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[bookmark: _Toc96437519]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”.  Part B will consist of a literature review that has demonstrated two models that can help in managing relationships with customers. The models that will be described are The I.D.I.C. model and the P.O.D model. Part Two of this report will consist of an interview that is based on various advantages and problems of maintaining customer relationships. 

[bookmark: _Toc96437520] “Part One A. Examining the customer experiences of Apple based on various themes”
[bookmark: _Toc96437521]“1. Customer Touch Points”
Customer touchpoints can be considered as communication of potential customers or customers with firms in the past or in the present while he/she buys a product from a particular product. In other words, consumer touchpoints can be defined as points of communication between firms and consumers. These conversations between consumers and firms can occur at various locations and instances (Karpen and Conduit, 2020). There are various types of “customer touchpoints” that have been clearly mentioned and described below:
· “Firm developed touchpoints”: These touchpoints can be explained as well-planned texts that are developed and operated by the firm. Some examples of such touchpoints are promotion tools, packages, “assets” of the firm that are present in the firm’s websites. The website of Apple helps in creating such touchpoints.
· “Intrinsic touchpoints”: These are intrinsic in nature while making offers and these occur when consumers purchase products that have certain offers. Apple can have full or half control over such touchpoints.
· “Unexpected Touchpoints”: These are data that are not expected by brands and Apple in this case. Some examples are “mouth and viral” marketing or “word of mouse” interactions. 
· “Consumer initiated touchpoints”: Such touchpoints exist when consumers talk with the firm directly through mobile phones. 
“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.
 “Critically discussing 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”
In order to deal with customer touchpoints successfully, recognising all the interactions made with customers can be really 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. In order 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. 
[bookmark: _Toc96437522]“2. Consumer experiences and brand experiences”
Brand and consumer experiences both naturally emphasize on a particular area and that is the consumers in the market. The experiences of the firm’s brand help in catering to the main needs of the consumers whereas “consumer experiences” aids in guiding consumers through various transactions or communications with various employees of the firm (Kandampully et al., 2018).
“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. Focusing on both steadiness and investment is equally important (Grewal and Roggeveen, 2020). To develop a good trademark experience, Apple focuses on all the purchasing phases of consumers and the employees focus on experience the most as the factor to create a stable brand with many customers is creating a good trademark experience for customers.  
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).
“Critically discussing the impact of customer experience and brand experience on customer relationship management (CRM)”
For firms like Apple that focus a lot on improving their consumer experiences and brand experiences, providing quality services is crucial for maintaining the firm’s business. Firms like Apple are focusing a lot on customer experiences. Managing customer relationships can help a lot in providing insights by aiding to explain the journey of customers, recognizes “pain points”, and collaborate various functions of the business. These can help in producing various benefits such as it helps in designing the journey of consumers that can further help in transforming the experiences of consumers as well as reducing the expenses of operations that includes dealing with customers. Giving consumers the best consumer experiences helps in controlling all interactions with consumers (Signori et al., 2019).
Apple achieves this by adapting various consumer experience tools such as the “Customer Relationship Management” Software that helps in collecting valuable information about consumers and Apple uses this information to improve relations with the customers in the market. It also helps in allowing employees to make customer engagement streams and help the customers have a good experience while purchasing products. This can help a lot in attracting customers as it improves consumer experiences by providing an effective streamline that helps in boosting the number of sales. It also helps in adding revenue and helps to collaborate more. This lets Apple maintain brand as well as consumer experience. But there are some cons that must be considered such as this software depends on a particular setup which requires certain skills. To develop these skills, training costs can increase, and it can be a waste if the correct data is not gathered and it can lead to various management problems (Godovykh and Tasci, 2020).
“Recommendations regarding customer and brand experience”
Some recommendations for Apple have been clearly mentioned below:
· Empowering employees and helping them deal with customers can help a lot in improving experience.
· Valuing the viewpoints of the employees is very important and this can help in improving the teamwork of the employees from all branches of Apple all over the world.
· Embracing all-inclusive mindsets can help in improving consumer mindset too.
· Adopting various customer relation approaches can also help in improving the services that are provided to customers.
[bookmark: _Toc96437523]“B. 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.  There are various types of models that can be used by Apple to improve customer relationships and some of them have been clearly mentioned and described below.
[bookmark: _Toc96437524]“I.D.I.C. Model”
As per Komulainen and Saraniemi (2019), this model that was created by “Peppers & Rogers” helps in assessing the demands of consumers and their values to the organization’s business. The first stage of the model is recognizing consumer demands as Apple has been always focusing on consumer relation management and to do this the firm needs to know the demands and preferences of the customers. This can help Apple in creating new mobile devices and approaches that can help in attracting more consumers. For example, while identifying customers Apple conducted various market surveys to recognizes the consumer base for their mobile devices by knowing the markets where there is a huge demand for costly and efficient mobile devices. It found that the developed market that has a stable economy had more stable outlooks towards mobile devices that are expensive. Whereas the underdeveloped and developing economy markets had a less demand for Apple products which are a bit expensive. So, the firm has been trying to provide the best offers to the undeveloped regions such as the markets of African and most Asian countries. As per Gupta et al (2018), the second step of the model is differentiating the expectations of consumers as it is compulsory to fulfill the demands of the costumes, and this can be done by differentiating the consumer base into values and needs. This aids in preparing various approaches that help in meeting the main aims of Apple and consumer demands that can help in developing relationships among customers. 
Differentiating values aids to recognizes consumers that are reliable, and they can recognize the customer who they need to put more focus on. The feedback of the customers can be of great value for extending products in markets, it can also be used for increasing efficiency and performances and generating revenues. According to Mathayomchan and Taecharungroj (2020), distinguishing current consumers based on their necessities aids to promote strategies and products. For example, examining the consumers who provide value to Apple’s trademark, the firm made it clear it known that other customers also required efficient services as all the customers are equally important for Apple to maintain its customer base. The third stage of the model is interacting with customers as it is an important procedure to identifies the main demands regarding the mobile devices and other electronic gadgets that Apple provides. The communication related to the values and demands of consumers helps the employees to gather ratings and viewpoints of the customers. Apple always has its representative of sales and employees of customer care centers ready to find areas that can help in improving products based on the main feedback of customers. Over the years, Apple has used this stage to create consumer-focused electronic and digital devices.
The last stage of the I.D.I.C model is known as customizations that can help in meeting the demands of the consumers. According to Waqas et al (2021), after recognizing, distinctive and communicating with the consumers a stable plan can be developed for new approaches and goods customizations processes. For example, firms like Apple have known the requirement for customization from the feedback of consumers. The firm’s consumers demand a lot of improvised products, and this helps in making strategies based on the customer’s demands. The firm makes sure to provide some customizing leverages in all the firm’s annual reports. This model helps Apple a lot in providing stable frameworks through which the employees can interact with customers and focus on fulfilling their main demands and requirements. But there are some e limitations of using this model such as it requires subscription fees and there are continuous upgrades that are required to use this model. The customizing process can be complex sometimes and this can cause extra expenses. The I.T resources that are required are also costly and the software necessities also require money. Training staff also requires some amount of money but for a wealthy firm like Apple it won’t be a problem, but it can be a time-consuming process that can delay some activities of the firm in various global markets. 
[bookmark: _Toc96437525]P.O.D. Model (Product Oriented Delivery)
As per Wu and Gao (2019), this model was developed by “Jacco van der Kooji” and this model is very useful among teams and the framework of this model is the same as the lines in assemblies where all the individuals play a crucial role. But in the case of this model, instead of a single team, there are various groups who are assigned tasks based on a particular consumer group. This model helps in making use of the efficacy of assembly lines while assigning individuals in a particular manner. This model helps Apple to focus on the consumer base and this can be done by maintaining team diversity that further helps in reducing problems caused by the mistakes of employees. It helps the employees to increase flexibility while dealing with customers and it can help in various sales activities.  Some limitations of this model can be a challenging process to motivate all employees on an individual basis. Supplying products in groups cannot work efficiently sometimes due to alterations in the sale cycle. 
The sales team of Apple sometimes has a tough time assigning tasks to the sales team due to less team working opportunities. There can be differences among team members and as this model needs employees sharing the same purpose then various issues can occur. But if the right roles are assigned to employees, then these roles can be used in performing tasks and gathering various viewpoints from employees can be helpful for dealing with customers in the market. This can add value to the business of Apple, and this can help in developing hierarchy and power structure. This model can be very helpful for the management to assign tasks among teams, and this can ultimately help in increasing effectiveness and productivity of the organization. It helps employees to complement each other, and it helps them to collaborate more in an efficient manner. 
[bookmark: _Toc96437526]

“Part Two: Interview based on the discussion of the benefits and challenges of maintaining customer relationships.”
In this section, an interview has been developed to show various discussions regarding=ding maintaining customer relationships 
“What is the key to maintaining customer relationships?”
To maintain consumer relations, providing the best products and services to the customers based on their main demands and requirements of society. 
To provide the best services, what should a firm do?
To provide the best services, the firm must conduct research regarding the main demands of customers and looking at feedback and acting accordingly can help a lot in providing the best services.
What are the challenges faced while maintaining customer relationships?
While trying to maintain customer relationships, giving more offers to potential clients is compulsory. So, this can decrease the profitability of the firm. Maintaining relationships is a costly process and it surely does take a lot of time to interact with customers and reply to their feedback. Some feedback can be neglected, and this can alter the trust of the customers towards the company. Some demands of the customers are very hard to fulfill and not fulfilling those demands can lower the customer base instead of increasing it. 
What are the benefits of maintaining customer relationships?
It helps connecting with customers and it helps firms to choose potential clients and understand their demands efficiently. Maintaining customer relationships can also help in resolving problems of customers and creating a sense of trust among customers. This can help a lot in increasing brand awareness and improving the reputation of the firm among more new customers. 


[bookmark: _Toc96437527]Conclusion
Maintaining relationships with customers is only possible by communicating with customers, this report has demonstrated an examination of various consumer experiences that are faced by Apple. The two main sections that this report has focused on are “consumer touchpoints” and “consumer and brand experiences”.  Part B consists of a literature review that has demonstrated two models that can help in managing relationships with customers. The models that have been described are The I.D.I.C. model and the P.O.D model. Part Two of this report consists of an interview that is based on various advantages and problems of maintaining customer relationships. 
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