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Introduction

This report uses secondary data research to address task 1 and task 2 for the assignment for the module Understanding and Engaging in the Customer Experience. The report looks at a variety of concepts to evaluate the business activity of Apple and to assess how internal and external factors are influencing the quality and control systems for customers. For this purpose is taken into account also the most current change from the business environment the Covid-19 pandemic. Also the report is looking at analysing the way Apple is dealing with the new changes and in order to maintain good customer service.
The report introduces the organisation in order to have a clear understanding of the business activity of the selected organisation and starts by evaluating the business environment for Apple. 
The report defines and  makes use of theoretical models such as Porter’s 5 forces, Marketing Mix, segmentation, Ansoffs Matrix, Customer Relationship Management, Customer satisfaction, Servqual, Communication mix, Stakeholder map.
The report will present conclusions and based on the analysis will provide recommendations as required. This will cover the question for task 2 to suggest new changes that can help Apple towards maintain quality customer service during pandemic.


Background of Apple

The organisation has been established in 1976 based in USA and it focuses on software development and technology advancement. Apple had a struggling start of the business because the technology was not always as successful as expected or it lacked experienced leadership. There were times when the strategies had to be changed in order adapt to the changes of the market or when products did not sold. At times it had to reduce personnel in order to survive. This struggles made the organisation more determined to achieve success and to be one of the contributors to the new digital wave. It has developed various products such as iPhones, iPads, MacBooks, desktops, iPods, TVs, accessories, iClouds, softwares, but it also offers services  to accompany their multitude of products. Apple is a large organisations that operates internationally and it occupies an important place in the industry. It has been able to build a strong and popular brand name in the industry and it basis its activity on creativity and innovation and for this purpose it allocates great number of resources for research and development. The organisation focuses on delivering quality and to meet customers expectations and maintain high levels of satisfaction (Apple, 2022).
Apple’s aims and objectives focus on developing and providing the best services and products that can provide the best personal experience when using Apple products and services to a variety of segments, business, students, professionals, consumers etc. 


Business environment for Apple

In order to understand the business environment for Apple it is used the tool of analysis of Porter’s 5 forces. This theoretical model aims to evaluate the characteristics of the industries related to way of entry, competition, suppliers and customers. 
The threat of new entrants for the consumer electronic industry can be considered low to moderate. A new entrant will have to dispose of large capital and human resources in order to be able to produce advanced technological products to compete in the industry. As it is not easy to enter the industry it would be much more difficult to attract talented staff as Apple is known for aiming always for the best skilled workers. Also one in the industry it would involve many resources to continue innovation and invest in research and development. To operate at large scale would involve economy of scales to benefit of cost advantage and that requires important financial resources. That is why to enter this industry is not very easy and would be possible if all the above are available fo a new player. 
The bargaining power of buyers in the consumer electronics industry is high because  customers can  easily  swift to competition. Developing brand loyalty is an important strategy to create a base of customers that will not be easily influenced to swift between providers. Apple has a reputation for creating qualitative products and services, innovative products with distinctive design features that appeal to their customers. Also it has put in place a system for their products to be effectively used together and work together, so that the customer will be tempted to buy diverse Apple products. Through this strategy Apple manages to reduce the bargaining power of the buyers, but it also has a large and variate number of customers worldwide and is no dependent on a single buyer. Within the industry if the organisation has not ensured competitive advantage and has not developed brand loyalty, then the buyers can become a great force. The pandemic has changed the consumer the criteria for purchasing because of the fall of the economy that reduced the power of purchase. The buyers had become more cost oriented and that led to choose better price offer or to increase usage of existing products without wanting to purchase new better ones. 
The threat of substitute is low in the consumer electronics industry because producing advanced technology products involves numbers of resources and there are not many substitutes products to be chosen from. The innovative features and complex incorporated technology makes the Apple products very easy to use and very useful as it combines diverse functions. A phone nowadays is not use only for making calls, it has many other functions and buyers prefer to but one product that does it all. 
The bargaining power of suppliers is low with the consumer electronics industry for Apple because it is a large organisation and it can impose its terms. Suppliers have started to adhere to many of the industry players strategies towards the environment, respect for the labour force and many aspects that in the past did not have the importance they have today. This is also due to the high levels to access information by the organisations and by the consumers. In order to limit the bargains power of suppliers Apple has contracts with more suppliers and this is also due to the existence of high number of suppliers t choose from.
The competitive rivalry is high within the consumer electronics industry because the market leaders are always trying to come with something new and be ahead of the others. It is an aggressive this rivalry and it influences the activity of the organisations because it determines them to always try to top up or surpass what the competition has done. Apple has strong competition such as Samsung, Google, Amazon, Dell, because it offer a variety of products and services. The competition also has strong capabilities to invest in research and development and to attract talented employees. That is why customers can shift from one organisation to another being attracted by latest technological trends or by low switching cost.  In order to maintain customer loyalty, Apple has to continue to provide qualitative and innovative products (Apple Investors, 2022). 

Marketing Mix

The marketing mix of an organisation is the sum of elements on which the organisation basis its activity. The marketing mix of Apple it includes products and services related to their technological focus on information, but it has been observed that the organisation looks always to surpass itself and the competition and it always looks to develop the marketing mix (Borden, 1964). 
Product: Apple products and services are: iPhone, iPad, iPod, iWatch, Apple TV, iCloud, Software, Digital content such as music, tv content, apps, e-books, games, iWork, AppleCare. The main products are available as demo products in Apple stores and authorised sellers. Apple is segmenting the market differently depending on the type of their products and services. AppleCare and iCloud are one of the most important services from apple and involves purchasing of an Apple product though which the service can be accessed. This strategy helps Apple to increase revenue. The service provision for Apple is benefiting the organisation because it requires less resources for storage or stockroom, but it can be challenging to sell and make the customers purchase them. Apple practices a reduced queuing system for in store purchasing, staff being able to use iPads to anywhere in the store for customers to make payments. Further that if customers prefer they can set up their new products in the store and free appointments are available for customers through Genius Bar app. Apple practices free services that support the customer which is part of brand building strategy.
Place or Distribution: Apple choses appropriate places and venues to distribute its products and services. Apple has large stores which are located in high traffic shopping centres and high streets.  Apple also collaborates with distributors who enhance the company brand name in similar style the company does. Also Apple sells their products through Telecommunications organisations. The Apple stores are vey interactive for the customers and have a complex structure in order to ensure effectiveness of the operations (Gibson, 2017). Apple Store is a subsidiary of Apple Inc. and refers to the organisation physical places where they sell their products, along with related products from other manufacturers. The main Apple products are displayed for the customers to be tried in the store. Apple also sell their products and services on their website and digital content is available on the App store and iTune store on their devices. The online distribution has helped the organisation during the pandemic when due to lockdowns all non-essentials stores were closed. The authorised sellers can also sell online though Amazon or own websites. It helped Apple to continue doing business, to sell their products and services and to ensure customer service.
Price: the marketing mix element related to price in involves the pricing strategies that the organisations adopts. Apple uses a premium pricing strategy and that refers to offering their products and services at a premium. Their focus is on delivering high quality products and services. This pricing strategy maximises profit margins for Apple, but is based on large investment for resource allocation. The strong brand name and the high levels of innovation allow Apple to have a successful premium pricing strategy. As part of Apple’s pricing strategy, the organisation offers some free products and services which on the long term usage requires additions which have to be paid (Farfan, 2019).
Promotion: Apple uses advertising, personal selling, sales promotion and online selling. Apple allocates high number of resources for advertising on different channels and under different forms. It makes use of digitalisation to add advertising content on various online platforms who are in agreement with Apple to promote the organisation. In Apple store the organisation practices personal selling and sale promotion having skilled and trained staff who sell products and services to the customers. This is also realised in authorised sellers stores when for older models there are introduced discounts for bundle purchase. Apple uses public relations such as Apple Events to announce products, to communicate with the public. Other programs in which Apple is involved are ConnectED which has an educational purpose, but which is also away to promote the brand name (Panzarino, 2014). Apple uses Corporate Social Responsibility to create a more sustainable business, by checking on suppliers, by recycling, but also to promote the business.  Apple also practices free workshops which have the purpose of helping the customer to use the Apple products and various other topics related to the products usage (Naik et al,  2005). 



Segmentation

The market segmentation in Apple is realised differently depending on the type of their products and services. Apple acknowledges that customers have different needs and for that purpose Apple has different segments as for example MacBooks and desktops are more used by business. Other examples can include health conscious oriented population segments with complex apps that can be used to manage health related aspects. Also for some of their products Apple offers different colours for their products such as pink coloured iWatches for women. The organisation aims for quality service support and for that purpose it ensures effective communication, intensive staff training, separated front of the and back of the house service delivery. Close and continuous monitoring for service provision according to the targeted segment and creation of right service mindset across different stakeholders (Constantinides, 2006).





Ansoffs Matrix 

This theoretical model  can be used to evaluate the selection of the marketing planning model for the product and market strategy. The model determines the product and market strategy by the organisations by presenting four different options: market penetration, product development, market development and diversification. 
The market penetration refers to sale of existing products in current markets. Apple operates in different markets worldwide with more than 500 stores across more than 20 countries. It segments the business operations on five areas America, Europe, Asian Pacific, Japan and Greater China.  Apple has an effective marketing strategy put in place that allows the organisation to grow and expand operations.
Product development is the strategy when new products are introduced to existing markets. Innovation and product development is the core of the Apple’s strategies. The new products and services are in correlation with the established Apple system which helped build the brand name and helped the organisation grow.  As part of product development Apple continues regular updating of existing products and services. Apple invest billions in research and development and  maintains high levels of secrecy about their work until official launches and presentations (Rahmani, Emamisaleh, Yadegari, 2015). 
Market development refers to expanding to new markets with existing products and services. Apple is looking at opening stores in countries with emerging economies as part of their growth strategies, but America remains the main market for the organisation representing almost half of their revenues. 
Diversification is a strategy that involves creation of new products for new markets. This strategy would be very risky for Apple to adopt because the customer loyalty comes from the existing systems created around their existing products and services. It has been seen that some versions of their iPhones did not have same popularity as other ones so even with existing products it can not bee guaranteed linear success.  An example of this is Apple TV which even in pandemic did not register the success that it was expected because of the market saturation.





Customer Relationship Management 

Customer relationship management (CRM) is defined as “the combination of practices, strategies and technologies that companies use to manage and analyse customer interactions and data throughout the customer lifecycle” (TechTarget, 2019).
Apple stores are defining for the interaction with the customers. Apple is focused on delivering high quality service to their customers. The staff is trained after an A.P.P.L.E system, to approach customers with a personalised, warm welcome, to probe politely to understand all the customers needs, to present a solution for the customer to take home today, to listen for and resolve any issues or concerns, to end with a found farewell and an invitation to return. Apple practices regularly reports and ensures accurate data measurement in order to make sure that the quality of the services are maintained which are imperative for good customer service. Apple’s customers have increased their expectations because of the continuous innovation and drive for value and that makes Apple’s job more difficult. According to the Guardian (2012) Apple is one of the most valuable technology organisation worldwide because of the qualitative services besides hardware and software products and its efforts are recognised by the consumers. Apple is proud to offer service and support of high quality in store and online or telephonic support so the issues are resolved on the spot. That is why Apple has reduced number of guarantees because they are making use of the solid brand name to make the customers purchase and they are making sure customer is kept satisfied  (Apple, 2016).
In Apple customer satisfaction has important value for the organisation, along with core competencies, market share, employee commitment and shareholder value (Gronroos, 2000). 

Customer satisfaction 

In Apple the focus use to lie on technology development and innovation, but this strategy has been changed and the organisation has started to focus on the customer also becoming a core mission for Apple. That is why Apple is uncharged of creating and delivering own customer surveys to ensure they have full and detailed information and the customers needs and wants. Apple uses surveying internally as well so the company gets feedback from their employees o their views on perception about how things are done and to identify ho can the overall strategy can be better connected.  
Apples core competencies relate to skilled and knowledgeable employees to create and developed qualitative and innovative products and services. That is why the organisation is equipping employees with innovative solutions such as using simple-to-use interfaces and effective distribution systems to developing their competencies. Apple uses market share to attract software developers, talented work force. Shareholder value is put into their sales vision, product design, global manufacturing and operations. This correlation is used to evaluate unit activities, also to assess new business deals with the organisations appraisal system. By doing this, Apple hopes to create investments for future growth. 

Servqual

The Servqual theoretical model was developed by Parasuraman et al. (1986) and it refers to the consumer expectation and perception regarding a service. The model has a multi-dimensional approach to capture five dimensions: tangibility, reliability, responsiveness, assurance, empathy that are representing service quality.
Tangible:  Apple store and authorised sellers
Reliability: Apple is able to provide high quality their hardware and software.
Assurance: Apple has a great customer service because of the high levels quality of the support that is provided in store and online by  their staff, trying to help the issues on a single phone call, or in store appointment. 
Empathy: it offers free appointments through Genius Bar, it offers free workshop, is involved in various community projects 
It can be stated that according to the model, Apple is succeeding to deliver high quality on all three levels products, services and support and although Apple practices high end prices, Apple creates a great customer experience a market leader in the consumer electronics industry (Buttle, 2014). 



Communication mix

This concept refers to the methods selected by the organisation to communicate with the customers such as advertising, personal selling, sales promotion, direct marketing and public relations. Based on the analysis of the promotion element from the marketing mix it has been assessed that Apple uses an array of methods to communicate with the customers. Further that Apple is implicitly communicating with the customers though the distinguished choice of stylish packaging, which Apple wants to be representative for the high quality offered by the organisation. The modern design of the Apple stores are another way to communicate the customers by modern and simple and effective elements of design (Crook, 2018). Also Apple has an intense online presence which is explicable due to the profile of the organisation. The communication mix in Apple is carefully analysed to represent the values of the organisation and to communicate the brand image that Apple has developed to target the customer segments. Apple is able to communicate a consistent marketing message that reflects the brand image. Apple uses Apple Print and Media advertising to promote the brand and the new products and services for more than 40 years. Apple gets involved in events, it associates with different celebrities or historical figures, but also uses product placement in movies and tv shows with the preference that positive characters get to use Apple products (Clover, 2020). 
Comparing to the other organisations Apple does not have a formal loyalty program, but the products come with free interconnected systems that does not require any downloading. Apple does not practice seasonal promotions very often, but the authorised resellers are practicing that with older models or it is allowed in order to make room in the inventory for new products releases (Burkard, 2016).



Stakeholder map

The stakeholder analysis looks at internal and external stakeholders, forces whoo can influence at various levels the organisation. Using the BCG matrix it can be assessed the level of attention and interest that the organisation should show to different stakeholders. The internal stakeholders of Apple’s main internal stakeholders are the Board of Directors led by their CEO Tim Cook, the executive and senior management, the employees and the shareholders. The executive positions in Apple are CEO, Senior Vice President, Vice President, and Chief Operating Officer. The visionary leadership has played an important role in the growth and development of the organisation. Steve Jobs was a perfectionist who often was testing the staff to make sure they have the best and most talented staff, on several occasions he had fired them on the spot. This aggressive approach had created a competitive working culture and some elements are still maintained with new leadership.  Many analysts argue that effective leadership has been a key to the global success of Apple.
External stakeholders for Apple includes competition such as Samsung, Huawei, Xiaomi, Lenovo, HP Inc, Dell, Acer, Asus, Amazon, Google, Netflix. Suppliers are also part of the  stakeholder map  and Apple has suppliers in various countries USA, China, Japan, South Korea, and Taiwan. These suppliers play a vital role in the production and the distribution of its devices. Apple has introduced major changes to ensure ethical and environmental adherence by its suppliers and make sure that their suppliers are adhering to their policies (Nellis, 2018). Other stakeholders can still have a degree of influence to the activity of the organisation such as Government, Media, customers. 
Apple uses its website to communicate with their stakeholders about their products and services, about their projects and events, about the sharing news and CSR activity, career information, corporate information and reports.




Conclusion and recommendations

The analysis of Apple’s has highlighted a successful customer service provision approach and that the pandemic did not influence negatively. The customer service has been reduce during lockdown when the physical stores were closed to obey the restrictions, but because of the high resources of the organisation regarding digitalisation it has made the changes less influential in report with the customer service. 
The pandemic has affected Apple because the stores were shut and when restrictions started to lift it had to implement social distancing measures which reduced the in store traffic and increased the number queuing, but the system remained as effective as before. Apple has continued to maintain high quality customer service using the online environment as channel of communication. Further that Apple has benefited of the pandemic because technology has be used more and more for working from home, for communicating with family and friends. 
Whilst the pandemic has shaken many industries and economies the operations were not entirely shut like in the hospitality or airline organisations. Being a large organisations and disposing of high number of resources has helped Apple to surpass the challenges during pandemic. Apple has ensured continuous high standards of customer service was maintained and it has used the website to communicate more intensive. It has kept the customers informed regarding pandemic and it has tried to maintain the customers happy in order to benefit if their loyalty.
A recommendation fo Apple to take in consideration regarding the changes that came with pandemic towards the customer service is to elaborate a strategy towards the loyalty programs because this will make the communication more efficient and the customers more attached to the brand. This should be realised by prior research regarding the market needs and wants and based on the data collection it should be taken into consideration the format of the project that would benefit more Apple. 
It can be concluded that the report has met its objectives and has addressed both tasks related to the analysis of the internal and external factors which influence the quality and control systems for customers. The pandemic has created disruptions for Apple and its operations, but it has been evaluated that it had maintained s strong position within the industry and did not alter the quality of the customer service. The report had provided recommendations for Apple how to deal more effectively and adapt its practices in order to be more prepared and secure a better position for the organisation regarding customer perception over the brand.
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