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[bookmark: _Toc18101069][bookmark: _GoBack]Introduction 
To keep pace with competitive business environment, an organization has to understand and engage in the customer experience. Maximization of customer value gives the company an extra competitive edge to be a sustainable organisation. This report will critically analyse the factors which have an impact on customer value. These factors are customer benefits and cost, value proposition, products and service quality, customer profitability, lifetime value, value deliver network and touchpoints, customer experience and customer relation management and it will be explainde how these influence an organisation's ability to maximise customer value. 
Quality process and management in the workplace are vastly important to meet customer's requirements to meet customers’ requirements each organisation must focus in delivering an excellent customer experience and to offer a excellent quality service to all its the customers.  First, the SERVQUAL model developed by Parasuranam, Zeithmal and Berry (Parasuraman, Zeithmal and Berry, 1988) will be used in evaluating the service quality from customer’s perspective by assessing its five dimensions: tangibles, reliability; responsiveness, assurance and empathy. Second, it will be seen how total quality management is used to improve the overall quality. The theory of Deming’s TQM will be used to analyse how a company is maintaining high quality to increase customers’ experiences (Deming, 1992). 
The company discussed in this report is Apple Inc. Apple is a tech company which provides innovative products and services. Apple’s success is not only about innovative and great products. The company is focusing on customers and on delivering great customer experience. In this report we will analyses how Apple succeeded in creating such loyal customers, how it succeeded to maximize customer value and what quality systems it uses to meet customers’ requirement. At the end, some recommendation will be given, regarding how the company can improve the customer expectation and requirements. 


[bookmark: _Toc18101070]Factors that influence an organisation's ability to maximise customer value 
Apple Incorporation is a multinational technological company of America. It designs, develops and sells out computer software, consumer electronics along with online service. The company is considered as a giant and successful technological company. It is a leading company in the market because of its giving higher importance on quality management.
[bookmark: _Toc18101071]Customer value, satisfaction and loyalty
The key in attracting and retaining customers is to is to create a high customer value and satisfaction. Customer value means the difference between what a customer receive and what he losses to get offerings of a particular product of a company (Woodruff,2009). Customer value is increased when customers get more benefits than costs. In modern business, world companies are customer-oriented. According to Kotler and Armstrong (2010), customer satisfaction is when a product’s perceived performance is equal with the customer’s expectation. A high percentage of satisfied customers can result in a high level of loyalty towards the company. 
Apple is a company highly recognized in offering high customer value and satisfaction. The company has chosen not to compete on price, in fact is using a premium pricing strategy, having high levels of loyalty for its customers. Not willing to confuse its customers, Apple’s products are characterized by simplicity – ‘less is more’. Even in advertisement, the company is using simple words to highlight the benefits of its products, avoiding technical and complex words. Products are minimal, with simple design, names are easy to remember. 
Apple customers are known to be very loyal to the brand. According to Rossignol (2019), iOS loyalty hit its highest level in January 2019, with 91 percent of its customers upgrading to a new Apple product. However, other surveys report that iPhone loyalty has dropped down with 15 percent over the last year (Miller, 2019). Apple is a modern customer-oriented company. The managers emphasises on building customer value, satisfaction and loyalty. Getting, keeping and growing customers is the simple process of building customer values. 
There are some factors that influence the company’s ability to maximise customer value.

[bookmark: _Toc18101072]Customers benefits and costs 
Apple's Managers always try to make positive customer value. Customer- perceived value is the difference between the evaluation of a potential customer to all the advantages and the costs of a certain product and other alternatives (Kotler et.al., 2009). Customer benefit can be of different types - economic benefits, functional benefits, psychological benefits. Customer costs can be four types - monetary cost, time cost, energy cost and psychic cost. When the benefits are more than the costs, customer value is positive. And customers get satisfied. If the cost is lower than the benefits, then customers get dissatisfied. Because customer value is negative (Oh,2010). 
[bookmark: _Toc18101073]Value proposition 
Value proposition refers to the set of benefits that an organisation promises to give it to its customers. The value proposition is one of the most important triggering factors that affect the maximisation of customer value. If the value proposition is connected to the customer, then it will increase customer entrance (Rintamäki, Kuusela and Mitronen, 2011). That's why Apple Inc has a value proposition by which it tries to connect the benefits to its customers. The value proposition of Apple is an aspirational message like ‘Think different’, ‘to the crazy ones’, ‘the one who can change the world’. Everyone aspire to be different, out of the ordinary and the company focused on creating an overall experience of using its devices and an emotional connection with customers, where they can feel proud as being part of the Apple community.
[bookmark: _Toc18101074]Products and service quality 
Products and service quality is another factor that affects a company’s customer value. Apple Inc specially cares about the quality of goods and services. At first, managers identify the customer requirement and communicate customer demands to the product designer. Then they ensure that products are delivered to the customers on time and provide technical assistance, training, instruction to the customers. Finally, they get in touch with the customers to give the after-sale service and collect ideas from customers for further improvement of products (Edvardsson,2013).
[bookmark: _Toc18101075]Customers profitability and lifetime value 
Customers profitability and customers lifetime value are the factors which are maximised to increase customer value. Customers profitability is when the stream of revenue from the customers is exceeded by the costs flow of marketing selling and servicing the customers. There are few companies use individual customers profitability and Apple Inc is one of them. Customers lifetime value depicts the net present value of the flow of future profit expected over the customer’s lifetime purchases. Apple attracts, retain customs and increase customer value by increasing lifetime value and profitability (Pfeifer, Haskins, and Conroy, 2014). 
[bookmark: _Toc18101076]Customer Experience
Customers are the most important for a company. Providing better customer experience is inevitable for sustaining in a competitive environment. Better experience leads to customer satisfaction. The more satisfied are the customers, the more loyal the will be to the company. 
Apple is one of the companies which have the highest score in customer loyalty index. Apple's customer experience department has made coordinated efforts to acquire this loyalty rate. This department takes the view of customer perception continuously before opening each of its retail stores. Apple experience is reflected through products, design, packaging, apple stores and online stores.
Products. Apple is minimizing product lines, believing that customer can choose easily from few products rather than from a multitude of products which can make customers confused and hard to decide. According to Segal (2012), Apple products are characterized by simplicity, and customers are attracted with its design. Critics complained that Apple products are missing several features which competitors use for their similar products, but they were wrong. Customers responded in a positive way to Apple design. The intelligent assistant, Siri, is adding humanity to Apple products by talking with users, responding to their questions or by offering suggestions.
Design. Apple put a high price on design. Apple takes in consideration every aspect of product’s design, starting with how it looks, how it feels and ending with how can make you feel.  When designing, the company is appealing to customer’s emotions, becoming objects of lust (Segal, 2012).  According to Edson (2012), a company’s design must start with knowing its customers. However, the company is not using conventional forms research when deciding upon design. Instead they use their own ideas which are filtered in the development process. 
Packaging. The Apple experience goes beyond the purchase. Apple is ensuring that the unboxing of its products is part of the customer experience. Apple customers must have the feeling of quality and cool from the moment they touch the box. According to Lashinski (2012), Apple is focusing on packaging as much as for product design. Many customers film themselves while unpacking an Apple product then post the video online to share their experience with others. This is the proof that unpacking an Apple product is stimulating customers emotions and makes they believe that the company cares about them. 
Apple Stores are the result of Steve Jobs’ creativity and attention to details. They are characterized by simplicity and their main goal is to offer an experience as high as the quality of Apple products.  Employees at Apple stores are carefully selected, and they are well trained before they start interacting with customers. Employees are empowered to do right things, they are not there to fix products but to fic relationships. According to Gallo (2012), employees are using the APPLE five steps of service: 
· “Approach customers with a personalized, warm welcome
· Probe politely to understand the customer’s needs
· Present a solution for the customer to take home today
· Listen for and resolve issues or concerns
· End with a fond farewell and an invitation to return”
Online stores allow customers to easily buy products. Apple designed the website so that it is innovative and simple as their products. It is easy to find products, making the process of buying a simple one. 
[bookmark: _Toc18101077]Value delivery network and touchpoints
Value delivery system refers to all the experience and touchpoints a customer has on the way of getting and using a product. According to Peppard (2012), value delivery network is a combination of the most important business processes that provide customers with different values. Touchpoints are occasions when a customer interacts with a specific brand and its products (Kotler et.al., 2009). Each company is using several touchpoints when interacting with its customers in order to engage with them and to offer the best brand experience. 
Apple knows how to interact with its customers and to develop a powerful bond by using several strategies. Apple customer service has become a science. One of the best touchpoints of the company is the Apple Store.  They are unique, and staff is ready to help each customer and to offer the best experience. Customers can come to test products with no obligation to by. Therefore, Apple is increasing customer’s trust on their products, given the image of an honest and open company with its customers. Company’s website is accessible on all platforms, uses a natural and minimalistic design and it is easy to find any products. 
Apple’s managers believe that managing customer touch-point is one of the most important ways to give a better experience. Customer experience map includes awareness, consideration, purchase, retention and advocacy. Online ads, email, PPC, PR, tv and radio print, news, social media and word of mouth are the touch-points of awareness stage customers get to know about the products. Blog, review, media and direct mail are the touch-points of consideration stage. Customers set their consideration for the products. Then comes purchase stage which includes retail outlets, salespersons, website, packaging events and eCommerce. Each touch-points customers are helped to buy the company’s products. The community forum and frequently asked questions knowledge-based are two vital touch-points in the retention stage. And lastly, the advocacy stage includes newsletter, blog, promotions and social networks. The tries to support the customers to support and advise so that they can get a better experience form the company. So coordinated efforts and management of all these touch-points can be able to give customers a better experience (Apple.com, 2019).
[bookmark: _Toc18101078]Customer relationship management (CRM)
Customer relationship management is the process of every aspect of the interaction between a company and its customers. CRM is needed because when two suppliers provide raw materials at the same price then who is chosen by customers. Obviously that suppliers whom the customers have a good relationship with. Apple Inc uses the IDIC (identify - differentiate - interact - customize) model to build one to one relationship with its customers. There are four actions, those are - identify, differentiate, interact and customize (Peppers and Rogers, 2005). At first, the managers identify who can be their customer and try to build a good understanding with them. Secondly, they are differentiating their customers to evaluate that which customers can give the highest value, and which offer the best for the future. Thirdly, they interact with the customers to understand the expectations and their relationship with other company. Lastly, they customize the products and communicate the customers to know that their expectations are met (Berry,2015).
Apple Inc attracts and retains its customers by reducing defection, managing customers base, building loyalty and keeping customers database. There are three ways to reduce defection. First, the company defines and measures the retention rate. Second, it identifies the causes of customers attrition and finds out how to manage them in the best possible way. Last, of all, managers make a comparison of the lost customer's lifetime value to the cost of reducing the defection rate. Apple's manager follows some strategies to manage customer base. They reduce the customer detection rate, gear up the lifetime of the customer relationship. Then the managers use the share of wallet, cross-selling and up-selling to increase the growth potential of individual customers. They terminate less profitable customers or make them more profitable and give disproportionate effort on the customers who give high profits. 
Customer loyalty means the customer who buys products of a specific company will always be buying from that particular company. In the case of loyal customers, Apple Inc can be considered as a leading company. This company uses its customer's databases to improve customer value. Managers use customers database for identifying prospects, deciding the customer who will receive the offer, strengthening customers loyalty, reactivating customers purchase and avoiding significant customer mistakes (Buttle,2016).
Apple is focusing on creating excellent experiences to its customers and not on selling products. The main purpose of CRM at Apple is to collect data from customers. This happens when customers are buying products, or registering their Apple ID. With this data, the company can target customers or potential customer with information and advertising. Another purpose or using CRM is to improve the customer experience. Customers can use the Apple Genius process, where they can make appointments and then meet with technicians who can offer them solutions and advices. 


[bookmark: _Toc18101079]Systems that support organisations quality processes and management to meet customers’ requirements

Quality management refers to the supervision of all operations, functions, performances and task that is needed to maintain the optimum level of excellence. Quality planning, quality assurance, quality control and quality improvement make up the entire quality management of an organisation (Goetsch,2009).
The managers of Apple Inc. emphasise on quality maintenance because they believe quality management is the way how an organisation can understand and engage in the customer’s experience. When customers get the best experience, then it leads the company to a sustainable organisation in this competitive business era. 
[bookmark: _Toc18101080]Service Quality
In order to meet the customers’ expectations, it is necessary for the organisation to offer high quality service to the customers. As companies are becoming more and more competitive, they need to differentiate by offering high standard products and a high service quality. According to Collart (2000), service quality is a judgement of the customers about perceived expectations and perceived performance. The SERVQUAL model is used by many companies to evaluate the service quality from customer’s perspective. 
The SERVQUAL model was developed by Parasuranam, Zeithmal and Berry and it evaluates the perceptions of service quality to the five dimensions: tangibles, reliability; responsiveness, assurance and empathy (Parasuraman, Zeithmal and Berry, 1988).
Reliability refers to providing the service that was promised, solving customers problems and providing services on time. The company should focus on customers’ needs and solve promptly any problems that may appear. Apple is always conscious of reliability by providing the promised service accurately.  When identifying any sort of problems with Apple devices, customers have the possibility to book an appointment with a technician at Apple Store. The Genius Bar is a station inside the Apple stores which is offering tech support for customers. Gallo (2012) said in his book, that Geniuses do not repair computers, instead they repair relationships. However, there are countries where Apple has no stores, thus customers can not benefit from Genius bar appointments when they need to seed advice. Moreover, Apple has been criticized continued reliability problems with keyboards for MacBook (Welch, 2019). Even if Apple apologized for the problem caused, it did not find any solution yet. Some customers are still experiencing technical problems with MacBook keyboards. The company should make some improvements in keyboard’s quality, otherwise the level of customer satisfaction will decrease and consequently, the company will not meet the customers’ expectations.  
Responsiveness is when the company willing to help customers. This dimension refers to how much time customers need to wait for receiving assistance, being able to respond to customers’ requests promptly and quickly. (Wilson et al, 2008). In Apple stores, customers can test the devices and see how it works for as much time as they need, without being forced to purchase the products. Apple’s employees are flexible, full of innovation and creativity, and they offer great customer service. Furthermore, they are friendly and ready to empower and enrich the experience for every customer. Moreover, Apple is using the One to One membership program, where for 99 dollars, customers will receive a one-year personalized classes with a Creative specialist (Gallo, 2012). However, according to Shaban (2019), some customers have been complaining about the service in the store. Customers think that the store it is not so impressing anymore and should be more oriented to customer experience. 
Assurance refers to “the knowledge and courtesy of employees and their ability to inspire trust and confidence” (Parasuraman, Zeithmal and Berry, 1988, p. 23). Integity and trust are one of the main characteristics of Apple’s employees. Managers work for increasing the knowledge and courtesy of the employees and making them able to stimulate confidence and trust to ensure assurance. They are not focused on selling products but rather on building relationships with customers. Moreover, according to Kahney (2019), Apple stands for privacy and security and the CEO Tim Cook states that privacy is a fundamental right. Customers can trust the company in keeping their data safe and private. Doing so Apple is avoiding privacy scandals and is building with its customers relations based on trust, while companies like Google and Facebook encourage customers to share their data to online platforms. 
Empathy is when customers receive individual attention, employees are focusing on personalized customer service, treating customers as unique and understanding their needs.   treating customers as individuals (Wilson et al, 2008). Apple cares about empathy. It makes their employees think about the problem from a customer perspective. And it cautious about that the employees are serving the customers the best and willingly. According to Gallo (2012), Apple employees are trained to use the APPLE five steps of customer service when approaching customers: a warm approach, understanding customer’s needs, come up with a solution to customers, resolve and listen for any concerns and with a farewell ending with an invitation to return. Apple is making their customers to feel special, appreciated and that their needs are the most important for the company. This is how Apple is gaining customers loyalty. 
Tangibles: representing the service physically. Organizations focus on the appearance of its employees, offices, equipment and images to give customers an excellent customer experience. According to Segal (2012), Apple stores were built by brilliant architects and designers, using only quality materials. An example is the Store on Fifth Avenue from New York, where floor tiles are brought from Italy, the stainless steel from Tokyo and the glass was designed in Germany. Apple stores are a standard in retail world and their goal is to provide an excellent customer experience. They are the physical representation of the brand and are characterized by simplicity, great design and high quality. 
[bookmark: _Toc18101081]Total quality management theory
Total quality management is customer-based practices and service-oriented methodologies which intend to improve quality and process. Deming 's total quality management (TQM) theory is a widely used theory in the world. Apple Inc uses Deming 's TQM theory to maintain its overall quality. In this theory, he identified some points of quality management with a system of profound knowledge. (Deming, 1986). Apple's managers believe that focusing on cost creates a problem.  Because quality deteriorates when costs rise (Sallis,2014). Apple is a customer-centric company that is why it maintains good quality to increase customer better experience. The company follows the points of quality management to manage customer expectations are given below-
Creating consistency of purpose - Apple Inc always sets a goal according to the requirement on its customers. The purpose of the goal and the company should be consistent. Otherwise, the inconsistency of purpose will lead to a misunderstanding among the employees and managers. Adopting new philosophy - Apple's managers and employees are like agile and innovative in nature. The researchers and marketers always look for developing new things that increase customer satisfaction in the competitive environment. If Apple depends on mass inspection, it will be a huge time-consuming. That's why different departments set own goal and accomplish the respective tasks in a synchronised way (Douglas,2015).
Aim for continuous production and service improvement - Apple aims for producing the highest-level quality products and give the best service to its customers. Quality is one of the most vital things that sustain customer loyalty. So quality is improved when products and services will be continuously improved. Bring in cutting edge on the job training - Apple is always concerned about training its top-level managers to the low-level employees. Hard and fast training rules and rigorous supervision impact quality management positively. 
Implementing cutting edge method of leadership - Leadership is considered as the brain of an organisation. Because all of the projects of the company are initiated by the top management leadership. Therefore, Apple follows cutting edge leadership method so that the effective initiative can be taken, and implementation of those project can be ensured. Steve Jobs created a corporate culture based on innovation and excellence and this is reflected to all employees from the organisation. 
Getting rid of quantity-based work goals - Apple's managers believe that goals should be quality based. It doesn’t matter that much that how many products are produced, but it does matters that the products or service produced and provided are of standard quality. Supporting pride of craftsmanship - Apple’s manager is fully responsive about craftsmanship. Because craftsmanship can innovate quality products design and a new way of providing service. Abolishing fear from the company, not awarding business based upon price, deconstructing departmental barriers, getting rid of quotas and standards are some points of management followed by Apple. Lastly, all these points of quality management should be supported by the top management structure (Petersen,2016). 
One example of the application of TQM at Apple is the former visionary leader – Steve Jobs. He was obsessed with perfection and he was involved in the smallest problems within the company to be certain that everything is according to his vision. He demanded excellence from all his employees. According to Lashinsky (2012), Steve Jobs is considered as being “brutally efficient”. However, he has been described as being tough with his employees, expecting them to reach difficult deadlines and firing employees when he was unsatisfied of their performance.  
Companies who are using TQM are treating employees with respect and dignity.   Apple have been criticised about the lack of diversity within the company. According to Lowensohn (2014), the first diversity report showed that 70 percent of Apple’s employees are men and 55 percent are white. Since then, Apple faced pressure from stakeholders to increase diversity within the company. According to Kahney (2019), one of Tim Cook’s core values – the actual CEO of Apple – is diversity. He believes that diversity can increase innovation, by bringing more experiences to the product development process. Consequently, Apple made some improvements. Recent data showed that 38 percent of employees are represented by women under 30 years old and unrepresented minorities are increasing in the company, counting 35 percent. (Apple Inc., 2019)
TQM encourage companies to offer training to its employees. Apple is using training programs for its employees. The employees from Apple Stores are continued trained and are using specific selling skills. Moreover, Apple is using for its suppliers “The Apple Supplier Code of Conduct” where the company sets standards for safe, respectful workplaces and environmental protections (Apple Inc., 2019) 









[bookmark: _Toc18101082]Recommendations 
Since Apple Inc is a multinational technology company, it should care about understanding and engagement of customer experience. Apple is known as a company which offers great customer experience. Building customer relationship is a challenge in this competitive era. Managers should be careful about the benefits and challenges of building and managing the customer relationship. Increasing customer value leads to customer satisfaction and loyalty. Apple can praise with very loyal customers. However, the company must be very careful to maintain the level of loyalty. Most of Apple customers are satisfied because of the high innovative products which the company is producing. Customers are expecting only high quality and innovative products. Apple should continue to launch innovative products in order to meet customers’ expectancies. 
Recent stories about how Apple Stores are unable to meet customers expectation can be found everywhere on social media. Customers are continuing complaining about long waiting times and super crowded stores (Tylor, 2018). It seems that overcrowded is a serious concern for Apple Stores. When the stores are full of people, the employees can not help customers in the way they have been trained. The company must renovate and reinvent the Apple Stores with larger ones, which could resolve the problem of overcrowding. Otherwise, the Apple experience will start to leave bitter taste to the customers which are entering its stores. 
Customers benefit more than cost, properly connected value proposition, effective value delivery network, high products quality and proper CRM help the company to enhance customer value. Managers should also be cautious about maintaining a quality process and management in the workplace. The SERVQUAL theory gives the direction of how a company should build up its quality modules and standards and how it can meet customers’ expectations. Total quality management theory of Deming helps the company maintain an overall quality system to manage customer expectations and centrality. The manager should follow the system of profound knowledge theory to exploit the advantages of quality control and customer value. 


[bookmark: _Toc18101083]Conclusion

Delivering excellent customer experience should be the focus of all companies. If the customers get a positive experience, they will become loyal, they will give positive feedback and reviews and complains will be reduced. A great customer experience can result in an increased loyalty, increased customer satisfaction and recommendations from customers. 
The report has been written is mostly about the understanding and engaging of customer experience. If the company can manage to increase customer value, then it will enhance customer satisfaction and loyalty. The manager should analyse the factors that influence customer engagement and experience. CRM is a tool by which a company sustain in the market. It is necessary to maintain a quality process system in the workplace for every organisation to meet customer requirements. Some aspects like quality modules and standards, management of customers’ expectations, customer centrality, customers service is needed to maintain customer satisfaction.
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