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Introduction 
To understand and engage in the consumer experiences, it is very important to know the various viewpoints and feedback of customers. This report will demonstrate an examination of various consumer experiences that are faced by Apple. The two main sections that this report will focus on are “consumer touchpoints” and “consumer and brand experiences”. In that I would like to open a critical discussion on the subject - the impact of customer touch points on Apple management. It’s essential to take a closer look at the “mapping and tapping” of touch points that have been used by the company and give some recommendations on what could be improved.  Assuming the first part is thoroughly detailed we must look at the Consumer vs. Brand experience to which I will again give recommendations.  While writing this project I have come across some critical literature on the way to improve customer relationship management and I would like to share my thoughts on the matter. 

“Importance of consumer touchpoints”

· Customer touchpoints can help in developing well-defined and efficient strategies by providing firms with data regarding all the interactions that the firm has with the customers.
· This can help Apple in developing business strategies that can fulfill the main requirements and demands of the customers.
· It also helps in increasing the R.O.I. or Return on Investment of “marketing”. When Apple tracks down touchpoints, it helps the employees in controlling consumption of resources that helps in generating better outcomes.
· It also helps in generating a good brand image in the market. 
· “Mapping and tapping” a consumer touchpoint can help in maintaining a good brand image by letting customers know about the various offers that the firm has been offering to the customers.

 The impact of customer touch points on customer relationship management (CRM)”

“Mapping and Tapping”
Before executing market strategies, it is crucial for Apple to have knowledge regarding where the firm and consumer react and how. It helps Apple in opening new ways that can help in developing more touchpoints. There are certain steps of the purchasing decision procedures and some of them have been described below:
Demands recognition
Developing advertisements and other approaches are utilized to develop demands by examining the main needs of the customers and their viewpoints too. 
Searching for data: The main perspectives of consumers try to discover data about the products of Apple and whether their main demands are fulfilled or not. The website of Apples and other data that is presented in online suits helps in making the consumers aware about Apple (Sahu et al., 2018).
“Evaluating substitutes”
After analyzing the products and offers of a brand, the reviews of consumers also play a very important part during the purchasing phase. 

Purchases
These touchpoints include the details of sales employees, packages, and other factors which have a huge impact on the decision of the customers. The packages and employees of the firm must be able to provide good services that can help in improving customer relations (Flavian  et al., 2019).
“Post Purchase”
“After-sale support” is a crucial component that can help to maintain the relation with customers and develop continuous sales.
“Recommendations”
To deal with customer touchpoints successfully, recognizing all the interactions made with customers can be helpful. This can help Apple to view experience of customers into three sections that are 
· “Before making purchases”: websites, review, listing of directories, on hold messages, I.V.R.s, etc.
· While making purchases:  Engagement of staff members, checkouts, design of showrooms, etc.
· After making purchases: Fulfilling orders, thanking customers, packages, survey etc. 
After analyzing the experience of customers, identifying the locations where consumers communicate with the firms and arranging their experiences in sequential order. Following some steps can be very helpful for Apple:
· Stage One: Make consumers more aware of the firm and make the consumers more familiar with the products of Apple.
· Stage Two: Decorating showrooms and making it attractive to the clients is also a very important step.
· Stage Three: Initiating sales: While consumers are in the stores of Apple, the employees must help and guide them during the initiation process by showing them various models. 
· Stage Four: After customers make a purchase, the employees must consider and make them satisfied that will allow them to visit again. 
Identifying all the touchpoints of consumers is important and interacting with them is also equally important. To improve consumer touchpoints, following some steps to emphasize on the brand experience of the customers have been clearly mentioned below:
· The conversations must be simple for the consumers to understand.
· The communication between the employees and customers must be related to the interest of consumers.
· The experiences that lead to communicating with employees must be able to fulfill the main requirements of the customers. 
· Providing value to the consumers is also very important. 


“Significance and suitability of consumer and brand experience”
“Trademark experience” is crucial as productive experience can help in facilitating better relationships, inspiring customers and it finally also helps in delivering outcomes. Successful brand experiences can help in revealing the distinction between being selected over a different trademark or losing a certain number of sales. Due to this, it is not hard to see why Apple tries its best to develop the best services and grab the attention of customers by developing a positive trademark experience. It is crucial to develop a stable and successful trademark for Apple as it helps a lot in improving interactions with customers. The main reason for such a successful brand is due to the firm’s trademark steadiness as it further helps in developing longer consumer relations and it also helps in increasing the trademark recognition of Apple. Apple should not make mistakes such as emphasizing all its assets on only some number of experiences and the firm must not forget about investments in consistency. 
Good consumer experiences are important to recognize the sustainability of Apple in various markets all over the globe. Good experience of customers helps in promoting loyalties of the customers, retaining consumers, and encouraging advocacies of Apple’s trademark. Nowadays consumers have more power than suppliers, which makes it more important to improve customer experience. Apple uses this experience of customers to differentiate its products and services from other competitors such as Samsung. Creating good consumer experiences can help in increasing consumer loyalties and it helps in ensuring that the firm will have long lasting relations with the potential customers of Apple. Creating a good customer experience helps Apple in selling a huge number of mobile phones and it helps in increasing the reputation of the firm’s business and even the negative review of a consumer can help in improving the condition of the firm’s business (Trischler et al., 2018).

[bookmark: _Toc111310286]Providing a critical literature review on two quality models that improve customer relationship management”
According to McColl-Kennedy et al (2019), “Consumer Relation Management” can be considered as a set of managing functions that helps in providing a foundation for developing and establishing stable relationships that last for a long period of time with customers. It also allows platforms that can help in organizing and synchronizing consumer services and it does help Apple by providing efficient technological support. This proves that the procedures of C.R.M is crucial for Apple and these tools help in gaining feedback from the consumers regarding mobile gadgets and services. To improve customer relationships, Apple must focus a lot on improving the quality of the product and services that the firm provides to its customers. Quality can be referred to the extents to which procedures, goods, services, and relations are free from issues and items that decrease the value for the consumers.  There are various types of models that can be used by Apple to improve quality and customer relationships and some of them have been clearly mentioned and described below. 
[bookmark: _Toc111310287]“Deming Theories of Quality”
According to Waqas et al (2021) , Deming’s theories of quality is one of the most significant models for improving customer relationships as it reminds the managers of Apple and various other firms that most business issues are systemic in nature. It also reveals that it is the role of the managers to focus on improving the system of Apple so that the workers of can conduct tasks efficiently. This theory helps the managers to know that better quality can lead to more productiveness. Following this principle of Deming’s theory has helped the firm to have a competitive edge over most of its competitors as the firm provides high quality products and this also improves the productivity and determination of the employees. The firm has been using this theory to improve quality that can help in increasing productivity as well as costs. It has been known that the products and services of Apple are very expensive, and this is mainly due to the huge costs that it requires to develop products. According to Wong and Headrick (2021), the firm must focus more on decreasing the expenditure as well as the price of Apple’s products. It must be known that Apple been able to make less mistakes and delays during the production and the marketing procedures and this has been possible by the help of Deming’s Theory. 
As per Komulainen and Saraniemi (2019), this theory helps the managers and employees to utilize time and resources more efficiently. It has been known that Apple has been able to provide the best quality products to the customers but there are many customers and individuals who think that the products of Apple are very costly for them. Though the firm provides the best quality products to the customers, it has not been possible to attract people who have financial issues and cannot afford to purchase an iPhone or an Apple tablet. It is very important to focus on quality and low price of products too as it can help them attain more market shares and provide a lot of job opportunities to the individuals in the market. Deming’s Theory of Quality also reveals that ninety per cent of the problems that the business faces must be handled and controlled by the management of the firm. The quality strategies of Apples help in comparing the defects of products and knowing their main reasons. This theory helps Apple in knowing the ways to deal with the defects that arise during the production as well as the marketing procedures of the firm. 
As per Adams (2018), it also helps the firm’s management and employees to be aware of defects and it is the habit of the management to solve problems as soons they arise to prevent further issues in the future. The Plan Do Check Act was developed by Shewhart and the one who made it popular was Deming who used it in his theory. The Plan Do Check Act is a cyclic procedure that helps the management to test the activities that can help in improving and make plans regarding the implementing procedures regarding a certain business, marketing, or business activity. When an employee or manager of Apple identifies a particular concept that can help in improving the procedures, this theory makes it compulsory for the employees to test the concept on a small scale before implementing the procedure or business concept. Testing the concept that will change the firm’s procedures on a small scale can help the staff members of Apple to become more familiar with the concept that has been discovered by a certain manager or an employee. The main steps of the P.D.C.A cycle used by Apple have been mentioned and described clearly below
According to Bagrova and Kruchinin (2021), the first step is to plan the main activities and other things that are going to change due to the new strategy, business procedures or any other activity of the firm. The second stage is to do it and conduct the activities on a small scale first. Then the management of Apple must focus on gathering and checking the new things that have been learnt during the first two stages of the PDCA cycle. The last step is to act on the activities that have been learnt by the employees and management of the firm. Focusing on continuously evaluates and improving the procedures of the firm has helped Apple a lot in improving its business procedures over the years. 
[image: ]
Figure No. 1: PDCA cycle
Source: (Bagrova and Kruchinin 2021).
As per Wu and Gao (2019), there are seven deadly diseases developed by Deming that may arise while using the model and it is the responsibility of the manager to focus on knowing the various risks that can occur while conducting business. Some of them have been clearly mentioned and described. The employees of the firm can lack constancies of purposes to develop plans, and this can have an impact on the long-term profitability of Apple. They can only emphasise on short-term profitability, and this can affect the competitive edge of the firm in the market. Job hopping can lead the firm towards losing some of the most efficient employees who have contributed a lot towards the well-being of the firm. The managers of Apple try to keep track of all the activities of the firm, and this can cause fear among the employees, and they may work too much to prove that they are efficient. This can develop competition among employees and the relationships among them can be hampered. Only focusing on visible figures and not focusing on other financial and marketing data can hamper the effectiveness of the management as well as the firm in the market.  There can be a huge increase in medication and liability expenses of the firm, and this can have a huge effect on the performance of Apple in the global markets. 
As per Adawiyah et al. (2020), there are certain factors that Apple uses to avoid the above problems that have been mentioned above and the first step is to develop constancies of purpose that can help in improving products and services of the firm. The management of Apple tries to create plans that have helped in maintaining the sustainability and competitiveness of the firm in the market. The management must focus on preventing mistakes while adapting new philosophies and strategies within the firm. The management must utilize inspection as a data-gathering tool only and these data must not be used to blame workers even if they do make mistakes. The management of Apple tries its best to make employees realize the mistakes that they have been making without being blamed at. The firm must focus more on improving not only quality but also the values, speeds, and long-term relationships of Apple. The management must focus on lot on improving the systems of Apple on a regular basis and come up with new plans that can help in improving the productivity and skills of the employees. Providing regular training to the employees especially regarding the new trends and changes within the firm can help in improving the efficiency of the employees.  The managers must focus on using the latest supervising methods and they must focus on being leaders instead of acting as dictators among the employees. 
As per Gupta et al. (2018), developing a stable environment has helped the employees of Apple to make significant contributions towards the firm and motivate them to improve their efficiency. Respecting all the employees and treating all the employees equally can help in increasing trust among the employees of the firm. The managers must appreciate the tasks that have been conducted by the employees of the firm. Eliminating slogans, numerical aims, working standards can help in improving the relationship with employees. Motivating employees and being a role model has helped the managers improve the productivity of the employees as well as the manager themselves. Communicating all the goals of the firm to the employees and not blaming employees for mistakes can also help in developing a stable work environment. Conducting programs regarding self-improvements can also help in motivating employees efficiently.
[bookmark: _Toc111310288]“Crosby’s Cost of Quality”
According to Murumkar et al. (2018), the author of this theory has argued that firms should emphasise on the main necessities of the employees that can help in preventing any further issues or defects. According to Crosby, quality can be considered as conformances to necessities and non-quality can be considered as non-conformances. Apple knows in order to improve quality, finances are very important, and the firm has been able to become aware of this because of using the Crosby’s cost of quality.  The management makes it clear among the workforce that not attaining more money can lead to the increase in expenses of the firm. When Apple launches a new product for the firm time, quality can be considered as free, but the management ensures that the firm only develops good quality products to prevent any further expenses that can be created due to low quality of products. According to Crosby there are “four absolutes of quality management” and the first factor that the management of Apple focuses on is that quality signifies conformance to necessities, not goodness. To improve quality, the management must take precautions and remove all the threats that are present within the systems.
According to Alglawe et al. (2019), the management guides the employees if they have been making a lot of mistakes and they guide them efficiently. The employees of Apple try to perform in such way that can lead to the production of zero-defect electronic devices. The firm tries to measure quality as per nonconformance and not according to index. The main factor that the firm focuses on is to develop products that have high quality, and they try to make no mistakes while developing products and try to develop these products without any errors to avoid further expenses. 
[bookmark: _Toc111310289]Conclusion

While doing this report we have found that it would be ideal for any company to empower and help their employees to improve customer experience. For that to be accomplished a manager should value their subordinates’ viewpoints to improve teamwork between them and across all Apples branches. Apart from that the company should embrace an all-inclusive policy which would bring in more selling opportunities as much as it would enhance the customers mindset as well. On top of that Apple should be open to implement new ways to communicate with their customers to give them a better understanding of the product while also providing better “customer care”.
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