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1.Executive Summary
This report offers a detailed analysis of the customer lifecycle within my beauty business, where I work as a self-employed beauty therapist specialising in advanced treatments. As someone who manages every aspect of my business, I recognise the importance of balancing technical service delivery with customer engagement and relationship-building. Success in the beauty industry, particularly when offering advanced services depends not only on the quality of treatments but also on a deep understanding of the client journey and the ability to meet and exceed their expectations at every stage. This report examines how Customer Relationship Management (CRM), client segmentation, and quality assurance processes can be effectively integrated into a small, service-based business to enhance customer satisfaction, increase perceived value, and foster long-term loyalty. Drawing on a combination of academic theories and real-world experience, I critically examine each phase of the ustomer lifecycle, ranging from client acquisition and engagement through to conversion, retention, loyalty, and ultimately advocacy. By aligning service delivery with structured relationship management, I aim to highlight how tailored experiences and consistent service quality contribute to business sustainability and growth. The report identifies current strengths, such as high levels of personalisation and client trust, while also outlining key areas for development, including digital CRM integration and systematic quality monitoring. The goal is to present actionable recommendations that reflect both scholarly insights and the practical realities of running a one-person beauty therapy business in a competitive market.
 2. Introduction
 As a mature student and  running my own business, I understand firsthand how vital it is to build strong and lasting client relationships. My role requires me to manage all aspects of the client experience, from initial outreach and consultation to treatment delivery and posttreatment care. This holistic involvement gives me unique insights into the factors that influence customer satisfaction and loyalty in a hands-on, high-touch service environment. In a competitive industry, clients have high expectations regarding professionalism, hygiene, results, and customer service. Many of the treatments I provide require repeat visits, customised plans, and ongoing support, which means that client trust and satisfaction are paramount. As such, my business is not only about delivering visible results but also about creating an environment of care, expertise, and consistency. Over time, I have observed how seemingly small touches-such as remembering a client's preferences, following up after a treatment, or offering personalised skincare advice-can have a significant impact on customer retention and advocacy. These experiences have reinforced my conviction that strategic customer relationship management and service quality are crucial to achieving long-term success. This report examines the customer lifecycle as it applies specifically to my business, focusing on how CRM tools, customer segmentation, and structured quality processes can be leveraged to enhance service delivery, increase customer value, and foster long-term loyalty. Drawing on both academic theory and personal experience, the The aim is to provide practical, evidence-based insights that can inform not only my development but also contribute to broader discussions on small business growth and sustainability in this industry.

3. Methodology
 This report uses a reflective and research-based approach. I have drawn upon academic literature, industry reports, and personal observations to inform my business decisions, examining customer behaviour and expectations. The analysis incorporates over 20 academic sources to underpin my practical experience with established theory. Understanding the Customer Lifecycle In my business, the customer lifecycle includes several interconnected stages that reflect how clients become aware of, interact with, and develop lasting relationships with my services. Every client interaction-from the first inquiry to ongoing loyalty-is shaped by the service I provide, the relationships I build, and the consistency of the experience. Understanding this lifecycle is essential not only for retaining clients but also for identifying growth opportunities, improving service quality, and aligning business strategy with client expectations. Following the model outlined by Kotler and Keller (2016), I consider five key phases in the customer lifecycle: - Customer Acquisition - Customer Conversion - Customer Retention - Customer Loyalty Customer Advocacy. Client perceptions, service quality, and the effectiveness of communication influence each stage. In this section, I examine how I manage each phase of the business lifecycle and how applying academic models can enhance both strategic planning and day-to-day practices.

4. Customer Engagement Value 
According to Kumar et al. (2010), customer engagement value is a comprehensive framework that moves beyond mere transactions to consider the lifetime value of a customer relationship. This includes not only what the customer spends but also their contribution through retention, loyalty, referrals, and advocacy. Below, I structure my approach using these five key components: 
4.1 Acquisition Engagement Value
Acquiring new clients is crucial to business sustainability, particularly in a highly competitive industry like beauty therapy, where trends, products, and client preferences evolve rapidly. I actively use social media platforms—especially Instagram—to showcase my work, engage with potential clients, and communicate my brand identity. I also encourage existing clients to refer friends and family through word-of-mouth incentives and occasional promotional offers.
To structure my acquisition strategy, I apply the AIDA model (Chaffey, 2015), which outlines the steps of Attention, Interest, Desire, and Action. For example, I create visually appealing before-and-after images to capture attention, use informative posts to build interest, share client testimonials to generate desire, and include clear calls to action for booking treatments. A professional and transparent online presence—complete with up-to-date menus, honest reviews, and intuitive booking options—builds early trust. Conversely, lack of communication or a confusing booking process can quickly deter potential clients.

4.2 Conversion Engagement Value
Once a potential client shows interest, the next goal is to convert that interest into a confirmed appointment. This phase relies heavily on prompt communication, informative consultations, and building initial trust. I prioritise responding quickly to enquiries, offering flexible bookings, and clearly explaining the treatment process and expected outcomes.
The Theory of Reasoned Action (Ajzen & Fishbein, 1980) helps explain this: a client’s intention to act (e.g., book a treatment) is influenced by their attitude toward the service and social influences (such as recommendations). I support conversion by being approachable and professional while offering tailored advice and clear expectations. A smooth and friendly booking experience—combined with transparent pricing and aftercare guidance—reinforces credibility and encourages commitment.
4.3 Retention Engagement Value
Retaining clients is a central focus of my business strategy. Many of the advanced treatments I offer require multiple sessions and maintenance, making long-term relationships essential. I build retention through regular follow-ups, consistent service quality, and loyalty schemes.
The Expectation-Confirmation Theory (Oliver, 1980) supports this stage: when client expectations are met or exceeded, satisfaction increases, and repeat business follows. I personalise each appointment, remember individual skin concerns, and check in after treatments. I also offer seasonal treatment packages and informal feedback opportunities during appointments to adjust services in real-time. These efforts help deepen the client relationship and maintain satisfaction over time.
4.4 Loyalty Engagement Value
Loyal clients are those who consistently return and show a deep emotional connection with the business. Loyalty is evident when clients feel they can rely on me not just for services but for trusted guidance and care.
The Service-Profit Chain (Heskett et al., 1994) explains how internal service quality leads to client satisfaction and loyalty. Although I work alone, investing in my wellbeing and training allows me to consistently deliver a high standard of care. I maintain a clean, welcoming environment and ensure every treatment is relaxing and results-driven. These small but meaningful touches reinforce client trust and encourage loyalty.

4.5 Advocacy Engagement Value
Customer advocacy is the highest level of engagement, where clients actively promote my services to others. In my business, this shows up through social media shoutouts, online reviews, personal recommendations, and clients tagging me in their skincare journeys.
As Schmitt (1999) explains, creating "delighted" customers—those whose expectations have been exceeded—leads to emotional commitment and brand advocacy. I foster this by being responsive to feedback, celebrating client milestones, and showcasing client success stories (with their consent). I also publicly thank clients, engage with them online, and make them feel valued as partners in the business. This authentic interaction not only strengthens loyalty but attracts new clients through genuine, enthusiastic endorsements.

Customer Relationship Management (CRM)
Although I do not use enterprise CRM software, I implement CRM principles through a blend of booking tools, treatment logs, and personal interactions. My approach aligns with Buttle and Maklan’s (2015) definition of CRM as a strategy to manage client relationships, not just a system. I use client records to tailor services, recall preferences, and track treatment progress. These strategies help me personalise each interaction and offer consistently meaningful service, which strengthens long-term customer value.

5.1 CRM Implementation In my practice, 
CRM implementation is informal but highly personalised. Each client has a profile in
my booking system, where I log their treatment history, product purchases, allergies, skin conditions, and preferences, such as preferred pressure levels during facials or preferred communication channels. This personalisation fosters a sense of value and attention that clients sincerely appreciate and often mention in reviews. Communication is a central part of my CRM strategy. I send reminders before appointments, follow up after treatments, and occasionally reach out with special offers tailored to each client's specific needs. I also track when clients are due for follow-up treatments and send gentle reminders to encourage rebooking. Though currently manual, these practices align with the broader CRM objective of building strong customer relationships over time through relevant, consistent, and personalised service. Investing in a more advanced CRM system could streamline. These processes enable deeper client insights, segmented marketing, and automated communications, thereby freeing up more time for service delivery.
 5.2 Direct and Indirect Value Metrics 
Understanding the value of each client is key to refining service strategies and prioritising resources. In my business, I measure both direct and indirect value, which together offer a comprehensive picture of a client's contribution over time. Direct value metrics include: - Repeat appointments - clients who return regularly provide stable income. - Treatment upgrades - upselling from basic to advanced services boosts revenue. Product sales - recommending and selling skincare products contributes to profitability. Indirect value metrics include: - Positive online reviews - these build trust with potential clients. Referrals - word-of-mouth is a significant source of new business. - Social media engagement likes, comments, and shares increase visibility and credibility. These metrics help me understand not just how much a client spends but how they contribute to the growth and reputation of the business. The balanced scorecard approach (Kaplan & Norton, 1996) supports this holistic perspective by incorporating financial, customer, internal process, and learning metrics.
For example, a client who only visits occasionally but actively promotes my services online may have a greater long-term impact than one who books more frequently but remains passive. Recognising this, I make an effort to thank and reward brand advocates through small gestures, such as thank-you cards, discount codes, or feature shoutouts on social media. Overall, my CRM approach is evolving. While it currently relies on low-cost, manual tools, the integration of structured systems and metric-based evaluations will support more strategic decision-making and business growth moving forward.
6. Customer Centrality and Segmentation
 6.1 Customer Centrality My business is built around customer needs. I schedule around client availability, personalise each service, and respond promptly to feedback. Treacy and Wiersema's (1993) value disciplines help explain this focus: Operational Excellence: Efficient and reliable service Product Leadership: Offering cutting-edge treatments Customer Intimacy: Strong, trust-based relationships
 6.2 Customer Segmentation I segment clients based on treatment type, frequency of visits, and individual goals. For instance, some clients want long-term skin treatments, while others come for occasional pampering. The STP model (Smith, 1956) helps me tailor offerings accordingly. By understanding each group's needs, I can adjust marketing, pricing, and communication to provide more relevant and valuable experiences. 7. Quality Processes and Their Impact on Customer Value Delivering consistent, high-quality treatments is non-negotiable in the beauty industry. I follow strict hygiene protocols, continually invest in training, and make sure clients feel confident and safe.
7.1 Total Quality Management (TQM)
Although I may not formally follow Total Quality Management (TQM), many of its principles guide my work—particularly continuous improvement and customer focus (Oakland, 2003). Garvin (1987) identified eight dimensions of quality, including performance, reliability, and serviceability, all of which are relevant to my practice. I actively seek client feedback, reflect on what’s working, and make regular adjustments to my services to enhance client satisfaction.
One practical example of this is my use of a skin analysis machine, which supports the TQM principle of fact-based decision making. By using this technology, I can provide more accurate skin assessments, tailor treatments more effectively, and improve overall service quality. This approach enhances both performance and reliability (Garvin, 1987), and helps build trust and loyalty with my clients through a personalised and professional service.
7.2 Six Sigma
 Six Sigma's focus on reducing errors and improving consistency (Pande et al., 2000) also resonates. Even small mistakes in beauty treatments can have significant impacts. I use checklists and quality checks to reduce these risks. 
7.3 Quality and Customer Expectations Parasuraman et al.'s SERVQUAL model (1988) highlights the five dimensions clients value: reliability, assurance, tangibles, empathy, and responsiveness. I focus on all these to close expectation gaps and create excellent client experiences. Critical Evaluation Running a solo business that offers advanced treatments requires balancing numerous responsibilities, including treatment delivery, customer service, administrative work, and business development. While this independence gives me complete control over the client experience, it also presents challenges such as time constraints, limited scalability, and resource limitations. Despite these challenges, my ability to build genuine client relationships and maintain a consistent quality of service has become the cornerstone of my business's success. This section presents a critical evaluation of my current business practices by identifying strengths, weaknesses, opportunities, and threats (SWOT). It combines reflection from my day-to-day operations with insights from the academic and industry models discussed earlier.
8.1 Strengths- Strong client relationships - One of my most valuable assets is the high level of trust I've built with clients. Many have stayed with me for years and feel comfortable discussing their concerns, preferences, and long-term goals. - Personalised service - Because I handle all treatments and communication, I can tailor every aspect of the client journey. This personal attention has become a key differentiator from larger clinics. - Consistent quality focus - I maintain strict hygiene protocols, continue professional development through advanced training, and seek client feedback to improve service quality. - Positive client feedback and word-of-mouth - These intangible assets continually reinforce client trust and help with new client acquisition. 
8.2 Weaknesses- Limited time and resources - Managing all aspects of the business can lead to fatigue and restrict time for strategic planning, marketing, or adopting new systems. - Informal CRM systems - My current CRM practices are largely manual, which makes it challenging to scale communication or analyse client data efficiently. - Difficulty scaling - The business model is dependent on me as the sole service provider. Expanding capacity without compromising quality would require delegation or hiring support. - Reactive rather than proactive - At times, I find myself reacting to day-to-day tasks instead of setting aside time for business development or reflective practice. urgent not urgent
 8.3 Opportunities- Using digital tools for client follow-up - Automating appointment reminders, feedback forms, and targeted marketing could improve efficiency and client retention. - Expanding advanced treatments Offering more specialised services can attract a premium clientele and further differentiate my brand. - Automating reminders and feedback collection - Implementing a formal CRM system would free up time and ensure consistent communication across the customer lifecycle. - Collaborating with other professionals - Partnering with other beauty or wellness professionals could expand my offerings and attract a wider audience. - Developing online presence - Enhancing digital marketing efforts, particularly through social media and search engine optimisation, could drive more organic traffic and inquiries.
 8.4 Threats- Competitor pricing and promotions - Local competitors may undercut prices or offer promotions that draw clients away, particularly during economic uncertainty. - Client expectations rising rapidly Clients are increasingly comparing services with high-end spas or larger chains, so expectations for professionalism, convenience, and results are growing. - Risk of burnout - Without support or systems in place to share the workload, I run the risk of burnout, which could negatively impact service quality and client experience. - Technological lag - Delaying the implementation of digital systems could hinder my ability to grow and adapt to client needs or industry trends. In summary, this evaluation highlights the balance between the personalised service strengths of the business and the operational limitations inherent to such a model. It provides a foundation for identifying practical, strategic improvements to enhance efficiency, client satisfaction, and long-term growth.
advocacy. It is clear that while my personalised, hands-on approach has built a strong foundation of client trust and loyalty, there are also opportunities to improve by implementing more structured systems, particularly in areas such as CRM, segmentation, and feedback collection. Aligning these tools with evolving customer expectations allows for a more strategic, efficient, and scalable approach to business growth. Leveraging technology and formalising processes will not only streamline my operations but also enhance the consistency and quality of service delivery. Significantly, this evolution must not comprmise the human connection and empathy that are at the heart of my brand. In the future, my goal is to establish a business that combines the warmth and personal touch of a solo therapist with the systems and standards that foster long-term success. By continuing to invest in client relationships, staying attuned to quality benchmarks, and adopting tools that support efficiency, I can ensure my business remains competitive, resilient, and truly centred on client care
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