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[bookmark: _Toc1744807749]Introduction: 

- For any company that offers goods and services in today's dynamic and digital world, close interaction with the customer, his needs and his satisfaction with the product is essential. That is why companies are increasingly striving to have a clear and precise concept of how to most effectively manage the customer experience of the products and services offered.
The main goal of the development is to examine Apple's theoretical concepts and research, as well as existing practices and systems for generating ideas, gathering information, methods and approaches for retaining regular customers and attracting new ones.
Apple, Inc. is a multinational company that has been on the world market for 46 years. In order to overcome its problems and achieve its strategic goals in an environment of minute competition, the company builds its strategies based on its strengths and weaknesses with the necessary flexibility of its operational management. (Johnson, Li, 2012)  
To achieve strategic goals, companies use CRM systems to make its most relevant analyses. These systems are a set of applications for collecting detailed information about customers and managing points of contact with them in order to improve loyalty. These systems are also used to develop products that meet customer demand, improve customer service, attract new ones and sell the company's products more efficiently. Thus, this type of Automation becomes a major driving function in the management of sales, services and increase company revenue. (Buttle, 2004)
[bookmark: _Int_f1Op7nlp]In this report also are going to be seen a quality management theories. 





[bookmark: _Toc361809412]Customer touch points: 

- According to Homburg et al. (2015) and Schmitt (2003), the definition of customer touch points is the way the client and the company communicate at different stages of the experience. 
Some examples of Apple’s customer touch point can be a specific source of information for a product of service like business website or local shop where the customer can reach the company and try to meet a specific need. The company has a well-trained team that takes care of customer needs both online and on site. Another example is the way the company informs the customer about upcoming new products, discounts or services. This is most often done by sending personal emails from the company to the client. More examples of customer touch point can be seen as: 
*Conversations with company representatives:
- After-sales service is provided to establish lasting contact, long-term relationships, customer benefits and to ensure repurchase. Chat is a tool for instant communication with users. It can provide quick customer responses while adding significant benefits to staff and ultimately to the company. Chat builds customers' trust in shopping and improves their overall experience.
*Product catalogs:
- The product catalog is created using a database that allows easy management of product information. Key advantages and features of the product catalog are an extremely effective method for storing and displaying large volumes of information. This is an easy way to manage and update product data. Allows you to easily add and edit the content of any product at any time, new products can be introduced and updated immediately without the need for special knowledge in the field of web design. No special software required. Changes can be made from any office and place, all you need is a computer and Internet access, products can be divided into categories and subcategories, which provides users with quick and easy access to the information they are looking for.



*Social media:
- Social media, in function, is close to that of a communication channel in the sense of traditional media. They are a system that disseminates information "to others" but uses web-based and mobile technologies to turn the message into an interactive dialogue. These are web pages that are loaded with content by the users themselves. Unlike traditional media, where we employ content creators (journalists and editors) who publish information, on social media this is done by users. Social media are blogs, forums, podcast sites, videos and more.
*Online advertisement:
- Internet advertising is a must-have for any business in the twenty-first century. This communication tool has many important functions that businesses need. The main types of Internet advertising are:
• Sponsored links and banners
• Video materials
• Advertising through social networks
• Advertising through search engines and SEO
• Email Marketing
• Internet advertising through Advertising articles, as they are with hidden and overt advertising









[bookmark: _Int_y5Ovk6DL]*Thank you letters:
- Emails and letters of appreciation to consumers are used strategically by companies to strengthen personal relationships with customers and to humanize the brand. A well-structured, personalized or thank-you note (follow-up email) sent at the right time has the same impact as a personal thank you note. Sending thank you emails, or letters can be very important in creating a positive customer experience and brand awareness. (Fontanella, 2020) 
Apple uses these customer touch points to build this customer relationship. During the customer experience stages the touch points are implemented. As an example, can be given the following scenario: 
A potentional customer wants to buy a product from Apple. They connect with the Apple team on a local shop, asking questions about this product, TOUCHING this product, etc. After purchasing this product apple sends a thank you email, and every single time when there is a new product, service or discount these customers will know about that. This is a form of appreciation, and the customers will be happy with the company effort. Thus, because of this experience, the customers will know that every single time when they need something from this mobile industry, they will be more than welcome to this company again. 













[bookmark: _Toc1411942006]Customer Experience and Brand Experience:
 According to Lemon and Verhoef (2016) The customer experience is a multidimensional construct focused on feelings, emotions and reactions of the customer and the company's strategic approach to these feelings. If consumers take efficient services or products for granted, then it is emotions that leave the memory of a good customer experience.
Brand Experience: 
From the point of view of the company,
The company must do everything possible to be able to convey an incredible experience to the customer, and this is done by creating new products and services that meet the needs of customers. (Berry et al, 2002) 
If the service or product meets the required quality, the customer will have a very good experience and the probability of returning to the company again is high. 
An example of this is the successful strategy of opening various stores in the hotspots of all major cities around the world. In this way, the company does everything possible to attract new and new customers, maintain global interest in the brand and successfully meet the needs of its customers. It is also part of the customer experience. They are both connected.
 Customer Experience: 
- The customer experience is based on the way the customer and the representatives of the other party interact with each other, with the role of the customer being the main figure. This interaction is based on the suggestions of the opposite party. (Schmitt, 2011) 
An example of this could be the way a customer is received in one of Apple's chain stores, the information and experience they can gain, and even the opportunity to try using a product before deciding to buy.







[bookmark: _Toc1264858115]Customer journey 
[image: ]
(THE Marketing Study Guide, 2014)

- The customer experience is a set of points of contact used before, during and after the purchase. The process starts from the preliminary to the subsequent purchase. At each stage of the purchase, customers impose points of contact, with only some being controlled by the company. 








The first stage - Pre-purchase: 
-This stage covers all elements of the customer's interaction with the product or brand, category and environment before the purchase decision. Awareness of the need to buy is a mismatch between the actual and the desired state. The consumer realizes the shortage of something. This happens under the influence of internal incentives - personal needs or external incentives - social contacts and others. If the user is concerned about solving his problem, he is active and seeks more information. He begins to look for information, realizes the need to meet which no pre-decision to purchase. With low commitment to the purchase of this minimal study. When disposable income is high and is the result of a durable product, more information needs to be sought, assuming a higher degree of commitment. The information obtained is sorted by categories - price, durability and security - and the categories themselves depend on previous experience and what the user has learned in collecting the information. He then analyses the alternatives, selects, such as choosing a store. The consumer accepts a product as a package of benefits, i.e. a set of properties through which it satisfies its need. Pay attention to different characteristics depending on the products - price, quality, quantity, warranties, service, durability, colour, style and more.
The second stage – Purchase:
-This stage covers all actions of the customer with the brand leading to the event of purchase. The final purchase decision is preceded by the formation of a purchase intention. Intention is influenced by two factors - the opinion of others and unexpected situations. Unexpected situational factors can change the intention and postpone it due to a financial problem, the need for another first purchase, etc. Expensive purchases are accompanied by risk. When making a purchase intention, the consumer decides which brand to choose, which store, when and how to pay.
[bookmark: _Int_5pAPHddT]The purchase decision does not match the actual purchase. Procrastination depends on many circumstances. The two important factors that influence are:
  - The first factor is the attitude of other people - as friends, acquaintances, colleagues, to the purchase. With a high intensity of negativity on their part, the attitude towards the chosen alternative will change.


 - The second factor is the so-called unforeseen situations, such as reductions in income, the emergence of an urgent purchase, a negative attitude of sales staff. Ultimately, the consumer decides on the brand, quality, time of purchase, method of payment.
This stage is carefully considered in the marketing literature, which examines marketing activities and the environment and atmospheric conditions influencing the purchase decision. Research on retail and consumer products places a lot of emphasis on shopping experience.
The third stage - Behaviour after purchase:
  -The stage covers the customer's commitment to the brand after the actual purchase, use of the product and after-sales support. The consumer has already bought the product and is satisfied or not. The degree of satisfaction depends on the extent to which the consumer's expectations have been met. When, after a purchase, the consumer feels satisfied, he will repeat the purchase, and if he is not satisfied - he will turn to another alternative. If he has doubts about the correctness of the purchase decision, he is in a state of after-sales dissonance.
At the last stage, the consumer may be satisfied or dissatisfied with the purchase. The degree of satisfaction is determined by the ratio between the consumer's expectations and the perceived properties of the product. With a high degree of satisfaction, repeat purchases are expected. And the satisfied consumer is the best advertisement. Marketers need to decide if the product has flaws or if consumer expectations are too high. The feeling of psychological tension after the purchase is called cognitive dissonance. In the case of expensive goods, it is a consequence of the degree of complexity of the decision, the difficulty of choosing among the alternatives and the individual tendency to feel anxious.
    Marketing professionals should be interested in the fate of the purchased product. In case the consumer is dissatisfied but decides not to seek compensation and leaves the product to himself, he will in no case share with known positive reviews and will not repeat the purchase. It has been proven that the more often the consumer makes decisions that bring him satisfaction, the greater the chance for programmable actions.




Basically, customer experience and brand experience are connected. Starting from the customer touch points and their influence on the overall experience, the customer journey with the stages, implementing these touch points into creating a good experience for the customer and the brand. That is how customer experience and brand experience impacts CRM. With the brand quality and the customer experience, that is how the customer relationship is established. 





















[bookmark: _Toc28874687]Theories of quality: 
Quality is determined to the extent of a given service, process or product, depending on what value they add to the customer. (Pryer et al., 1998) 

According to The British Library (2014) Deming is known for believing that most problems come from management. According to him, the systems must be good enough to allow their workers to do their work more efficiently. According to him, the higher the quality in a system, the lower the cost and much more productivity, because the higher the quality of a product or service, the more limited the processing costs, the lower levels of uncertainty, errors, deadlines, saving time and product materials. Deming's quality approaches focus on systematically reporting product defects, analysing their causes, correcting causes, and recording the effects of corrections on subsequent product quality, as defects have been prevented. He teaches that it is cheaper in the long run to do things right the first time and then fix them later. According to Deming, the best approach to product quality is for the team to focus on carefully monitoring the value of a product, such as whether there is a defect, how it would be corrected, what caused the defect, and more. After each defect is removed, he believes that it is appropriate to record all changes, so there will be more information in the event of the next problem. Deming believes that it would be much more profitable for the company to invest in quality from the beginning, and then have a correction in case of a problem. 








[image: ]                                                                                                                                    (Agile in a Flash, n.d.)
1. To create sustainability and competitiveness of your business and provide jobs, you need to constantly improve your products and services.
 2. In the context of a new economic era, we must embrace the accompanying philosophy and challenges. Every leader must be a leader and master all responsibilities and changes.
3. If your product is of undeniable quality, then the need for permanent inspections will be eliminated.
4. You should refrain from making decisions that compromise on quality in order to achieve optimal price and minimum cost. Refer to a supplier who has proven himself over time and has proven his loyalty and trust. 
5. To improve quality and productivity, you need to constantly and continuously upgrade in quality and service. This will achieve cost-effectiveness.
6. Training and upgrading skills in the workplace is the best investment that brings long-term dividends to the company.
7. Better governance requires supervision at all levels, from managers to ordinary workers, to help people and facilities do a better job.




8. Everyone in the company must work with desire and creativity, without fear of mistakes. This improves the efficiency of the work environment.
9. For an ideal product or service, all departments and teams in the company must work hand in hand. This minimizes the problems that may arise in the production and use of the product.
10. Low quality and poor productivity are the result of bad relationships and competition between employees. Therefore, there should be no feeling of hostility and unattainable goals in the work environment.
11 Performance standards need to be changed or removed depending on the company's goals. Eliminate focused management when goals change. Eliminate control through numbers and set digital targets. Change leader if necessary.
12. Supervisors must ensure that workers work in a calm environment. 
13. Workplace education and skills development programs are a valuable investment for the company.
14. Every employee must work and defend the interests of the company and its progress. 
(Phelps, 1998) 

In the new modern world, it is believed that philosophy from decades ago is not interpreted in the same way because times have changed, as well as views and goals in society and business. Nowadays, not only is the workforce seen as a workforce, but prosperity and self-improvement are also sought. (Radziwill, 2012)









Crosby’s theory of quality
Crosby (1979) believes that companies need to work more on the wishes of their customers and prevent poor quality in their products. He thinks that it is expensive to create a quality product, but it will cost the company much more if it creates a poor-quality product. He also believes that when a company builds a new product without mistakes from the first time, quality is free. 

Four Absolutes of quality management: 
1. Quality means an essential feature of any product or service that meets certain requirements and is not necessarily interpreted as "good"
2. The prevention of negative aspects as a product or service is a system of essential positive features of the product itself, not verification.
3. ZD or ZeeDee is a standard for quality of performance, which does not allow errors, I.e without defects and "almost" does not fall into this standard.
4. PONC measures quality not by indices but as differences in the mismatch between the positive features and the negative aspects of the product or service. (Merbler, 2021) 


[bookmark: _Int_05oc7WqT]According to Halpin (1966) The theory must be considered from all possible aspects, not just the positive ones. One of the main drawbacks comes from the fact that it will definitely be successful. Also, Plunkett and Dale (1988) also criticize the theory because it does not provide a vision of how it can be used, and there are gaps in the content. 









[bookmark: _Toc1072593388]Conclusion:


For a huge mobile company like Apple, to be able to be on the top of the mobile industry, the company needs to make sure that there is a strong connection with its customers. In this report the importance of the customer touch points was examined, also the importance of the customer experience and brand experience, and how they impact the CRM system. Quality models of management were also examined. 
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