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Apple Inc. Quality Systems and Customer Relationship Management
Apple Company Inc.
iPhone maker Apple Inc. is one of the world's largest corporations, specializing in developing and distributing consumer goods, software, and other internet services. Apple Inc. (Dwivedi et al., 2020). was founded in 1976 and is established in Cupertino, California. Based in California, USA, it is a global corporation worldwide. Steve Jobs, Steve Wozniak, and Ronald Wayne are the company's founders. Since its inception in the manufacture and sale of computer hardware and software, Apple has grown to include many industries. Apple is currently among the largest smartphone manufacturer globally. The company operates nearly 500 retail outlets worldwide and employs almost 120,000 individuals. Product innovation, a "cool" perceived brand, and client evangelism are all skills that Apple has mastered better than anybody else. Apple is one of the most well-known technology companies of all time and one of the Big Five in the technology sector (Butt, 2022).  Apple's best-known products are the iPhone, Macbook, iPad, and Apple Watch. Retail, software and services, hardware, cognitive computing (AI), customer support, and design are just a few examples of services available today. Apple also offers services like Apple Music, which launched in June 2015, and Apple Tv, which will launch in 2019. There are several instances of these services, like Apple Music and Apple TV. Apple also provides products and services that are specialized in specific areas, including schools, commerce, national healthcare, and government (El Keshky et al., 2020). Since its founding, Apple has purchased and invested in several high-profile businesses. Its capacity to participate in such firms, which have greatly enlarged its range of technical solutions, supports its dedication to innovation. This paper critically examines how factors such as COVID-19 have impacted Apple Inc.'s top-notch systems and procedures for clients and techniques about how the corporation can deal with a new environment and accomplish its business goals through the establishment and improvement of good relationships with customers and



Apple Inc. marketing Theory
Apple marketing mix
 The four pillars of Apple Inc.'s marketing mix (Möller & Halinen, 2020) outline how the company responds to the global world of digital technologies, consumer products, and internet services. To put a marketing plan into action, you'll need a combination of tactics and strategies known as the marketing mix. The main focus is on the 4P variables of the marketing mix (Product/Place/Promotion/Price). Apple's operations necessitate a marketing strategy that is specifically geared to the company's technological nature. For instance, the corporation's 4Ps include international activity in the mobile industry, the information management market, online services, and the digital streaming sector. In addition to Amazon, Dell, Lenovo, Google, Samsung, Sony, and PayPal, Apple Inc. competes against Microsoft, IBM, and Intel. Known for their aggressive product and marketing operations, these competitors have a reputation. Consequently, Apple has created a range of techniques that are similar to those used by these other corporations in their marketing mix.
The marketing plan and marketing mix for Apple Inc. is developed using a premium branding technique. Capitalizing on your premium product while also ensuring that all four Ps help to maintain a positive brand image over time is what this strategy is all about. Think of Apple, whose products' costs are in keeping with the trusted product it symbolizes and the associated consumer perception that they represent outstanding value to the consumer quality. The company's strong profit margins can be maintained as long as it responds to the market quickly and appropriately using the 4Ps (Gupta & Prinzinger, 2019). Having these parameters in place helps Apple Inc. achieve its stated goals and vision.
Product in Apple Inc.'s Marketing Mix
 This element of the marketing mix has a significant impact on the success of a firm. Apple's products and services fall within the umbrella of information and communications technology (ICT). The company's product line is always increasing, therefore this 4P element may one day cover non-IT products (Key et al., 2020). This section lists the most important product categories offered by the company: It's possible to use Apple iPhones and Macintosh as well as apps, gadgets, and virtualized services on the go.
Both Apple's organizational structure and these manufacturing lines are tied to the company's human capital and commodities segmentation practices. Macs come in a variety of sizes to meet the needs of customers in a variety of markets. Even though Macintosh devices are well-known for their versatility, other mobile devices, such as the iPod touch, iPhone, and Apple TV, may also perform similar functions (Okusolubo, 2022). Manufacturing of consumer electronics has a close relationship with this marketing mix element. According to the company's strategic techniques, the Digital Content product line includes digital music, videos, publications, and games. When it comes to Apple Inc.'s digital streaming products and services, there is a wide range of options. Customers may store and access their cloud data with Apple's four-pronged strategy, which includes cloud-based devices and services like the iPhone for iCloud. The production planning growth technique is used to develop the products in this 4Ps section. As Apple Inc. has evolved from a software firm to a more diversified enterprise with a major concentration on data technology, it has become increasingly vital to its success.
Place in Apple Inc.'s Marketing Mix
This marketing mix component covers selecting appropriate locations or venues for distributing a company's products (Key et al., 2020). Apple Inc.'s business case includes company-owned sites and third-party distributors who the corporation has authorized to distribute its products to end customers worldwide. As part of Apple's distribution strategy, the following locations are covered: Local Apple Storefronts; company-owned websites and online stores for desktop and mobile devices; authorized dealers; telecommunications companies It is a subsidiary of Apple Inc. that maintains physical or brick-and-mortar stores where customers may purchase the company's products and related products from other manufacturers. Examples include MacBook units and accessory products from other firms available. Apple's website and its online stores for desktop and mobile devices provide additional purchasing options. 
On the company's website, customers can place orders for consumer electronic items. Mobile and desktop digital materials such as apps, music, movies, and other digital media content are available in online retailers like the App Store and the iTunes Store. Including online distribution channels in this marketing, mix component helps maximize the product's reach to a global audience (Gupta & Prinzinger, 2019). As part of its distribution strategy, Apple Inc. also includes authorized resellers. They have outlets in several strategic places, such as shopping malls in various markets worldwide, where they offer their products. Large retail companies such as Walmart and Target are among the vendors. Some approved resellers use Amazon.com seller accounts to sell products in addition to their retail businesses. Apart from that, Apple is working on partnership agreements with various telecom companies such as Verizon, AT&T, and Sprint that will allow them to include iPhone units as an option in some of their communication services packages available to members in local and regional target markets (Heracleous & Papachroni, 2016). As a result, Apple's marketing mix is complete, taking advantage of online and offline distribution channels to maximize sales.
Promotion in Apple Inc.'s Marketing Mix
This aspect of the marketing mix determines the communications methods that a firm will employ to attract more comprehensive customers (Key et al., 2020). Apple Inc. advertises its products through various communication channels and third-party organizations. As part of addressing this 4P factor, the organization highlights the premium brand image and high-quality product offerings (Möller & Halinen, 2020). Apple employs several communication strategies in its marketing mix, including the following: Marketing, personal sales, sales promotion, and public relations are all examples of marketing strategies. In addition to advertising on websites such as Google's digital ad network and technology news websites, Apple Inc.'s marketing mix includes sponsorships and promotions. Apple has signed advertising and promotion deals with several well-known websites to advertise and promote its products. 
Additionally, the corporation employs personal selling techniques from Apple Store personnel that provide product-specific information to entice store customers to purchase at their location. This part is also included in the 4Ps because it involves sales promotion, often carried out at Apple Stores and authorized reseller locations (Grönroos, 2017). For example, some retailers sell previous models at a discount when purchased with large or expensive products. Furthermore, the corporation uses public relations to improve the company image. For example, Apple Events, leaks of new features, newspaper articles, and exclusive interviews are all meticulously planned and performed to maximize positive performance. In addition, the corporation is involved in several programs, which focus on increasing formal education outcomes while also marketing the company and its products and services. These initiatives are tied to Apple's corporate social responsibility plan and the company's stakeholder management initiatives. The company meets this part of the marketing strategy by employing communication strategies related to the company's need to reach more customers around the world.
Prices and pricing strategies in Apple Inc.'s Marketing Mix
  Defining a company's pricing points and price ranges is an important part of the marketing mix because it affects the cost of its items. Apple Inc. uses the following pricing strategies (Okusolubo, 2022): Commercial and freeware service pricing models are examined. It is common practice to charge a premium price for premium products. As a general rule, a surcharge is a supplementary sum that is added to the ordinary or usual price. This is because of Apple's premium pricing strategy, which leads to high product prices for the company products. On either hand, cellphones like the iPhone sometimes cost more than Samsung devices. Increased profitability can be achieved by charging a higher price. Although Apple Inc.'s SWOT analysis identifies high costs as a weakness, the company uses high prices in combination with brand marketing and development to increase its competitive advantage. It's a winning formula that ensures a competitive edge. Apple's corporate culture supports and fosters creativity.
Freemium and premium pricing models are also used by the business. This method combines paid and free pricing into a single strategy. Certain Apple Inc. goods are available for free, but consumers must pay a subscription for more, extra sophisticated, or stronger features thanks to the company's freemium pricing model. According to Möller and Halinen (2020), the iCloud storage offered by Apple Inc. is free of charge. Customers, on either hand, must pay a monthly fee to expand their storage capacity. The high-end logo and branding [image: The Covid-19 Outbreak Has Erased Nearly $460B Of Big Tech's Market Cap | CB  Insights Research]
Figure1; Graphical Representation of Apple Stock Price, source (Okusolubo, 2022)

Internal and external factors that influence Apple Inc.'s quality systems and controls for customers
COVID 19 Pandemic
Following the widespread COVID-19 coronavirus pandemic, which affected nearly every country globally, Apple's gadget manufacturing commercial sales suffered significant setbacks. After spreading throughout the United States and other countries, the virus has caused some manufacturing and supply issues that have led to exclusively online services (Rayna & Striukova, 2016).  Closing stores and running on shorter hours, government-imposed travel restrictions and curfews, and the public's fear of getting the coronavirus in public places contributed to a major decrease in foot traffic, which had a considerable impact on Apple's sales around the world. Apple's factories remained operational during the pandemic (Butt, 2022). Still, restrictions on travel from significantly damaged areas in affected countries enforced quarantines, and low employee return rates caused delays in the factories' ability to ramp up to full production capacity. Some factories were forced to close due to outbreaks in new nations.
High Competition
 On multiple fronts, Apple is facing competition. A vast product selection, while reducing the likelihood of anyone's product failing, also boosts Apple's rival, Zhang (2020). Competitors include Dell, Hewlett-Packard, Acer, and Toshiba in the computer industry; in the smartphone industry, competitors include Google, HTC, and Samsung; in the tablet market, competitors include Amazon, Microsoft, and Amazon; and in the online storage market, competitors are Microsoft, Google, and Amazon (Parayitam et al., 2020). Contrary to popular belief, competitors are working hard to catch up to Apple. When it comes to smartphones and other mobile gadgets, Amazon, for example, is a formidable competitor. This includes the 7-inch Android Kindle Fire tablet, which offers a wide range of apps, ebooks, music, movies, and cloud services for an affordable price. The $199 fee is $300 less than the lowest-cost iPad model.
Many other manufacturers, such as Asus, Acer, and Samsung, offer Android-based tablets at substantially lower prices than the iPad. Microsoft has also unveiled the Surface, a Windows 8 tablet that appears to be on par in terms of performance with the iPad (Heracleous & Papachroni, 2016). Software, music, ebooks, and cloud services offered by Google are key competitors to Apple's offerings. Consumers can now make use of the Android operating system's enhanced functionality thanks to the high number of smartphone and tablet manufacturers that have chosen to use the Android operating system.   Companies like Apple and HTC can release new devices far more quickly than Apple, with new devices being released once a year (Butt, 2022). There is a possibility that Apple will re-evaluate if its complex system is the most effective method to competitive advantage in the market.
Quality of the Product
Apple's reputation is built on the quality of its products so any missteps can result in significant marketing problems (Dwivedi et al., 2020). Because many new items are produced each year, it can be challenging to spot faults before introducing new products. Following Apple's iPhone 4, customers began reporting reception issues caused by antenna disturbance when explicitly holding the phone. Public relations experts have slammed the corporation for its apparent lack of urgency in dealing with the crisis. Apple provided free bumpers and cases for a short duration upon Consumer Reviews' recommendation not to endorse the iPhone, which helped improve reception issues. Even while thousands of consumers were still able to purchase Apple products, the issue raised concerns about the company's capacity to consistently provide high-quality products.  
Intellectual Property
It seems logical for Apple to secure its technology from theft, given the number of items it publishes each year. To prevent other companies from copying Apple's ideas, the company is vigilant about protecting its proprietary information (Grönroos, 2017). Copyright and patent lawsuits have been registered by a wide range of technology businesses, from Apple to Franklin Computing Company to Microsoft to Cisco and Samsung to HTC. Another option is to take Apple to court. Digital image technology company Kodak has sued both Apple and Research in Motion for allegedly infringing on one of its patents. After Kodak accused Apple of violating its patents, Apple filed a countersuit against the corporation.
According to a lawsuit, Apple purchased the iPad trademark by creating an illegitimate organization to acquire the trademark without disclosing its purpose before purchasing it. To settle the claim, Apple promised to pay $60 million (Gupta & Prinzinger, 2019). Apple has taken legal action against several well-known companies to protect its patents. As a result, Apple filed a lawsuit accusing Samsung of infringing on its patents by copying the design of its iPad and iPhone for use in its products. In 2012, Apple prevailed in a major court case against Samsung. The jury handed Apple slightly more than $1 billion in damages after finding Samsung guilty of copying features from the iPhone.
Apple has also filed a lawsuit against HTC, a Taiwanese smartphone manufacturer that makes handsets that run on the official Android operating system (Key et al., 2020). HTC was accused by Apple of copying several iPhone features covered by Apple patents. HTC was prohibited from selling products across the Country that violated Apple's patents as a consequence of Apple's success in the dispute. Not only did this case highlight how well-founded Apple's patent claims were, but it also helped strengthen intellectual property protections for all technology firms. Whether Apple is going after companies because it believes they have infringed on its patents is a mystery. It's also possible that the company is doing this to get an advantage over its rivals (Heracleous & Papachroni, 2016). Apple's aggressiveness may appear excessive, but businesses that fail to establish boundaries and protect their intellectual property run the risk of their competitors reproducing it and using it to expand market share. 
Apple Inc. and its Customer's Privacy
Apple is also concerned about the security of its customers' personal information. It was revealed in 2011 that certain aspects of Apple's and Google's smartphones capture data on the location of the phone's user (Key et al., 2020). Many customers and government officials viewed this as an invasion of their right to personal information. Customers will be able to disable these features on their phones, according to the announcements made by the relevant companies. The opposite was true for Apple devices, which continued to gather location data after the user turned off the feature. Apple blamed the issue on a software problem, which was eventually rectified by a software update. Several government leaders oppose Google and Apple's data collecting practices. Apple and other cell device manufacturers could face major consequences if the government determines to establish legislation to safeguard mobile privacy. 

The systems that support Apple Inc.'s Quality Processes
Ensuring excellent products to the customers is the primary objective of Apple Inc. Apple quality processes are essential aspects of the iPhone international facility management and decision-making area because they emphasize and stress quality control and standards, among other things. Controlling products and services to ensure they meet a high standard is an important part of the quality process. By adhering to company policies, errors and faults are less likely to occur. Key activities and outcomes are the primary focus of this effort to bring attention to organizational quality (Möller & Halinen, 2000). As a result of this, Apple's iPhone functions well from beginning to end, and it keeps essential product segments for its customers. Apple Inc.'s top leadership standards include product design, retailing, production, and market control. To ensure and demonstrate a thorough strategy for enhancing its performance standards, it concentrates on capital development, stocking high, and registering its designs (Okusolubo, 2022). Apple can keep a contented and productive workforce because of the quality control measures in place. Communication is a tremendous motivation for employees, whether it is in the form of a public conversation or a high-profile conference.
Consistency
Apple's products are all built on the same fundamental framework. This uniformity allows buyers who already own Apple devices to know what they will be getting when they make purchases before making a purchase (Rayna&  Striukova, 2016). They are confident that they will be able to quickly adjust to new gear, which increases their likelihood of making a repeat buy. When it comes to Apple devices, the average Customer is unlikely to have much involvement with the firm. If something goes wrong, the Customer will have no reason to contact an iPhone customer-service representative. The iPhone created an opportunity for Apple to become far more involved, like how the iPod was administered through iTunes. When using a phone, communication gets more complex. You must consider billing issues, the quality of wireless service, contracts, and various other elements that frequently cause client dissatisfaction with a company.
Service and goods design, process and capacity design
Apple Inc. routinely outperforms its competition when it comes to innovation and creative structure. An ever-growing number of teens and adults are purchasing Apple Inc. iPhones, which has allowed management to launch their unique iPhone items and become more competitive with other industrial appliance and manufacturing companies. iPhone designers at Apple Inc. are regarded as the best in the business and loyalty (Key et al., 2020). Early drawings and new products are employed to include the latest iPhone ideas. For this startup, pixel-perfect prototypes and iPhone production are used. Apple's quality control is very strong in this area. Specific to their one-of-a-kind iPhone product and engineering development maps shared by engineers, their ANPP approach is focused on their ANPP method. Several different organizational components and design professionals manage Apple's iPhone design process. Peer design meetings are held by both the global product manager and the engineering product manager, who is in charge of the production details to secure the best possible outcome and high-quality products. 
As a result, the success of Apple Inc. can be attributed to this industry. For example, an iPhone Hardware Engineer and a senior vice president in charge of the design and engineering divisions are involved in the production and marketing of the iPhone. Coordination highlights Apple's correct corporate structure where system contact is essential to ensure that the output is quite successful and obtains superior innovations. Apple's operational sector, encompassing design and development, utilizes its entire staff to the fullest extent possible in terms of capability and project planning (Okusolubo, 2022). Apple's "Providers Code of Conduct" assures that suppliers that want to boost innovation are adhering to the company's standards. Maximizing capacity and simultaneously improving process efficacy are both attainable with this approach. As an outcome, iPhone makers view this concept as a key operational and strategic decision-making area for their products. This will immediately improve their company's productivity and quality of their day-to-day work. Additionally, the company's human resources department ensures that most iPhone developers are supported. To sustain quality management standards, Apple engages with efficient and competent providers to sell components for their iPhones. 
Apple Inc. Anti-competitive behavior
Apple Inc. has been embroiled in a controversy over its decision to prevent iPhone owners from using Google Voice by not including it in the design layout of their device. Apple stated that the Google speech applications were modifying their functioning as a reason for declining to adopt the Google voice applications (Butt, 2022). After the Google installation was completed, no voice messages were routed through the iPhone's "Native application visual voicemails," but the Google program was running on the consumers' devices. In this way, there was much debate all over the place. The Federal Communications Commission launched an investigation into Apple's decision to restrict their user's ability to download the Google Voice program from the Apple store. The intensity of this debate was strong as a result.
When it comes to the business marketplaces, Apple Inc. includes additional information about its business culture, staff, and photographs to grab the attention of more prospective consumers. It constantly updates its website with information about its products, newest innovations, and new launches to better understand its customers' needs and to anticipate future business markets(Rayna & Striukova, 2016). With the vision being more concise, Apple has made some changes. Instead of going into detail about its principles and views, it has condensed its company objectives to make things easier for the company to understand, assimilate, and apply them in their everyday work responsibilities (Zhang, 2020). The company has developed goods that combine Apple quality control, process design, and capacity design to gain new customers and expand its target market. These products will make technology simple for people. New items at reasonable rates from companies like Samsung, Xiaomi, LG, and Nokia are released daily. Apple Inc. has implemented a new pricing approach to make its products visible, appealing, and accessible.
Varied product and Completeness
 	Even though many consumers are not ready to purchase an Apple computer, they are prepared to give products such as the iPod or iPhone a try. Apple offers an opportunity for new people to be exposed to the company by providing items that have lower entry costs to the market (Parayitam et al., 2020). They are more inclined to consider purchasing an Apple laptop if they are satisfied with their current devices. Apple Inc. is a firm that has obsessive brand loyalty among its customers. On the other hand, this brand's success is not the product of dumb luck or forces beyond Apple's control; instead, it is a well-thought-out strategy to offer good products while cultivating an Apple culture.
Media fodder and Quality Education
Apple is a topic that many media sources, particularly bloggers, are enthusiastic about covering since Apple has made it so simple to do so. Apple's products are meant to be used in conjunction with one another. If you purchase an iPod, you will be able to download songs through iTunes. Apple is responsible for most Mac programs used by the average user. Increased control over the complete user experience increases customer satisfaction and retention, from software to hardware. Apple users are rarely required to look outside the company for the solutions and products they need. Apple transforms classrooms into showrooms by making sales to Primary and secondary education and higher education institutions (Möller & Halinen, 2020). If students use Apple products throughout their academic careers, they get familiar with the interface and the superior performance the brand provides. Apple attracts clients before they are even aware that they are customers by generating this early exposure to their products.
Products that deliver an attractiveness
Apple carefully examines what people are searching for, resulting from considerable research and outstanding product design (Okusolubo, 2022). Following rigorous planning, the company's outstanding customer satisfaction percentages can be attributed to this. It's that simple: products that are both durable and easy to use make your consumers happy and encourage them to purchase other goods from clients in the future. Apple makes the products accessible and appealing in various ways, including packaging, visual design, and the user interface experience. Every time a client uses an Apple device, bright colors, a friendly emblem, and excellent hardware remind them that what Apple offers is enticing.
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