found wide use 
in entertainment, 
education and 
business and became 
the world’s most 
successful tablet line.

2010



Apple Watch
Apple’s first major 
wearable device. 
It expanded 
the company’s 
reach into health 
tracking, fitness 
and everyday 
notifications, turning 
the smartwatch 
into a mainstream 
product.

2015



Apple Vision Pro
Apple’s mixed-reality 
headset blends digital 
content with the 
physical world. The 
device marks the 
company’s push into 
spatial computing 
and hints at the next 
phase of personal 
technology.

2024



TURNING 
INVENTIONS INTO 

REVOLUTIONS
WHAT APPLE DID 
NOT INVENT BUT 

PERFECTED



Apple’s genius lies not in 
inventing from scratch, but in 

recognising potential early 
and refining it relentlessly. 

From graphical interfaces to 
smartphones, the company 

has repeatedly taken existing 
technologies and transformed 

them into intuitive, elegant, 
mass-market products.  

By marrying design, engineering 
and ecosystem thinking, Apple 

didn’t just improve ideas—
it redefined how the world 

experiences them.



Graphical  
User Interface
Pre-existing breakthrough:
GUI + mouse (developed at  
Xerox PARC in the 1970s)

Impact:  
Replaced command-
line computing with 
windows, icons, 
and pointer-based 
interaction

Why it matters:  
Defined modern 
personal computing 
interfaces

APPLE PRODUCT Apple Macintosh



Digital Music 
Compression (MP3)

Pre-existing breakthrough:
MP3 compression  
(Fraunhofer Institute, 1990s)

Impact:  
Enabled thousands 
of songs in your 
pocket

Why it matters:  
Apple didn’t invent 
MP3—but perfected 
the ecosystem 
(device + iTunes)

APPLE PRODUCT iPod



Capacitive Multi-Touch

Pre-existing breakthrough:
Multi-touch interfaces (research 
by Bell Labs, CERN, and others)

Impact:  
Finger-based 
navigation (pinch, 
swipe, tap) replaced 
stylus/keyboard

Why it matters:  
Redefined smartphones 
and triggered the app 
economy

APPLE PRODUCT iPhone



Portable Computing + 
Lithium-ion Batteries

Pre-existing breakthrough:
Lightweight laptops +  
Li-ion batteries (Sony, 1990s)

Impact:  
Ultra-portable, 
all-day computing

Why it matters:  
Set the 
benchmark for 
thin-and-light 
laptops

APPLE PRODUCT MacBook Air



Tablet Computing Concept

Pre-existing breakthrough:

Impact:  
Touch-first,  
media-centric 
computing device

Why it matters:  
Made tablets 
mainstream

APPLE PRODUCT iPad

Tablet computing  
(decades-old concept;  
e.g., Microsoft Tablet PC, 2000s)



Wireless Audio (Bluetooth)

Pre-existing breakthrough:

Impact:  
Seamless,  
cable-free audio 
ecosystem

Why it matters:  
Popularised “true 
wireless” category 
globally

APPLE PRODUCT AirPods

Bluetooth wireless audio



Wearable Computing + Sensors

Pre-existing breakthrough:

Impact:  
Health monitoring 
+ notifications on 
wrist

Why it matters:  
Turned smartwatch 
into a health 
device

APPLE PRODUCT Apple Watch

Wearables + biosensors 
(fitness trackers, early 
smartwatches)



Voice Recognition & AI Assistants

Pre-existing breakthrough:

Impact:  
Natural language 
interaction with 
devices

Why it matters:  
Mainstreamed 
AI assistants on 
phones

APPLE PRODUCT Siri

Speech recognition (DARPA 
+ academic research)



ARM Architecture

Pre-existing breakthrough:

Impact:  
High performance 
+ low power 
consumption

Why it matters:  
Shifted entire PC 
industry toward ARM

APPLE PRODUCT Apple M1 and M-series

ARM-based energy-
efficient processors



STEVE JOBS,  
TECHNOLOGY’S TROUBADOUR



Steve Jobs didn’t just build 
products, he reshaped how 
people relate to technology. 

He blended great design and 
engineering, creating devices 

that felt personal and became 
symbols of aspiration and lifestyle. 

From the Macintosh to the iPhone, 
Jobs turned cold machines into 

emotional experiences and 
products into cultural icons.



PRODUCTS AS IDENTITY

The 1997 Think Different 
campaign celebrated 
rebels and creators, 
aligning Apple users 
with creativity and non-
conformity. Research 
in consumer behaviour 
shows brands can serve 
as identity markers. 
Apple leveraged this 
deeply; iPods, Macs, 
and iPhones became 
symbols of who you are, 
not just what you use.

Source: Apple “Think Different”  
campaign (1997); Belk (1988, JCR)

Steve Jobs positioned Apple devices not as tools 
but as extensions of self. 



DESIGN THAT CONNECTS 
EMOTIONALLY

The original Macintosh 
(1984) introduced a 
graphical interface that 
felt intuitive and human, 
reducing intimidation 
around computers. 
Studies show 
aesthetically pleasing 
products are perceived 
as easier to use. Apple 
created minimalist 
designs that created 
comfort and emotional 
attachment.

Source: Steve Jobs (BusinessWeek, 2003); 
*Tractinsky et al. (2000)

Jobs insisted that design was not just how 
something looks, but “how it works”.



BRAND AS ASPIRATION
Apple evolved into a 
cultural aspiration brand 
under Jobs. By the 
2000s, owning an Apple 
product symbolised 
premium taste and 
forward-thinking. 
Interbrand consistently 
ranked Apple among 
the world’s most 
valuable brands, driven 
by emotional loyalty 
and brand strength. 

With Apple devices Jobs 
didn’t sell specifications, 
he sold a vision of a 
more creative self.

Source: Interbrand Best Global Brands 
reports; Jobs keynote philosophy



TECHNOLOGY AS LIFESTYLE

With the iPod (2001) 
and iPhone (2007), 
Apple embedded itself 
into daily life—music, 
communication, work, 
and entertainment. 
Pew Research (2015) 
found smartphones 
fundamentally changed 
how people interact with 
the world. 

Jobs anticipated this shift 
early, designing products 
that seamlessly integrated 
into routines, making 
technology not an activity 
but a constant companion.

Source: Pew Research Center (2015);  
Apple product launches



STORYTELLING OVER 
SPECIFICATIONS

The iPhone wasn’t 
introduced with specs, 
it was “an iPod, a 
phone, and an internet 
communicator”. Research 
shows storytelling increases 
product recall and 
emotional engagement. 

Apple keynotes became 
theatre, creating 
anticipation and emotional 
buy-in before the product 
even reached users.

Source: Jobs iPhone keynote (2007); 
HBR (2014)

Jobs turned product launches into emotional narratives



THE ECOSYSTEM EFFECT: 
LOCK-IN THROUGH LOVE

Studies on brand 
loyalty show emotional 
connection drives long-
term retention more than 
functional benefits. Apple 
mastered this emotional 
lock-in under Jobs.

Apple’s tightly integrated 
ecosystem (Mac, iPhone, 
iTunes) created not just 
convenience but emotional 
continuity. Users didn’t just 
stay because it worked, 
they stayed because they 
wanted to.

Source: Deloitte Consumer Review (2015); 
Apple ecosystem strategy



THE LEGACY: FROM 
PRODUCT TO CULTURE

By the time of Jobs’ 
death in 2011, Apple had 
moved beyond technology 
into culture. The iPhone 
reshaped photography 
and communication. 

Scholars argue Apple’s 
success lies in emotional 
design and meaning 
creation, not just 
innovation. Jobs made 
technology feel human, 
and that changed 
everything.

Source: Don Norman (2004);  
Apple market impact studies



THE HUMAN IMPACT

Beyond products, 
Jobs became a 
symbol of resilience 
for entrepreneurs. His 
journey inspired millions 
who saw themselves 
in his failures and 
comebacks. 

His legacy isn’t just 
devices, it is belief 
that creativity and 
conviction can reshape 
technology and lives.


