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[bookmark: _Toc521426156]Introduction
Steve Jobs, with his excellence and leadership, started Apple Inc., the most valued company in this era which has received numerous successes and ranked as top performer in BusinessWeek 50. The chosen company is APPLE Inc. for describing how they value their customers and maintain the efficiency and effectiveness of all the factors and process related to making the company a big shot in the competitive market. Empathy, focus and impute- these three things are the core elements that are truly making Apple Inc. an original definition of how effectively customers can be created and make a profit from the loyal customers (Kotler et al, 2012). Their empathetic employees maintain an interactive customer involvement which built a compatible experience for the customer for making them enable for discovering innovative products 
Quality of a product matters but how a business hold that quality for the future benefit for maximizing the total benefit for creating customer value will be described in this paper. The using of TQM and another process like sig sigma used by Apple Inc. and how they manage to put effectiveness in their process for making their product Brand loyal and efficient will also be described in this paper.
[bookmark: _Toc521426157]Factors that are creating an impact on Apple in order to deliver customer value
Customer Value: According to Kotler, “customer value is the mixture of perceived value and the desired value. One differentiates from another with the perspective that what a customer desire from a product and what a customer believes he or she can get from a product after he/she purchased it” (Kotler et al., 2012). 
Factors that influence customer value in Apple: Apple always has been the most successful brand and behind their utmost success, their significant sales, total market share, and profitability works the best. Apple uses consumer insight to make this success through analysing the consumer behaviour (Du Plessis, Strydom and Jooste, 2012). Through i-tunes store they get all the ideas and research materials for analysing the consumer behaviour of customers toward apple which restrains them for doing any marketing research- it defines how cost-efficient their values are.
[bookmark: _GoBack]Maslow five level of human needs: Maslow’s five-level human needs include psychological, social, safety, esteem, and self- actualization need which made this whole theory a very popular one as on the basis of this Apple understand how would be the purchasing behaviour  of the customers towards their product (Cravens and Piercy, 2013). Apple produces high-end products using high-techniques which are relatedly not so cheap comparing to other companies. According to Maslow need theory, iPhone or iMac satisfy the esteem need of the customer. 
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Figure 01: Maslow Five Level Need Theory
Source: (Cravens and Piercy, 2013)
Customer Involvement: While making marketing strategy, customer involvement is the most influencing part while measuring the purchasing behaviour of the customers (Du Plessis et al., 2012). Personal, product, cultural, psychological and situational factors are the major one which affects maximizing the customer value in Apple 
Internal Factors
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Figure 02: Internal Factors for Maximising Customer Value
Source: (Inclusion & Diversity, 2016)

Personal Factor: No matter what, it cannot be overlooked that the fashion and high technology apple offers to their customers are unbeatable which is why looking up to the personal factor it can be seen that personal image and characteristics are largely related to the high-end manufactured goods of Apple. Prices are high but still, people are dying to purchase it for satisfying their fit self-image. 
Product Factor: Every product itself carries a risk which a customer always keeps in mind before buying a particular product. Prices should be relatable to the quality of the product. Since the first year of Apple to now, Apple has never reduced their price which makes people encourage to buy their phone at any point in time they want it to buy. Besides their IOS system enables a 3-year-old kid to handle their product in the easiest way (Cravens and Piercy, 2013).
Situational Factor:  It refers to the customer environment where all the social and physical attributes are included to motivate the buyers of the apple products. Example: a peer of the customer using iPhone, iMac, iPad motivate other customers to buy their product through the effectiveness of the peer. It’s an environment created by the user of Apple products which encourage and motivates the customer to make a decision of going through the purchasing behaviour process.
Psychological Factor: To influence the customer for buying Apple products, 4 aspects are followed- perception, motivation, learning and Attitude & beliefs to make the marketing strategy more norm and vulnerable for Apple company itself (Jobber and Ellis-Chadwick, 2016). For motivating the customers and growth of sales, creating a need in the concentration of the customer yield buying inspiration.
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Figure 03: Psychological Factors
Source: (Reinartz and Kumar, 2018)
Using sensation through perception, they make the visual of the body, screen and metal shell of the phone attractive and more approvable that make the young customer more interested in their product. Through learning, it refers that, purchasing the same product by the customers make them loyal and there is high-likelihood of buying the same product again which enables custody of the loyal customer and intensifying the fresh customers. People are so loyal to Apple that it has become a belief to the “Apple Fans” which makes thousands of customer to buy their product around the world.
Cultural Factor: Different customer belongs to different culture and environment (Jobber and Ellis-Chadwick, 2016). America has a mixed culture whereas Japan has their own culture that’s why Apple keeps their focus on creating product according to the culture and freedom which represents their fashion and innovation for occupying a huge market share. 

External Factors
Design Factor: Apple makes their product so appealing which encourage the customers to go through the purchasing process which is carefully studied and polished by Apple to make them appealing in the sense and judgments of customer’s (Kotler et al., 2012). The Apple Retail store is a great way of making the customer-inspired to buy a product by looking and feeling each of the elements and their personality to one’s brand. A designer is visionaries who can sense the future perfect world with the cooperation of engineers in Apple. Apple has always proven with its awards and achievements that, when designers verdicts, prodigious things occur 
Emotional factor: For maximizing customer value, advertising emotions are the core marketing strategy which works to enhance the emotions of the customer where they see people relaxing using that gadget which inspires them to live the moment.
Brand Loyalty Factor: A brand’s loyalty increases the retaining rate, portion of a case, referral rate and decreases the marketing cost of the product. Three factors are the turning point for Apple which includes product dominance, personal strength, and social attachment. Evaluating the historical performance and past experience of the product, a relationship between a customer and a product can be determined (Makanyeza et al., 2015). Brand promises are given to the loyal customers by which satisfying the customers indicates to loyalty.
Communication Factor: for making the connection between the customer and Apple, the golden circle marketing method is being applied where they answer the customers why they do, how they make products and what a customer will get. This method has made apple Customer value system more powerful and attractive towards their customer.
Adaptation Factor:  There are people in the market who are eagerly enthusiastic and visionary about the launch of Apple products where they do every possible thing to show-off other people that he/she is top of the latest and greatest innovation to make an impression. They try to be a trendsetter through using Apple products.
Employee Enactment: Apple is one of those companies who think salespersons are the asset or resource of a company. Not using products to promote, they actually hire people who are great in the job where they give them the freedom to do even better things (Makanyeza et al., 2015). Apple understands if people are given purposeful practice their unique abilities are shined which makes Apple special among all the companies.
Customer Broad Experience: Not everyone like one company or product which is certainly known to Apple, and that’s how they also know people will surely love the experience who love Apple products. They have customers – Loyal customers who appreciate and do business with them. 
Product Availability: Providing excellent customer service with highly controllable stores, Apple has an incredible value to their customers in matching success and goals. The sales location are more than an advertisement section for Apple which acts as a physical inspiration for the customers.
Drivers for Maximising Customer Value
In any company like Apple Inc. one certain department isn’t responsible for creating customer value, whereas all the departments like marketing, human resource, operation are altogether a group of people who dominate together for creating a brand value or customer value in the market through offering the people quality and classified best technological product (Kotler et al., 2012). Apple Inc. has some drivers presented below for making sure things work behind creating the value of a customer.
 

Figure 05: The core Drivers of Customer Value
Source: (Mooradian et al., 2014)

The customer value proposition refers to the question of why a customer should use a product of any company and what things are included in the product keeping potential customer’s choice in mind. For a better customer experience, Apple has always been a card for its loyal customer rather than people who don’t love apple at all (Mooradian et al., 2014). People who buy the products of apple, for them apple ensures the drivers work smoothly in attracting the customer which will help to increase the expectation of the customer higher for future or for the next upcoming product. High-end products with high technology- no one in the market can beat the quality of Apple Inc. and which is why competitors always try to meet the value of the target customer by copying the product differentiation of Apple. While creating customer value two things matters the most, one is the quality of the product, and another is the customer service. Apple has got 100% success in both of them higher than what they have expected from their salesperson, sales manager and from their customers. To meet the customer satisfaction, salesperson appointed by Apple are the core resource/ advertisement for promoting their larger scale of production.
Marketing is where Apple believes the most as they are the core strategy of them is to use emotions as a marketing strategy with the mixture of the marketing mix and IMC etc. (Nguyen and Harrison, 2018). visually appealing screen and watching the people relaxing with Apple product, create a fascination in the customer’s mind which inspire them to buy Apple products. On today’s world, people look up to Quality more than Brand, in that case, the price determination strategy of Apple has always been appealing as their price has never been dropped down or reduced which encourages the customer who is less willing, to buy later on after a few days.

Customer Value Delivery cycle

Figure 06: The Delivery Cycle of Customer Value
Source: (Jobber and Ellis-Chadwick, 2016)
Step 01:  Apple knows its loyal customers and their core competencies to beat the competitors which are collected through the use of iTunes. To improve their customer experience they have settled up a retail store with the best salesperson who not only promotes their product but also Apple use their sales managers as their resource of promotion.
Step 02: Apple makes their high-end product with the use of high technology and design which they never sell at a low price. In fact, any person who is not willing to buy their product can buy them later on with that same amount as Apple never drop its price from the real one (Mooradian et al., 2014). Offering high pricy product never let their loyal customer down. Moreover, it has made them an opportunity in creating value for the customers who buy their products.
Step 03: People expect a lot from a high-end product which means customer value proportion need to be justified while making the product innovative and technologically tactful. After delivering the product they ensure post-sell service which means giving their customers a reason to buy their products and fulfilling their expectation with a high level of satisfaction.
Step 04: After delivering the product to the customer, Apple Inc. receives their feedback through the use of iTunes store which makes sense to them how much people are using their product and how satisfied they are (Nguyen and Harrison, 2018). It a cost-efficient way of not doing any marketing research and getting all the market information regarding Sale and acceptance of the product.
Maximising Customer value Through Approaches:

Figure 07: Approaches for Maximising Customer Value
Source: (Winer and Dhar, 2014)

Effective marketing mix: A marketing mix ensures the setting of goals and objective of a firm by doing a broad research on the market performance of other competitors (Riefler et al., 2011). In terms of product, price, promotion and place Apple Inc. has always proven themselves coming up with the best marketing strategies by throwing high price with high-end product, product availability in their own retail store, having salespersons skilled and tactful and giving the best product to their customer which their competitor can’t compete with.
Total customer experience:  giving the loyal customer experience of a retail store fully designed with the best quality products and appealing designs ensured their best product quality approach all the time. Also the customer who are not interested in their product, their environment of stores inspires them to buy product. That why the experience a buyer get from Apple is none other than making a big shot in the world of technology.
Value Network Collaboration: giving scope to different culture using their product by making them in their own way, this value creation approach by collaboration has given Apple a worldwide recognition for creating a space for all type of people (Winer and Dhar, 2014). Coming up with a new product with new ideas within a very short time but effectively is a great challenge where Samsung or Huawei offering phones every now and then but quality still can’t defeat Apple. No producing larger quality product, they produce one product line in a year to maintain the hype and effective mapping and management in their product.
Innovation: the designers and engineers in Apple Inc. are the core material or resource in terms of making customer value more vulnerable in the market. The decision taken by Designer has always been proved the best one. Innovation with technology- Apple has made people believe good things happen in the world of technology.

Using marketing tool to Maximise Customer Value








Figure 08: Marketing tools for maximizing Customer Value
Source: (Cravens and Piercy, 2013)
Apple has always created an illusion of scarcity to make people believe that there are less productive for increasing the demand for their product. Next, cultivating an air of secrecy maintained confidentiality which created a buzz before announcing any product of Apple. Moreover, creating delightful and friendly gadgets Like SIRI has created a history in the era of technology (Riefler et al., 2011). Afterward, the monolithic architecture of Apple products has made them a brand which is appealing at the same time trendy. Lastly, creating a passionate brand community refers to a peer connection which ensured encouragement of other people of buying the Apple products watching other to keep up with the cool trend.
[bookmark: _Toc521426158]Apple Inc.’s overall quality processes and the effectiveness of the processes have analysed in meeting the requirements of the customer
The Quality management Process: controlling the quality of a product has become a vital issue as everyone is offering the same technology in products to improve the quality of the product and satisfying the need of the customer (Winer and Dhar, 2014). Reliability has become an important issue in every product. Apple has acquired a very standard position in the market in terms of making a high-quality product to meet the demand. Apple has always been in the spotlight because of its quality control management which is because of their aesthetic design and superior easily used features. To ensure the customer is satisfied with the product, Apple applies total quality management, six-sigma approach, and the kaizen method.
Measuring the Quality management process: the quality of a company and product can be measured externally and internally through a standard given in the company’s objectives. Performance of the product, salesperson and customer can be measured. With very few products, Apple acquires a very large market share trying to make flexible products for meeting the need of their customers (Yu, 2012). A company’s growth depends on the demand of the product and product’s demand depends on how customers are grabbing the product and how quality based products are being sold I the market. 
Controlling the quality of products, assessment and giving assurance to the customer, altogether make sure the business evaluation is being done properly. Moreover, Apple has a market strategy of getting feedback from the customer through iTunes. A customer expects a lot from any product and their experience towards the product increases the quality management which makes them able to innovate new segment for keeping the standards of the product in high level and durable.
The quality process of Apple and the effectiveness
Total Quality process: for gaining the goal of the objective of a firm TQM helps utilizing the social values and principles for maximizing shareholder profit by innovating products not giving any harm to the society (Yu, 2012). TQM is a form of management where a company allows separate employees to show their competences for getting cooperative goals. The ground-breaking solution will let the company move frontward and the main determination of TQM is creating a commercial culture where unalike characteristics can be fitted.

Figure 09: The TQM Process
Source: (Nguyen and Harrison, 2018)
Focus on the customer: The main purpose behind making high tech product is to create customer value and meet the requirements of the customer which includes expertise people, hi-tech machines, and technologies (Forbes.com, 2018). After all the use of these if a customer does not get satisfies with the product then it is unjustified. The main concern or priority should be the customer.
Involve employees: employees along with organisation work together to get the objectives fulfilled in a short period of time. Apple motivates its people by bringing out what they need from the employees working for them. Apple has always kept their employee list high diversified and talented which means Apple has a big concentration on getting the best performance as a return from their best employees. Giving awards to the employees for making them feel a part of the growth and giving them more flexible workplace ensures involvement of the employee in the field of TQM (Total quality management in apple, 2018). Moreover, training is arranged to get the employees acquainted with the policies, standards, and procedures of the company.
Measure Accurately: the measurements of performance and effective decision through those measurements should be done as its playing an important role in the improvement of the company (Eliot & Simon, 2012). Doing a broad but narrative situational and statistical analysis decisions should be main to keep monitoring the evaluation of the performance of the firm. 
Quality Improvement: controlling the quality is the main function of TQM where Apple adopt systematic plans for getting reached to the ultimate goal of the firm (Forbes.com, 2018). An integrated process helps to handle tactical development which interrelated all the methods used in the company for decision making. For quality improvement, Apple should work on making fact grounded decision-making process.
Improving Continuously: Apple has its own diversified culture and regulations for the workplace. By knowing the expectation of the customers, it can easily work on the integration process for achieving the continuous improvement towards the business. Continuous improvement gives scope to a firm to think innovatively and come up with new ideas for creating a competitive advantage in the firm.
An Evaluation of TQM Process in the Apple Inc.
Systematically, Apple follows the measurements to bring a developed active process in their projects to make it an important part of the organisation through doing daily functioning activities. Analysing the all over environment and efficiency, the involvement of employees in daily activities help to create a better communication which works as an empowerment for the employees in creating unity. The ultimate success of an organisation is how they are improving and how accurate their measurements are in improving the quality of the product (Total quality management in apple, 2018). The techniques described here applied by the Apple Inc. gives the company desired success with a continuous improvement. TQM process allowed Apple not to waste their resources but using them in the long-run for delivering quality products with better customer experience. TQM let Apple understood what they are able to do and how they can use the opportunities for acquiring a cost profitable production line with an increased sale.
Six Sigma Approach: according to Kotler, “Six Sigma is a discipline data driver process that eliminates any kind of errors in an organisation or any process, from manufacturing to transaction & to reduce and service”. TQM and six sigma both need continuous improvement in an organisation. In Apple, the basic work of six sigma is to work on pre-planned projects to find out the scale, objective and financial benefit of the project as TQM doesn’t allow to give financial information regarding the organisation. For a corporation like Apple where hi-tech innovative products are made, six sigma helps to get measurements, identifying the problems and finding a complete solution for that (Forbes.com, 2018). The biggest challenge for them is to innovate and that’s where six sigma helps apple to improve and show the company the consequences that will; be faced in the market after marketing of the product. Applying six sigma in the company, Apple gets these benefits (Inclusion & Diversity, 2016) –
•    Leadership assurance.
•    Customer concentration,
•    Tactical disposition,
•    Combined substructure,
•    Disciplined agenda,
•    Teaching and training. 
Converting a real problem into a real explanation, six sigma helps Apple scorching the platform and common vision, helps to sign the right assets for right residence and make people conscious of the method to make it a top level firm in the market (Eliot & Simon, 2012). Proper governance of any project giving Apple the key to their success by measuring the cost of quality right through six sigma approach.
Lean Approach: Reducing cost and making the whole process of producing product cost effective by improving the quality of products is what lean approach make sense. It allows a business to manage their product quality by enduring high value for the customer by minimising the cost which Apple do in their every product.
Kaizen Approach: Focusing on long term benefit Kaizen approach is an optimization way to ensure efficient improvement in the product in a structured way for using the best of their resources (Goetsch & Davis, 2014). For a business like Apple Inc. Kaizen has always been proven the most appropriate one while measuring the standards of the product.
Similarities and dissimilarities in the process of Six Sigma and TQM
Apple follows both the process where continuous improvement is a common thing and both focuses on measuring the performance of the product ensuring the quality for improving the organisational process of using resources for maximizing customer value (Goetsch & Davis, 2014). But on the other hand, in terms of improving quality, Six Sigma uses a statistical method which performs various functions in developing service quality but TQM focus on a system where they improve quality through solo function using the oriented method. By using both the process, Apple has successfully managed the quality of its product by decreasing the cost which allowed them attaining long run business objectives for better customer experience.  
[bookmark: _Toc521426159]Recommendation of continuous improvement
A risk is always associated with any business and Apple can deal with it by considering their price issue from taking it at an average position from a very high price (Reinartz and Kumar, 2018). Secondly, competitive risk facing from the android companies as they need to open IOS for other mobile brands as well. Lastly, they should make facilities for developing countries for purchasing the iTunes and app store products which are not available. In order to ensure a sustainable environment and maximizing customer value, they should work on their product service quality and improve them for long-term benefit. Product, service, and quality are almost relatable to each other. That’s why proper measurements should be done for maintaining brand loyalty and service quality.
[bookmark: _Toc521426160]Conclusion
The need and expectations of a customer from a product is a very basic thing to know from a perspective of a company. In this paper, the customer value can be enhanced through using major factors for improving the quality and brand loyalty of the product (Reinartz and Kumar, 2018). Every factor affects the business which forces the business using effective methods like six sigma and TQM for maximizing the value of the customer to meet their requirements in the process of organisation (Inclusion & Diversity, 2016). The conducted research was on Apple Inc., one of the most valued companies where in this paper, a clear understanding of the customer value and why it is needed to maintain the quality of the product thoroughly described so that wastage of resources never happen and better implementation of resources can ensure a better world with technology.
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