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Organizational management is a practice that requires competence in several areas, all of which are important to the success of an organization. One of the areas that make for good organizational management is customer relationship management (Chalmeta, 2006). In this area, an organization engages in a series of activities designed to improve the nature of the relationship that exists between the customers and the products or services it produces, as well as the organization itself. For all profit oriented organizations, customer relationships management is one of the most important aspects of management as they depend on their customers for profitability. Therefore, a good relationship with the customers increases the chances of profitability while a bad relationship increases the chances of making losses (Johnson, Clark, and Barczak, 2012). One of the main ways by which organizations maintain good a relationship with their customers is by improving the customers’ experiences at any point they come in contact with the organization. This report will provide a breakdown of how Apple Inc. manages to provide good customer experience to its smartphone customers, and how the strategies it uses makes the company improve its CRM. Subsequently, the report will explain how the company can employ CRM models to improve its CRM results.





[bookmark: _Toc99878765]Apple Customer Touch Points

Customer touch points are the different ways a customer comes into contact with an organization and the products/services it produces. Customer touch points exist along the chain of events that starts with when a customer hears or sees a product or organization for the first time until the time they dispose it (Wind, and Hays, 2016). Apple Inc. has invested heavily in its customer touch points as a means of improving their customer relations management. One of the approaches the company has taken is to make its stores the best-in-class. Apple understands the most common way in which its smartphone customers and potential customers will see its phones is in its stores. Therefore, the company has invested in making the stores as convenient, attractive and fitting as possible. For example, all Apple stores are located in areas where they are easy to see and access. In all major cities in the world where Apple stores exist such as Barcelona, Hong Kong, New York, and London among others, the stores are conveniently situated in places everyone in the city can locate and access them with ease (Apple, 2022). 
The stores are also made unique by their consistency of design as they have a unique design that is common among all of them. As a result, they are easy to spot once one has seen one of them (Apple, 2022). This customer touch point strategy of creating stores that are best-in-class helps Apple manage its customer relations in a positive way. By their location and design, customers appreciate the effort the company has made to make it easier for them to access their products hence developing positive attitude towards its products and services. As it stands, however, there are not enough Apple stores, especially in emerging economies. The company can improve in the application of this strategy by opening more stores in such countries and increase its customer touch points. 
Another customer touch point strategy that Apple employs is that of packaging. The manner in which the company packages its phones is unique and special when compared to other smartphone brands packaging. Packaging is a customer touch point strategy that most companies use to improve the attractiveness of their products (Bashir, 2019). Apple has perfected this strategy with the manner it packages its smartphones. The phone and the other accessories that are packaged together such as the earphones are neatly packaged such that to induce the sense and quality. The lay out of the items inside the package boxes and the design of the boxes radiates quality (Apple, 2017). This strategy promotes positive relations between the customers and the company as it makes customers appreciate the thoroughness with which the company packages the smartphones it offers. However, the company’s packaging also includes plastic bags that are given to customers after buying its smartphones. This is a downside in the company’s packaging that can be rectified by replacing the plastic bags with biodegradable materials for purposes of environmental conservation. 
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	Customer experience is the sensation that a product or a service engender in a customer in the form of touch, sight, smell, and taste. The nature of experience that a customer gets while using a product or service is important because it determines the relationship they will form with the brand producing the products (Becker and Jaakkola, 2020). Apple Inc. has invested in strategies that make for quality customer experience for purposes of generating good relationships with its customers. One of such strategies involves the quality of experience that its customers get in their stores. Firstly, Apple stores have demo units where a customer can sample the devices in the store by having their functionality demonstrated. Secondly, all Apple Stores are sufficiently staffed such that customers have employees that attend to their needs at all times. This reduces the waiting times for customers who need services thus improving the quality of their experience in the stores. In addition to their number, the employees are highly trained in customer relations and use the appropriate language when speaking to customers. This makes the customers feel welcomed and their queries valued. The stores are also clean and spacious without clutter that would hinder customer movements. The lighting in the stores is also just bright enough to make the stores attractive but not make the stores uncomfortably bright (ICSID, 2020). All of the above factors make the stores good for optimum experience and makes customers feel comfortable with retuning whenever they have issues with their smartphones.
	Apple has also been able to provide its smartphone customers with good experience by designing and marketing their phones to be unique. Firstly, unlike other brands, Apple smartphones are purposely designed to be maximally secure from access by unauthorized people. While other brands create password programs that help their customers lock their phones for security purposes, their phones can be broken into by tools designed to either delete or bypass the passwords. Such methods do not work on iPhones as their locking mechanisms are tied to the user password. Therefore, for the locking programs to allow the unlocking process to take place, the password known to the user has to be introduced (Armstrong, and Gangemi, 2020). This has made iPhones famous for their security and provided their customers with a sense of security, which is important for a smartphone given the sensitive information people store in their phones. In addition to security, the phones exterior is designed to be simple yet attractive. With only one button, the smartphone is simple from user perspective and the layout of applications on the screen also makes for simplicity. Thirdly, Apple Inc. markets its phones as symbols for success. The company does not compete based on price, but makes customers reach for their phones by paying a premium for the experience of success. This makes their customers experience the sensation of success and high social status when using their smartphones (Kazi et al, 2021).
	Apple also enhances customer experience by means of the operating system iOS that it installs in its iPhones. The operating software gives Apple smartphone users unique experience. For example, the operating system allows for multitasking for customers who like to use their phone’s different applications at once. One can, for example, listen to music while typing on a document and running other apps without sacrificing anything. The operating system also enhances the smartphones user experience as it has efficient use of battery power. The system minimizes its power usage in order to preserve the battery charge for as long as possible. This feature also makes the phone generate minimum heat, which is good for customer experience (Philip, and Raju, 2019). The iOS software as a customer experience feature enables Apple to improve its customer relations as it provides customers with a good platform on which their phone applications run. As a result, they like their phones and the company hence good customer relations. Regarding on how to improve the operating system, the company can invest in widget support as the current iOS does not have widget support. As a result, customers are stuck with the widgets that come with the phone.
	The company’s brand experience represents advancement for people around the globe. All Apple Inc. smartphones are designed to represent technological advancement of the highest level. Every time the company produces a new phone, it includes the latest technological innovations. As a result, people all across the globe get the impression of innovation and technological advancements whenever they encounter the Apple brand. All aspects of Apple smartphones are designed to capture the technological advancement that the brand focuses on (Mostafa, and Kasamani, 2020). This experience helps the company further the relationships it has with its employees by promising them devices that push the limits of technology every time a new phone is released into the market. Apple can improve on this strategy by investing more in research and development with the goal of leading the technology race against its competitors. 
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	A CRM model is a framework that guides the activities and behaviour of a company when dealing with prospective and existing customers (Ayyagari, 2019). There are several CRM models that have been designed by experts in customer relations that Apple Inc. can employ to ensure it maintains its relationship with customers.
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	The QCI model is designed to help an organization manage the relationship it has with its customers by following eight elements of CRM (Miremadi, and Ghanadiof, 2021). In the first element, the company engages in analysis customer data and planning on how the company can be of value to prospective and existing customers. Data analysis in CRM is important in modern times because most companies’ activities are data driven (Araújo, Pedron, and Picoto, 2018). This element can be tremendously beneficial to Apple’s CRM efforts as it will inform it on how to please its customers and provide them with the value they want. In the subsequent element, the model guides a company to come up with a detailed plan on how it will make the customer satisfied and propose the plan to the customer through advertising. Apple can improve its CRM performance by applying this element as it will make the customers understand that the company is invested in their satisfaction. 
The third element in the model is that of information and technology. Here, a company is expected to determine how investments in technology can improve its CRM. Having established the different ways through which technology will be of help, the company is advised to invest in the technology that promises the most improvements in its CRM. Apple will benefit from this element as prescribed by the model chiefly due to its involvement in the smartphone industry. By investing in the most effective technologies, the company will improve its CRM by gaining scientific data on its customer base, which it can use to improve its smartphones and services. The fourth segment of the model guides organizations to invest in people. Human intelligence and services promise the best chance of CRM success because humans have the ability to deal with nuance and understand customer needs better (Natrajan, Singh, and Sanjeev, 2022). Therefore, organizations should ensure that they have trained people in areas where their CRM performances are likely to be impacted the most. 
Apple can apply the fourth element of the model by training people to handle customer queries, suggestions and needs and place them at strategic areas such as stores and help sites. The fifth element of the model is process management and it involves ensuring that all CRM processes are managed on a continuous basis. CRM is a delicate aspect of management because it requires constant rejuvenation of the efforts directed towards its practices. Otherwise, the relationships established between the organization and its customers will grow stale and they will migrate to another organization (Rigby, and Ledingham, 2014). It is because of this sensitive nature of CRM processes that the element requires constant management of all processes. Apple should implement constant process management by employing people in each department whose tasks are to monitor the CRM processes initiated by the company.
	The sixth element involves customer management where the organization is expected to conduct customer acquisition, penetration and retention. In customer acquisition, an organization learns about prospective customers and takes steps them to obtain them. In customer penetration, an organization learns about the specifics of its customer segments such as their likes and dislikes, and their needs and wants among others. These three activities are at the heart of customer management because they cover all what an organization should do with regards to customers. In the smartphones industry, this element is important because it guides companies to retain their customers lest they migrate due to the competitive nature of the industry (Maghnati, Ling, and Nasermoadeli, 2012). Apple Inc. can benefit from implementing the three aspects of customer management by putting itself in a position to create a loyal customer base that it will retain in the long-run. 
The seventh element in the model theorizes that it is important for an organization to measure the effectiveness of its CRM practices by determining their effects on sales volume. Success in CRM is directly proportional to success in sales as good relations with customer makes them inclined to buy more of the products in question. Organizations can, therefore, know the extent of their success in CRM by the extent of their success in sales. Apple Inc. should follow the advice in this element and create a process by which it can determine the extent to which its CRM practices and sales volume are connected. Such a process will equip the company with knowledge on how its CRM strategies impact its sales volume. Finally, the last element in the model requires that organizations measure the effects of their CRM practices by determining their impact on customer experience. One of the main reasons why companies engage in CRM practices is to improve the customer experiences so as to retain them and attract new customers (Rigby, and Ledingham, 2014). Therefore, the success of CRM practices can be measured by measuring the improvement of customer experience. Apple Inc. should adopt this element and create ways to measure the impact of its CRM practices on its customer experiences.
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The forester model was developed from research results acquired from a CRM research project conducted on more than a hundred companies in the year 2008. The model comprises of four elements namely, strategy, process, technology and people (Shukla, and Pattnaik, 2019). In the first element of strategy, the model promotes the creation and implementation of customer strategies that will benefit an organization. In this element, an organization investigates its customer base and tailors its customer strategies to match its needs. The element comes first because understanding the customer base and its segments is the first and most important step in CRM processes. The element promises success in CRM practices to companies in the smartphone industries because it directs them to engage in the process of understanding their customers, which is indispensible to their profitability. 
The second element in the model involves the invitation of processes that are designed to bring CRM practices into effect. These include marketing, ecommerce, customer services and field services. Having established the customer strategies in the first element, the model guides the organization to follow this step by initiating and implementing the above process and use them as vehicles to the realization of the customer strategies. All the above process can help Apple Inc. with its CRM goals as they enable the company push its smartphones to the market. Moreover, because the smartphone industry is highly competitive, processes such as marketing will help the company achieve its sales goals. On the other hand, the ecommerce process will improve the company’s CRM chances by availing its products to the customers wherever they are around the globe. 
The third element in the model involves the application of technology in a company’s CRM strategies. As organizations in the smartphone evolve, they become more and more data oriented. This evolution is driven by the changes in the technology industry where data and data analysis is crucial to the understanding of customer segments among other important aspects of organizational management (Chen, and Yuan, 2007). In adhering to the dictates of this element, Apple Inc. can employ data analytics to supplement its CRM practices. In the data analytics, Apple should look to analyze the fine details in each customer segment and use the results from the analysis to improve its CRM practices. The technology part of the model also requires an organization to employ technology to manage the customer data it collects. Apple Inc. can fulfill this part of the element by maintaining a database that uses the appropriate software to manage the data such that it can be updated, deleted, and improved among other data management processes.
The fourth element in the model involves the management of people. In CRM, people management is crucial because all CRM strategies are implemented by people within the organization (Chen, and Popovich, 2003). Therefore, it follows that an organization has to ensure that the people who implement its CRM strategies work at optimum levels. Apple can use this element to improve its CRM practices and sell more of its smartphones through training and development of all its employees. In the training and development programs, the company should inform its employees on customer relations and how to handle customers such that they get the best possible experience. 
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	From the report, it is clear that Apple Inc. has invested a great deal in its CRM strategies. The report has shown that the company employs customer touch points and customer experience strategies through its stores and the unique features of its smartphones. In addition to these, the company has invested in a brand that creates brand experience of technological advancement to all its potential customers. Moreover, the report has shown that the organization can further improve by means of CRM models. Specifically, the company stands to benefit from the models of Quality Competitive Index (QCI) and the Forrester Model.
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