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1. Introduction
Customer Relationship Management (CRM) is an important strategy that helps organisations build strong customer relationships by understanding customer needs, improving communication, and increasing satisfaction and loyalty. Businesses now focus not only on attracting new customers but also on retaining existing customers, as loyal customers can support long term success through repeat purchases and recommendations (Navarro et al., 2021; Gazi et al., 2024).
The optical retail industry is highly competitive, with customers expecting professional eye care, personalised services, and convenient experiences across both online and in-store channels. Businesses must provide efficient and consistent services to meet changing customer expectations and remain competitive (Roggeveen & Sethuraman, 2020).
Vision Express is a leading UK optical retailer providing eye examinations, glasses, contact lenses, and other eye care services. The company focuses on customer satisfaction through professional expertise, quality products, and personalised support.
This report analyses Vision Express’s CRM strategy and evaluates how it manages customer relationships throughout the customer lifecycle. It examines customer acquisition, retention, segmentation, service quality, and customer value. The report also provides recommendations to help improve customer relationships, increase loyalty, and support long term business growth (Navarro et al., 2021; Gazi et al., 2024).







2. Organisation Overview
Vision Express is a well known  UK optical retailer providing eye tests, prescription glasses, contact lenses, sunglasses, and hearing care services through its stores and online platforms. The company has built a strong reputation by focusing on professional eye care, quality products, and customer service.
The optical retail market is highly competitive, with growth driven by increasing demand for vision care, an ageing population, and technological developments (D, 2025). Customers now expect convenient booking, personalised services, professional advice, and smooth experiences across both online and in store channels. To meet these expectations, Vision Express uses digital services such as online appointments and customer communication tools.
Customer relationship management is an important part of Vision Express’s strategy. The company collects customer information from appointments, eye examinations, purchases, and aftercare services to provide personalised support and improve customer satisfaction.
Maintaining consistent quality is essential because Vision Express provides both healthcare and retail services. Staff training, professional standards, customer feedback, and quality checks help ensure customers receive reliable service.
However, Vision Express faces challenges from online competitors, changing customer expectations, and increasing competition within the optical retail market (6Wresearch, 2025). By improving technology, service quality, and customer relationships, the company can continue strengthening customer loyalty and maintaining its competitive position.





3. Customer Centrality and Customer Focused Strategy
Customer centrality means placing customers at the centre of business decisions by understanding their needs, expectations, and experiences. A customer focused business aims to create positive experiences and build long term relationships rather than only focusing on sales (Fader, 2020). This is important for Vision Express because it provides eye care services as well as optical products, meaning customers need to trust the company with their eye health.
3.1 Understanding Customer Needs and Personalisation
Vision Express uses customer information collected through eye tests, appointments, purchases, and aftercare services to better understand customer needs. This allows employees to provide more suitable advice and recommend products based on individual requirements. For example, customers who spend long hours using computers may need different lenses compared with customers who mainly use glasses for driving or reading.
Personalised services help customers feel valued and improve their overall experience. By understanding customer preferences and previous interactions, Vision Express can create stronger relationships and increase customer satisfaction.
3.2 Improving Customer Experience and Engagement
Vision Express focuses on making the customer journey easier through online appointment booking, reminders, and digital services. These tools allow customers to access information and manage appointments more conveniently. The use of technologies such as AI chatbots and automated support can further improve communication and service efficiency (Wagobera Edgar Kedi et al., 2024).
Customer feedback through reviews, surveys, and complaints also helps Vision Express identify areas for improvement. However, the company must balance customer needs with business objectives. If customers feel employees are focused mainly on selling expensive products, trust may decrease. Therefore, recommendations should always be based on customer needs.
Overall, customer centrality helps Vision Express strengthen relationships by providing personalised services, listening to feedback, and improving customer experiences. By maintaining a customer focused approach, the company can increase loyalty and remain competitive in the optical retail market.




















4. Customer Segmentation Strategy
Customer segmentation means dividing customers into groups based on their needs, behaviours, and characteristics. This helps businesses understand customers better and provide more suitable services (Naim, 2023). For Vision Express, segmentation is important because customers have different eye care needs and buying behaviours.
4.1 Customer Demographic and Lifestyle Segmentation
Vision Express can use demographic segmentation by considering factors such as age and customer needs. Younger customers may prefer affordable glasses, contact lenses, fashionable frames, and online services, while older customers may require regular eye tests, specialist lenses, and additional support for changing vision needs.
Lifestyle segmentation is also important because customers’ daily activities influence the products they require. For example, office workers may need lenses suitable for computer use, while active customers may prefer comfortable and durable eyewear. Customers interested in fashion may choose designer frames and premium products. Understanding these differences helps Vision Express provide more personalised recommendations.
4.2 Customer Behaviour and Value Segmentation
Vision Express can also segment customers based on buying behaviour and service needs. Some customers may only visit when they need new glasses, while others regularly purchase contact lenses, attend eye tests, and use additional services. Regular customers are valuable because they are more likely to continue using the company’s services. Customer profiling and data analysis can help businesses identify customer patterns and create more personalised services (Kasem et al., 2023).
The company can also identify customers who prefer premium products, such as advanced lenses or designer eyewear. However, recommendations should always focus on customer needs rather than only increasing sales. Customer information must also be managed responsibly to maintain trust and protect privacy. Using customer data effectively can help businesses understand preferences and improve decision making (Theodorakopoulos & Theodoropoulou, 2024).
Overall, customer segmentation allows Vision Express to understand different customer groups and provide better services. By using demographic, lifestyle, and behavioural information, the company can improve customer satisfaction, strengthen relationships, and increase long term loyalty.




















5. Customer Lifecycle Analysis
The customer lifecycle explains the different stages customers go through when developing a relationship with a business, starting from their first interaction and continuing until they become loyal customers. Effective management of each stage helps organisations improve customer satisfaction, increase retention, and build long term relationships (Mar & Armaly, 2024).
5.1 Customer Acquisition
Customer acquisition is the first stage, where businesses attract new customers and encourage them to use their services. Vision Express attracts customers through online advertising, social media, NHS eye tests, promotions, and online appointment booking. These methods make it easier for customers to access services and create an initial positive experience. However, relying too much on discounts may attract customers who are only interested in low prices. Therefore, Vision Express should focus on attracting customers who value professional eye care and quality service, as these customers are more likely to develop long term relationships (Mar & Armaly, 2024).
5.2 Customer Onboarding
Customer onboarding begins when a customer first visits Vision Express for an eye test or purchases eyewear. This stage is important because the first experience can influence future customer decisions. Vision Express supports onboarding through professional eye examinations, trained staff, and personalised advice. Customers need to feel confident that their eye health is being managed properly and that they are receiving suitable recommendations. Maintaining consistent service standards across all stores is important because differences in staff support, waiting times, or communication can affect customer satisfaction (Mar & Armaly, 2024).
5.3 Customer Retention
Customer retention focuses on keeping existing customers and encouraging them to continue using the company’s services. Vision Express supports retention by maintaining customer records, sending appointment reminders, providing aftercare services, and keeping communication with customers. These activities help customers feel valued and encourage repeat visits for eye tests, glasses, and contact lenses. Retaining existing customers is important because loyal customers often provide more long term value than customers who only make a single purchase. Strong retention strategies can reduce customer turnover and improve loyalty (Cudby, 2020).
5.4 Customer Development
Customer development involves increasing the value of existing customer relationships by understanding customer needs and offering suitable products and services. Vision Express can develop customer relationships by recommending products such as premium lenses, designer frames, contact lenses, and hearing care services. Using customer information, such as previous purchases and lifestyle needs, allows employees to provide more personalised recommendations. However, recommendations should always be based on customer requirements rather than only increasing sales, as trust is essential in healthcare related services (Mar & Armaly, 2024).
5.5 Customer Loyalty and Advocacy
Customer loyalty occurs when customers continue choosing Vision Express and recommend the company to others. Loyal customers are valuable because they are more likely to make repeat purchases and share positive experiences with family and friends. Vision Express can strengthen loyalty by providing reliable eye care, professional advice, good customer service, and effective aftercare support. Positive customer experiences can increase trust and encourage customers to become advocates for the brand through reviews and recommendations (Chauhan, 2023).
5.6 Critical Evaluation
Overall, Vision Express manages the customer lifecycle effectively by combining professional services, customer information, personalised support, and digital communication. The company’s main strength is its ability to build trust through face-to-face interactions with trained optical professionals. However, challenges remain, including competition from online eyewear retailers, changing customer expectations, and maintaining consistent service quality across all locations. To remain competitive, Vision Express should continue improving digital services, customer communication, and personalised experiences. Effective customer lifecycle management will help the company increase satisfaction, strengthen loyalty, and maintain long term customer relationships (Mar & Armaly, 2024; Cudby, 2020; Chauhan, 2023).




















6. Quality Processes, Customer Value and Managing Customer Expectations
6.1 Quality Management Processes
Vision Express provides both healthcare services and retail products, making quality management essential. Customers expect accurate eye examinations, professional advice, quality products, and reliable customer service. Service quality affects customer satisfaction, trust, and loyalty (Shi & Shang, 2020).
The company maintains quality through staff training, professional standards, clear procedures, and regular checks. Well trained employees help customers make suitable choices, while customer feedback through reviews and surveys helps identify areas for improvement. Effective quality management supports consistent service delivery and continuous improvement (Permana et al., 2021).
A key strength of Vision Express is its focus on professional care and personalised customer service. However, maintaining the same quality across all stores can be challenging due to differences in staff availability, waiting times, and customer demand. The company must also balance business goals with customer needs to maintain trust.
By continuing to invest in staff development, monitor feedback, and improve service standards, Vision Express can provide better customer experiences. High quality service helps increase customer satisfaction, loyalty, and long term business success (Ali & Shabn, 2024; Singh et al., 2023).
6.2 Service Quality Using the SERVQUAL Model
Service quality is important for Vision Express because customers expect both professional eye care and excellent customer service. The SERVQUAL model measures service quality by comparing customer expectations with their actual experience. It focuses on reliability, assurance, tangibles, empathy, and responsiveness, which help businesses evaluate and improve customer satisfaction (Shi & Shang, 2020).
Reliability means providing accurate and dependable services. Vision Express demonstrates reliability by offering professional eye examinations, accurate prescriptions, and quality optical products. Customers expect consistent service every time they visit. However, mistakes with prescriptions, delays in receiving glasses, or incorrect orders can reduce customer confidence.
Assurance refers to the knowledge and professionalism of employees. Vision Express benefits from trained optometrists and experienced staff who provide advice and support throughout the customer journey. This helps customers trust the company and feel confident about the care they receive. Continuous staff training is important to maintain high service standards and support quality improvement (Permana et al., 2021).
Tangibles include the physical appearance of stores, equipment, and products. Vision Express provides modern stores, professional eye testing equipment, and a wide range of eyewear. A clean and welcoming environment creates a positive impression. However, differences between stores may result in inconsistent customer experiences.
Empathy means understanding individual customer needs and providing personalised care. Vision Express offers one to one consultation and recommends products based on each customer's lifestyle and eye care requirements. This personalised approach increases customer value and supports long term relationships (Ali & Shabn, 2024). During busy periods, however, staff may have less time to provide individual attention.
Responsiveness refers to how quickly and effectively the company responds to customer needs. Vision Express offers online appointment booking, appointment reminders, customer support, and aftercare services to improve convenience. Although these services enhance the customer experience, long waiting times or delays with appointments and orders may reduce customer satisfaction.
Overall, the SERVQUAL model shows that Vision Express performs well by providing reliable eye care, knowledgeable staff, modern facilities, and personalised support. However, the company should continue improving service consistency, reducing waiting times, and responding quickly to customer needs. Delivering high quality service across all five SERVQUAL dimensions can increase customer satisfaction, strengthen loyalty, and improve the company's long term success (Singh et al., 2023).

6.3 Customer Value
Customer value is not only about the price customers pay but also the overall benefits they receive from a product or service. It includes quality, convenience, trust, and the overall customer experience. For Vision Express, creating customer value means providing professional eye care, quality products, and personalised services that encourage long term relationships. High quality service and customer satisfaction play an important role in increasing customer loyalty (Singh et al., 2023).
Vision Express creates practical value by offering eye examinations, prescription glasses, contact lenses, and hearing care services that meet customers' needs. Professional staff, modern equipment, and accurate eye care help customers feel confident in the services they receive. The company also improves convenience through online appointment booking, reminders, and aftercare support, making the customer journey easier.
The company also creates emotional value by building trust with customers. Friendly staff, clear communication, and personalised recommendations help customers feel comfortable when making decisions about their eye health. Since Vision Express provides healthcare services, customers expect advice to be based on their individual needs rather than sales targets.
Relationship value is another important part of the company's strategy. By keeping customer records, sending appointment reminders, and providing aftercare support, Vision Express builds stronger relationships with customers. These activities encourage repeat visits and improve customer loyalty. Loyal customers are more likely to continue using the company's services and increase customer lifetime value, which contributes to long term business success (Ali & Shabn, 2024).
However, maintaining customer value can be challenging. Long waiting times, inconsistent service between stores, or pressure to purchase expensive products may reduce customer trust. To avoid this, Vision Express should continue investing in staff training, monitoring customer feedback, and maintaining consistent service quality across all locations. Continuous improvement helps businesses provide better customer experiences and remain competitive (Permana et al., 2021).
Overall, Vision Express creates customer value by combining professional eye care, quality products, and personalised customer service. By focusing on customer needs and building long term relationships, the company can improve customer satisfaction, strengthen loyalty, and achieve sustainable business success.
6.4 Direct and Indirect Customer Value Metrics
Customer value helps Vision Express measure the strength of its customer relationships. It is not only based on customer spending but also on satisfaction, loyalty, and the likelihood of customers returning.
Direct customer value metrics focus on financial performance, such as revenue from eye tests, glasses, contact lenses, and hearing care. Repeat purchases and Customer Lifetime Value (CLV) are important because they show the long term value of customer relationships (Ali & Shabn, 2024). However, the company should focus on meeting customer needs rather than only increasing sales.
Indirect customer value metrics measure customer opinions and behaviours through surveys, reviews, feedback, and recommendations. These help Vision Express understand customer experiences and improve service quality. Strong service quality can increase customer satisfaction and loyalty (Singh et al., 2023).
By monitoring both financial and customer based measures, Vision Express can improve its services, strengthen customer trust, and build long term relationships. Staff training, quality improvement, and customer feedback are important for maintaining high service standards (Permana et al., 2021; Shi & Shang, 2020).
6.5 Managing Customer Expectations
Managing customer expectations is important because it directly affects customer satisfaction, trust, and loyalty. Customers compare the service they expect with the service they receive. When a business meets or exceeds expectations, customers are more likely to return and recommend the company to others. High service quality plays an important role in meeting customer expectations and improving customer satisfaction (Singh et al., 2023).
Customers visiting Vision Express expect professional eye care, accurate eye examinations, quality eyewear, friendly staff, and convenient services such as online appointment booking and aftercare support. As both a healthcare and retail provider, Vision Express must ensure that customers receive honest advice and personalised recommendations based on their individual needs. Providing reliable and consistent service helps build trust and improves the overall customer experience (Shi & Shang, 2020).
Vision Express manages customer expectations by employing trained optometrists, using modern eye testing equipment, and providing personalised customer support. Clear communication throughout the customer journey, including appointment reminders and updates on orders, also helps customers feel informed and valued. However, long waiting times, appointment delays, or poor communication can reduce customer satisfaction, even when the quality of eye care is high.
Customer expectations continue to increase as technology improves. Many customers now expect quick responses, digital services, personalised communication, and convenient online booking. To meet these expectations, Vision Express should continue investing in technology, staff training, and quality improvement programmes (Permana et al., 2021).
Meeting customer expectations also creates long term value for the business. Satisfied customers are more likely to remain loyal, make repeat purchases, and increase customer lifetime value, contributing to sustainable business growth (Ali & Shabn, 2024).
Overall, Vision Express can successfully manage customer expectations by delivering consistent service quality, professional care, effective communication, and personalised support. Focusing on the complete customer journey helps improve customer satisfaction, strengthen loyalty, and maintain a competitive position in the optical retail market.
6.6 Critical Evaluation
The analysis shows that Vision Express has developed an effective CRM strategy by combining professional eye care, customer information management, personalised services, and digital support. A key strength is its ability to build long term relationships through regular customer interactions. Face to face consultations with trained optometrists give the company an advantage over many online competitors by creating trust and confidence.
However, the success of the CRM strategy depends on delivering consistent service across all stores. Differences in staff availability, waiting times, and communication can affect customer satisfaction and reduce service quality. Maintaining consistent standards through staff training and continuous quality improvement is therefore essential (Permana et al., 2021).
Vision Express also has a competitive advantage because it combines healthcare services with retail products. However, online competitors often offer lower prices, faster purchasing, and greater convenience. To remain competitive, Vision Express should continue improving its digital services while maintaining high quality customer care and reliable service (Shi & Shang, 2020).
Another challenge is balancing customer value with business objectives. Increasing customer lifetime value through repeat purchases and additional services can improve long term business performance (Ali & Shabn, 2024). However, recommendations should always be based on customer needs rather than sales targets, as customer trust is essential in healthcare services.
The company can further improve its CRM strategy by using customer data, purchase history, and feedback to provide more personalised services. At the same time, customer information must be managed responsibly to protect privacy and maintain customer confidence.
Overall, Vision Express has a strong customer focused CRM strategy, but continuous improvement is needed to maintain its competitive advantage. By improving service consistency, investing in digital services, and focusing on customer satisfaction, the company can strengthen customer loyalty, build long term relationships, and achieve sustainable business success (Singh et al., 2023).
7. Recommendations
Based on the analysis, Vision Express can improve its CRM strategy by focusing on personalisation, service quality, digital improvement, and long term customer relationships.
7.1 Improve Personalised Customer Services
Vision Express should use customer information more effectively to provide personalised services. Customer history, preferences, and purchase records can help the company send suitable appointment reminders, relevant offers, and product recommendations. Personalised communication can make customers feel valued and improve satisfaction, leading to stronger long term relationships (Anshari et al., 2019).
7.2 Improve Service Consistency Across Stores
Maintaining consistent service quality across all stores is important for customer trust. Vision Express should continue investing in staff training, employee development, and clear service standards. Well trained employees are more able to provide professional advice, understand customer needs, and deliver a positive customer experience. This can help ensure customers receive the same quality of service regardless of location (Nisifa Prila Anisa et al., 2024).
7.3 Enhance Digital Customer Experience
Customers increasingly expect quick and convenient digital services. Vision Express should continue improving online appointment booking, customer communication, and digital support services. Technologies such as automated reminders and online assistance can make interactions easier and improve the overall customer journey. Using new technologies can help businesses provide more efficient and personalised customer experiences (Hoyer et al., 2020).
7.4 Focus on Customer Trust and Loyalty
Vision Express should focus on developing long term relationships rather than only increasing sales. Employees should recommend products and services based on customer needs, ensuring customers feel supported and valued. Since eye care is a healthcare service, maintaining trust and providing honest advice are essential for building loyalty.
Overall, Vision Express can strengthen its CRM strategy by improving personalisation, maintaining consistent service standards, developing digital services, and focusing on customer satisfaction. These improvements can help the company increase loyalty, improve customer experiences, and achieve sustainable long term success.


















8. Conclusion
8.1 Evaluation of CRM Strategy
This report analysed the Customer Relationship Management (CRM) strategy of Vision Express and examined how the company manages customer relationships to improve satisfaction and business performance. The findings show that Vision Express focuses on customer needs by providing professional eye care, personalised services, effective use of customer information, and digital support. These activities help the company understand customer expectations, improve communication, and develop stronger relationships with customers over time (Ang & Buttle, 2006).
The report discussed the importance of customer centrality, customer segmentation, service quality, customer value, and managing customer expectations. By placing customers at the centre of its strategy, Vision Express can identify different customer needs and provide more suitable services. Customer segmentation allows the company to understand differences in customer behaviour, while quality management helps ensure reliable eye care and consistent service standards. Creating customer value through professional advice, quality products, convenience, and personalised support can improve customer satisfaction and encourage long term loyalty.
Vision Express also benefits from building relationships through regular customer interactions. Services such as eye examinations, appointment reminders, aftercare support, and personalised recommendations help customers feel valued. These activities support customer retention and increase the likelihood of repeat purchases and positive recommendations.
8.2 Future Improvements and Business Success
Although Vision Express has developed a strong CRM approach, the company faces challenges including competition from online eyewear retailers, changing customer expectations, and maintaining consistent service quality across all stores. Online competitors often provide lower prices and convenient shopping experiences, meaning Vision Express must continue improving its digital services while maintaining its advantage through professional face to face customer care.
To remain competitive, Vision Express should continue investing in employee training, digital technology, personalised communication, and customer-focused services. Improving customer data analysis can help the company provide more relevant recommendations and create better customer experiences. At the same time, employees should continue focusing on customer needs to maintain trust and loyalty.
Overall, Vision Express has an effective CRM strategy that combines professional expertise, customer knowledge, and technology. By continuously improving service quality and focusing on customer relationships, the company can strengthen loyalty, increase satisfaction, and achieve long term success in the competitive optical retail market (Lyu et al., 2026).
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10.  Appendixes
10.1  Undervalued or Overvalued Customers: Capturing Total Customer Engagement Value (kumar et al.,2010)
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10.2 Customer Retention Importance, Metrics & Strategies
  (Caldwell, 2020)
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10.3  Understanding the Difference Between Customer Satisfaction and Customer Loyalty (Growave, 2025)
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10.4  How to predict customer behavior (Marketing YourCX, 2025)
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10.5   Types of Customer Segmentation
(“Customer Segmentation: Analysis, How-To Guide, and Use Cases,” 2024) 
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Demographic Segmentation

Based on shared demographic
characteristics, .g., age, gender,
occupation, education, and income.
It helps develop a targeted sales
approach, product offerings, and
pricing strategies.
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Based on the motivations and
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Geographic Segmentation

Based on physical location, .g.,
countries, regions, neighborhoods,
or zip codes. It helps to tailor the
offerings, marketing, and resource
allocation according to specific local
needs and trends.

Value-Based
Segmentation

Based on the relative value each
customer brings, e.g.,
profitability, lifetime value, and
growth potential. It helps allocate
resources where they're needed
the most

Lifecycle Stage
Segmentation

Based on their position within their
relationship with your company,
e.g., acquisition, onboarding,
active buyers, renewal, and

churn or dormancy.
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