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1. Introduction
Organisations across all sectors are facing growing pressure to remain competitive in fast changing markets. A way to achieve this is by delivering strong value to customers through high quality products, dependable services, and positive experiences. As customer expectations continue to rise and more options become available businesses must put greater effort into attracting new customers, meeting their needs effectively, and building long term loyalty.
This report looks closely at how First call coffee manages the different stages of the customer journey, from the moment a customer first becomes aware of the brand to the long term loyalty and advocacy. It also explores how the organisation’s quality systems help meet customer needs and expectations. These quality systems are important because they directly impact how customers experience the organisation, and whether they stay satisfied or take their business elsewhere.
The goal of this report is to understand how these activities contribute to increasing customer satisfaction, value, and loyalty. It will explore how customer relationships are built and maintained, how customers are segmented for more personalised service  and what factors influence customer value to support a more customer focused approach. 


2. Understanding Customer Value

Customer value is how customers judge the worth of a product or service by weighing the benefits they receive against the costs they pay. These benefits can include product quality, good service and a positive overall experience. The costs involve money, time or effort. Understanding customer value is important because it helps businesses attract new customers and keep existing ones. It also allows companies to tailor their products and services to better meet customer needs. To do this, businesses must look at how much value their customers feel they are getting not just in terms of price, but also in terms of convenience, experience, and satisfaction. (Customer Value: Meaning, Importance, and Examples, 2024)

A business creates value when the customer feels they are getting more benefits than the costs they pay. Value is very important because when customers are satisfied they are more likely to stay loyal and recommend the business to others. When businesses understand what customers want and what they find difficult, they can make better products, offer better service, and build stronger relationships
There are four main types of customer value.
Functional value is when a product helps the customer get something done. Emotional value is how the product makes the customer feel, such as comfort, joy, or pride. Life changing value comes from products or services that help people improve their lives. Social impact value is when a purchase supports a bigger .
Together, these four types help businesses understand what matters most to their customers.

Customer value is based on how much a product or service is worth to a customer. While businesses can’t control this perception directly, they can influence it through several key factors.                                                                                                                               Product function is one of these drivers. The more useful features a product offers the more valuable it appears. Price also matters, a fair or competitive price enhances perceived value while a high price can reduce it. Quality is important, if a product meets or exceeds customer needs it is seen as high value. How a product is viewed in the customer’s mind also shapes value through emotional and personal associations. Customer Service before, during, and after purchase can increase value by improving the overall customer experience. Also marketing and branding help communicate what makes the product special and trustworthy.

3. Organisational Overview
First Call is a coffee shop that opened in 2008, with a employment of 10 staff members. The shop is located near the train station, close to student housing and local offices. Because of this most of the customers are local workers, students, and coffee lovers looking for good quality coffee and a comfortable place to relax or work.
First Call Coffee is known for using its own branded coffee beans, which gives it an advantage over both large coffee chains and small local cafes. This helps the shop stand out and keep loyal customers. It also provides a friendly and cozy atmosphere.
The main goal of First call coffee is to improve people’s daily lives by serving well-made coffee from ethically sourced beans in welcoming spaces where people can meet and be creative.
In the future, First Call Coffee plans to reopen two more stores over the next two years, while continuing to maintain its high standards for coffee and customer service. The company aims to build stronger relationships with customers through loyalty programs and personalized service. It also supports local businesses by sourcing products from local traders. The company is also developing an online ordering system and working to stay connected with customers through social media.

4. The Customer Lifecycle 

The customer lifecycle is the journey a customer takes from first discovering a product to becoming a loyal, long-term customer. It includes five main stages: reach, acquisition, conversion, retention and loyalty. The customer lifecycle takes into account the customer’s experience, or what happens long after a prospect makes a purchase.

The first stage of the customer lifecycle is reach. This is when a customer realizes they have a need or problem and starts looking for a solution. They may compare different brands, read reviews, and search for information online. During this stage, it’s important for a business to get noticed through things like social media or online ads. The goal is to make sure the customer sees your brand and becomes interested. This stage is successful when the customer contacts the business to learn more.
The second stage is Acquisition, which begins when a customer visits the website or contacts the business. This shows they are interested and want more information. If they call staff should suggest the best products or services. If they visit the website, it should have clear and helpful information like prices or product details. Every interaction is part of the customer’s experience and should be positive.
The third stage is Conversion. This is when the customer decides to buy something and becomes a real customer. It’s important to show them they made a good choice and got value.
The fourth stage is Retention. This is about keeping the customer happy after they’ve made a purchase. It’s important to check in with them and see how they feel about the product or service. Businesses can do this by asking for feedback, using short surveys, or simply asking if the customer is satisfied. Listening to what customers say helps the business improve its products, services, and overall customer experience.
The final stage is Loyalty. This is when a customer is happy with their experience and continues to buy from the business. Loyal customers may also support the brand by sharing their experience on social media or writing reviews. This helps other people learn about the business and can bring in new customers. Loyal customers are very valuable because they not only return, but also help spread the word. (Amaresan, 2025) (What Is the Customer Life Cycle?, 2022)
In first call coffee the customers first interaction is usually through excellent reviews online and through its large social media presence. The reach stage of the customer lifecycle is extremely important as it is the first thing the customer will see or hear about the coffee shop. Another way we seem to have caught customers attention is through word of mouth. People seem to come to the shop stating that their friend, family or colleague had recommended us to them which is always nice to hear which leads us to the second stage of the lifecycle which is acquisition. 
Seeing interest from people that have seen one of our speciality coffees on Facebook or heard someone talking about how pleasant their experience with us was is always satisfying and brings enjoyment and a sense of pride to the work. We also acquire a lot of business due to the extremely handy location of the coffee shop which sees people come in for their morning coffee from getting off the train or walking into town to work. we also have a well-placed menu and advertisement outside which draws customers into the shop.
When a customer actually purchases the coffee we have reached the third stage of the customer lifecycle which is conversion. We are one of the few coffee shops that roast and use their own speciality beans which we proudly display near the counter. We also have different blends and ask new customers which their preferred bean would be. We always provide a warm friendly service to the customer with both things seeming to be a big hit when acquiring new custom for the first time.
To retain customers the service and product must be above and beyond what they would receive elsewhere which is what we aim to achieve with both new and regular customers. We do this by always asking them if everything is okay with their order if they need anything else. We also do this by thanking them for their custom and wishing them a nice day when they leave. After creating various surveys on our social media platforms about the service and product customers receive we have found that these customer interactions have been widely appreciated and are a major contributor to the customer having a pleasant experience and potentially turning them into lifelong loyal customers as well as the quality of the speciality beans that we use.
The final stage of the customer lifecycle is loyalty. I believe this to be the most important of the stages as you can only have so many first time customers and loyal repeat custom is a foundation for what we achieve and the success we have. A testament to this is loyal customers spreading news of the shop to other family members and friends that then start the new lifecycle of the coffeeshop. It’s amazing to hear that our friendly service and high quality coffee has been talked about through word of mouth and by this we create a meaningful relationship with all our regular and loyal customers.

5. Customer Relationship Management:
Customer Relationship Management (CRM) is an important strategy that helps businesses improve how they interact with customers and run more smoothly. It includes different methods, tools, and systems that companies use to manage and understand customer interactions during the whole customer journey. The main goals are to give better service, keep customers coming back, and increase sales.
By looking at customer data, CRM systems help businesses learn more about their customers, predict what they might need, and offer products or services that suit them. 

According to Forrester’s CRM Playbook, many businesses around the world are actively using or planning to use customer service and CRM software. The report shows that 61% of global software decision-makers are either already using customer service software, have used it, or are expanding its use. In a similar trend, 58% of decision-makers are doing the same with sales force automation tools. The report also shows that 17% of decision-makers plan to start using customer service software within the next year. Additionally, 18% are planning to adopt sales force automation in the same time frame. These numbers show that more and more businesses are seeing the value of CRM tools and are working towards improving their customer relationships through technology. (Kavlakoglu, 2024)


5.a Implementing Customer Relationship Management

To set up a CRM system successfully, a business needs to set a plan in place. Firstly it should decide what it wants to achieve weather its better customer service, more sales, or stronger marketing. Clear goals help choose the right tools. It’s also a good idea to get input from different colleagues in the business as they can help spot what is needed and what problems might happen. After setting goals the business should pick a CRM system that fits its needs.
Once the CRM is chosen staff need to be trained to use it well. Good training helps them feel confident and use the system to help customers. There should also be ongoing support to fix any problems that come up later.

Choosing the right CRM software is an important decision that can affect how well a business manages its customer relationships. Since there are many options available, it’s important to do good research to find one that fits the business’s needs. Things like the size of the company, the type of industry, and the budget should be considered when looking at different CRM systems.
Small businesses might prefer simple and low-cost options with basic features. Bigger companies may need more advanced systems with extra tools. It’s also important to think about whether the CRM can grow with the business. As the company changes, the CRM should be able to adjust too. This helps make sure it works well for the long term. (What is Customer Relationship Management (CRM), 2024)
Customer relationship management is an extremely important aspect of providing effective customer service and making sure customers receive the same expert treatment. The business model the coffee shop has decided to implement is great customer service whilst providing a high quality reliable service. This has been achieved by making sure all staff are trained to communicate effectively with customers and are well presented behind the counter vin a clean environment. This friendly environment is not only good for the customer but also helps the day go quicker and more enjoyable for the staff. During busier times staff have been trained in a way to communicate with customers not to seem rushed but also provide a fast, high quality service. We have managed this by having stools around the counter where customers who prefer a longer chat can sit with their coffee meaning staff can both serve new customer and interact with those that feel a longer interaction is needed. Extensive training is given to staff to ensure that they can provide this service whilst multi-tasking not to reduce the quality of the service provided. Another tool used by management is to carry workshops and training events that give staff extra training on new products or equipment before its placed into the shop so a smooth transition happens. 


6 Quality processes and their impact 

Quality processes play a key role in shaping how customers feel about a business. These processes are the steps a company takes to make sure its products or services meet high standards. When done well, quality processes lead to better customer satisfaction, loyalty, and trust.
Quality processes help businesses deliver better products and services, when a company checks its work carefully and follows set procedures customers are more likely to receive items that are safe, reliable, and meet their expectations. 
Also strong quality processes reduce mistakes. When problems are found early they can be fixed before the customer is affected. This means fewer errors, returns, or delays.
Consistency is another important benefit of quality processes. When a business delivers the same good service every time, customers feel more confident and are more likely to return. 
In addition, good quality systems help solve problems faster. If something goes wrong companies with strong quality management can respond quickly and fix the issue. This shows customers that the business cares and wants to make things right, which can turn a bad experience into a positive one.
Finally quality processes help build trust and loyalty. When customers know they can count on a company to deliver good results, they are more likely to come back and recommend the business to others. This helps the business grow and creates long-term relationships with customers. (A.Kent, 2023)

At First Call Coffee staff are thoroughly trained to prepare both drinks and meals consistently, using the same ingredients and portions each time to maintain quality and customer satisfaction. To support this consistency, staff receive refresher training every six months helping to reinforce standards and keep everyone up to date with any changes to the menu or preparation methods. To assist with day to day operations a detailed instruction booklet is available, this guide provides clear directions for making every item on the menu, ensuring that even if a staff member forgets a recipe or method, they can quickly refer to the booklet and maintain the expected quality and presentation. This system not only supports consistent service but also helps new staff get up to speed more efficiently.

According to 6sigmastudy Dr. Joseph M. Juran introduced the Juran Trilogy, also called the Quality Trilogy, in 1986 as a model for managing quality. Originally the main focus in quality practices was on quality control. Since then the Trilogy has become a key foundation for many of the best quality management practices used around the world today.
The framework is made up of three fundamental processes, firstly quality planning, followed by Quality control and lastly quality improvement. 
Quality planning starts by aligning with the organization's goals and meeting customer and legal requirements. It involves understanding customer needs and using their feedback to design products or services that meet their expectations.
Quality control checks if quality goals are being achieved by measuring how well things are done, usually in the middle or end of a process. It includes choosing what to measure, setting clear standards, and making sure the team follows the right steps. Regular checks help keep everything on track and ensure the product or service meets the expected quality.
Quality improvement focuses on finding ways to do better, even if current goals are met, by responding to system issues, changing customer needs, or market shifts. It involves planning and applying strategies to reach higher performance levels. (6sigmastudy, 2023)



7. Customer Segmentation 

Customer segmentation is the process of dividing existing and potential customers into groups based on shared traits. By doing this businesses can better understand each group’s needs, preferences, and buying behaviour. This allows marketing and sales teams to tailor their approach more effectively leading to stronger customer relationships increased loyalty and improved conversion rates.
By delivering personalized experiences, businesses build stronger relationships and boost customer loyalty leading to more repeat purchases. Segmentation also improves customer experience by allowing companies to anticipate needs and provide timely, relevant offers and support. As a result businesses increase sales, use resources more efficiently, and focus on the most valuable customer ultimately driving growth and higher revenue. (Jolosa, 2024)
At First Call Coffee there are two main customer groups, office workers and students, each with distinct needs that must be addressed. To effectively meet these needs, various types of customer segmentation can be applied. Each segmentation method includes specific variables that should be considered to ensure accurate targeting and better customer satisfaction.



	
	Office workers
	Students

	Demographics
	Aged 25–45, full-time professionals, mid to high income.

	Aged 18–25, part-time workers or full-time students, low to mid income.

	Behaviour
	Visit mainly on weekdays during morning and lunch hours, prefer quick service, takeaway options and loyalty programs.
	Visit during mid morning, afternoon often stay longer to study or socialize.


	Preferences 
	Strong coffee, healthy lunch options, quiet environment for short meetings or remote work, reliable Wi-Fi.

	Affordable drinks and snacks, group seating, charging stations, free Wi-Fi, seasonal promotions.


	Marketing strategy 
	Offer early bird discounts, mobile ordering, loyalty cards, and promote productivity friendly seating areas.
	Student discounts, study bundles (e.g. coffee + snack deals), extended evening hours, social media promotions.




8. Factors influencing customer value maximisation 

Customer Value Maximisation means getting the most value from each customer over time. It is about keeping customers happy so they stay with the business, buy more, and recommend the company to others. Many things can affect how well a business can do this. These factors all work together to help the business grow and build strong relationships with customers.

The quality of the product or service plays a big role. Customers want products that work well and services they can count on. If the quality is high, customers are more likely to trust the brand and continue buying from the business. Poor quality can lead to complaints and lost customers.
Pricing strategy is another factor. Businesses need to set prices that are fair and make customers feel like they are getting good value. If something is too expensive or not worth the price customers may go elsewhere. A smart pricing strategy helps keep customers happy while still making a profit.
Listening to customers through feedback is also very helpful. When a business asks customers what they think and then acts on that information it shows that the business cares. This builds trust and helps improve the service or product.
Loyalty programs are another way to increase customer value. These programs reward customers for coming back and buying again. Points, discounts or special offers can make customers feel appreciated and more likely to stay loyal to the brand.
Technology and data also help businesses understand their customers better. With the right tools businesses can see what customers like, how they shop, and what they might want in the future. This helps them offer more personalised and helpful services. (Customer Lifetime Value Drivers: How to Identify and Influence the Factors that Affect Customer Value, 2025)
Employee engagement is another key factor. Happy and motivated employees are more likely to give good service and care about customer satisfaction. When employees feel valued, they pass that positive energy on to the customers.
Lastly, brand trust and reputation matter a lot. If customers trust a brand and think it is reliable, they are more likely to buy from it again. A strong, honest, and well-known brand has a better chance of keeping customers for the long term.






9.Conclusion 

In conclusion understanding and engaging in the customer experience within a coffee shop environment is crucial for building lasting relationships, encouraging customer loyalty, and driving long term success. By analysing the customer journey from initial awareness to post-purchase feedback it becomes clear that every interaction plays a vital role in shaping perceptions of value. Key factors such as personalized service, product quality, atmosphere, and responsiveness to feedback directly influence customer satisfaction and retention. By actively listening to customers and consistently refining the service experience, coffee shops can differentiate themselves in a competitive market. Ultimately this approach not only enhances the day to day experience but also fosters a loyal community around the brand.
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