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[bookmark: _Toc805441378]1. Introduction 
The beauty and personal care industry has grown significantly due to rising demand for self-care, wellness, aesthetic enhancement and personalised services. This report examines Twenty 23 Beauty Limited, an established beauty salon offering skincare, nails, waxing, massage, lash and brow treatments, and specialist aesthetic procedures. With customer ages ranging from teens to retirees the salon has built a substantial client base through repeat business, referrals and a strong local reputation.
Beauty salons rely on customer experience for competitive advantage because services require extensive interaction, personalisation and emotional engagement. Customers seek confidence, wellbeing and self-enhancement alongside effective results. However, long-term success also requires effective customer relationship management (CRM), quality management and value-creation strategies. Satisfaction does not guarantee loyalty, as customers may switch providers due to convenience, price or competitors’ offerings, making the entire customer lifecycle important. Customer value includes treatment outcomes, emotional wellbeing, social confidence and relationship benefits, but varies across customer segments, complicating efforts to meet diverse expectations.
This report critically analyses the salon’s customer lifecycle and evaluates how customer experience, customer centrality, CRM, value creation and quality management influence loyalty and organisational performance. It applies academic theory to assess current practices, identify improvements and recommend strategies supporting sustainable customer relationships and long-term competitive advantage.






[bookmark: _Toc680195511]2. Understanding Customer Experience and Customer Centrality 
[bookmark: _Toc1546259276]2.1 Customer Experience
The customer experience influences how successful personalised, emotionally driven service industries can be. Shaw and Hamilton (2016) define it as the cumulative rational, emotional, physical and psychological interactions across the customer journey. In beauty salons, it includes treatment outcomes, booking, staff interactions, atmosphere, cleanliness and post-treatment communication, combining both tangible and intangible services. Customer perceptions, rather that of the actual delivery can define the experience. Customers may rate identical treatments differently due to changing expectations, preferences, previous experiences and emotional needs, making customer experience subjective and very difficult to control. So, both the technical and communication skills of staff should be checked.
Shaw and Hamilton (2016) argue that customers crave confidence, relaxation and wellbeing as well as physical results. Lemon and Verhoef (2016) also associate emotional engagement with perspectives and future behaviour. A facial could be judged by its results and on if the client feels welcomed, valued and pampered leading to positive memories that can lead to loyalty. The Hierarchy of Emotional Needs by Shaw and Ivens (2002) gives us more information on how to engage emotionally. They say that customers want experiences that go beyond just the receipt of a service. While reliable treatment outcomes meet basic expectations, stronger customer experiences are created when higher emotional needs are met, such as personalised consultations, empathetic communication and trusted therapist and client relationships. These all help satisfy these higher-order emotional needs, strengthening customer satisfaction and loyalty. 
Alternatively, Klaus and Maklan (2013) suggest that satisfaction is based on operational performance. Friendly staff and a relaxing atmosphere cannot make up for delays, poor hygiene or bad outcomes. Functionality is still extremely important, but emotional engagement creates a deeper relationship. The ever-changing online apps like Fresha (online booking software) have raised expectations for booking, flawless personalised communication and rapid responses, while also adding further pressure on small businesses (McLean & Wilson, 2019). Customer experience is often misunderstood, creating a gap between perceived and actual delivery. Customer dissatisfaction and resulting complaints, negative reviews, fewer repeat bookings and client loss may also be caused by unidentified problems with booking, waiting-time, communication, atmosphere or treatment. Businesses may also fund unwanted improvements while overlooking emotionally important interactions. These gaps can be identified through feedback, customer journey mapping and CRM analysis before they damage loyalty and reputation.
Customer behaviour therefore reflects both emotional engagement and functional performance. The salon can strengthen loyalty by combining positive emotions, reliable service quality and professional outcomes.

[bookmark: _Toc1562950348]2.2 Customer Centrality
Customer centrality means basing organisational/business decisions through customer needs, preferences and expectations. According to Blythe (2009) successful organisations create value by putting customers at the heart of their decision-making. The salon demonstrates this through their personalised customer consultations, tailored recommendations, flexible scheduling and ongoing upskilling keeping on top of current beauty-trends. 

With a diverse customer base there are varying needs and expectations. Shah et al. (2006) argue that customer-centred strategies lead to higher employee satisfaction and better business performance. Therefor tailoring services to each person's needs helps with retention and gives you a competitive edge.
 
Fader (2020), on the other hand, says that putting the customer first is not possible because efficiency and profit must be managed against the needs the customer. Last minute requests for non-scheduled appointments, longer treatments, or a lot of customisations may cause problems with staffing, scheduling, and costs which in time can damage productivity and profits.
 
Customer centrality should balance processes with customer needs without compromising operational sustainability. Although the salon practices strong customer-based practices through personalisation and relationship-building, its long-term success and growth still require managing customer expectations with commercial and operational demands and ultimately what is best for the business.





[bookmark: _Toc138684561]3. Customer Lifecycle and CRM Analysis 
[bookmark: _Toc1993293377]3.1 Customer Relationship Management (CRM)
Customer Relationship Management (CRM) is used to manage customer interactions to help improve satisfaction, retention and long-term profitability. Pollack (2014) suggests that relationships get stronger when you collect and use information about customers throughout their entire client lifecycle. CRM is a great tool within beauty salons as it helps them to stand out by letting them customise services and develop relationships instead of just using price as a tool. 

The salon uses booking systems, treatment records, consultation forms, automated reminders and personalised communication. Data that has been built on customers preferences, treatment history, allergies, skin concerns and booking schedules supports tailored recommendations and treatment plans, reflecting Payne and Frow’s (2005) view that CRM creates value for customers and organisations. 

However, Buttle and Maklan (2019) argue that placing technology over relationships limits CRM effectiveness. Client loyalty is often based on trust built over time, therapist expertise, personal interactions and rapport rather than just data. Confidence gained through repeated encounters may assist retain customers regardless of price increases or promotional changes. 

Digital CRM may also create issues regarding data accuracy. Although customer data supports and allows personalisation, excessive marketing may cause frustration and the feeling of over exposure. CRM effectiveness therefore depends on using accurate information to create meaningful value. Technology should be used to assist businesses rather than replace relationships crucial to service industries.
[bookmark: _Toc1396734822]3.2 Customer Lifecycle Analysis
The customer lifecycle covers the stages customers experience during their relationship with an organisation. Lemon and Verhoef (2016) argue that lifecycle experiences influence perceptions, value creation and future behaviour. In the salon, these stages comprise acquisition, onboarding, retention, loyalty, advocacy and recovery. 

Customer emotions change throughout this lifecycle. New customers may feel awkward, self-conscious or anxious, especially when discussing their appearance. Sensitive consultations build reassurance and trust, where poor communication may increase embarrassment or vulnerability. These interactions and outcomes are vital, and they may later be responsible for the customers relaxation, confidence, excitement or disappointment. Recognising these emotions enables tailored communication and support at each stage.
 
Acquisition occurs through social media, online reviews, referrals and local marketing. Digital marketing makes a business more visible, but too much information and competition online could stop people from becoming customers (Chaffey & Ellis-Chadwick, 2019). 

Onboarding involves client information forms, treatment discussions, patch testing and individual advice. Initial meetings have a big impact on how long-lasting relationships develop (Verhoef et al., 2021). This means that bad onboarding may damage loyalty no matter how good the treatment is.
 
Customer retention is very important because getting new customers usually costs more than keeping old ones (Reichheld & Sasser, 1990). The salon uses reminders, follow-up communication and loyalty discount cards. However, transactional communication may not be enough because customers expect personalised interactions showing genuine appreciation.

Loyalty shows through repeat appointments, multiple-treatment purchases and long-term therapist–client relationships. Customers may switch providers for reasons like price, location, or ease of use, even if they are happy with their current provider (Reichheld, 2003). Because of this, trust and emotional attachment are both very important. 

Advocacy occurs when customers recommend the salon through reviews, referrals and social media. The value of referrals can greatly assist the performance of a company, but advocacy is still hard to directly manage (Kumar et al., 2010). 

Recovery addresses complaints and service shortfalls through corrective treatments, appropriate refunds and direct feedback. If you handle complaints badly, you risk losing customers and negatively impact your reputation (Tax et al., 1998) but dealt with correctly can make relationships stronger. 

The salon manages each lifecycle stage effectively, but sustainable relationships require balancing acquisition with retention, loyalty, advocacy and recovery.

[bookmark: _Toc1062554812]3.3 Evaluation of CRM Effectiveness
The salon’s CRM effectiveness can be assessed by how well it generates customers information correctly, helps with personalisation and strengthens retention. A key strength is the real-time updating of customer records, which enables tailored recommendations and personalised treatments. This reflects Payne and Frow’s view that CRM should help create customer value by improving understanding of client needs.

Pre‑generated communications, like mail shots and appointment reminders also improve convenience, reduce missed bookings, and support operational efficiency. Chen and Popovich note that CRM systems enhance satisfaction by enabling more responsive and personalised interactions.

CRM performance depends on the quality of the data used, staff engagement, and the balance between technology and human interaction. Inaccurate or incomplete records, inconsistent and/or incorrect data entry, or relying too much on automated messages can weaken relationship quality and limit CRM value.

Overall, the salon’s CRM practices do support personalisation, retention, and service delivery. The salon must remember that long‑term effectiveness relies on blending technological tools with strong relationships. Organisations that use both are more likely to achieve sustainable loyalty and competitive advantage







[bookmark: _Toc731461393]4. Customer Value Creation and Customer Loyalty 
[bookmark: _Toc200477420]4.1 Customer Value
Customer value plays a crucial role towards customer retention, securing client loyalty, and the performance of the business. Woodruff (1997) states that customer value is how a customer rates the quality and results of a service based on their own needs. This implies value is subjective and completely controlled by customers rather than companies. Within the beauty salon industry, value is influenced by both functional and emotional factors.

Functional value reflects how effective a treatment is, the level of professional expertise involved the convenience of the overall experience and how that client feels at the end of it. Customers judge this value by comparing what they expected against the effort they made, as for example time taken, cost, and effort perceived reward (Zeithaml, 1988). As a result, even treatments carried out to a high standard can be viewed as offering poor value if customers feel they are too expensive or inconvenient.

However value is not limited to functional outcomes alone. Holbrook (2006) claims that experiential services also create emotional value by making people feel good about themselves, calm, and confident. In a salon environment, clients often look for pick me ups in self-esteem and personal wellbeing alongside the physical results of their treatments, reinforcing Shaw and Hamilton’s (2016) argument that emotional experiences play a significant role in shaping customer perceptions.
Social value can lead a person's purchasing behaviour as customers often choose treatments that help enhance their confidence, appearance and image. This supports Sheth et al.’s (1991) theory of consumption values, which identifies social influence as a main driver of consumer decision-making. Additionally, advanced beauty treatments can offer transforming and life‑changing value by strengthening someone's self-confidence and improving overall quality of life, consistent with Smith and Colgate’s (2007) framework on transformational value.


Despite the strengths of customer value theory, perceptions of value differ widely across individuals and customer groups. This is especially relevant in a salon context with a broad clientele ranging from 18 to 80 years old. This shows us that customer value is not a set standard and it does, in fact, need to be flexible and able to adapt to the changing expectations of the broader consumer.

Taken together, customer value in the beauty salon emerges from an interplay of functional, emotional, social, and transformational benefits. Although different theories emphasise distinct dimensions of value, effective organisations develop holistic value propositions that meet both practical needs and emotional motivations.
[bookmark: _Toc211724423]4.2 Customer Value Metrics
Customer value is much more than just purchasing behaviour. According to Kumar et al. (2010), businesses should evaluate customers based on how they affect the overall performance of the company, rather than just on how much money they spend. 

Customer Lifetime Value (CLV) predicts the total revenue generated by a customer from the start to end of that person's relationship with the organisation. Within the salon, long-term clients who regularly book treatments may generate significantly greater value than the sporadic ad hoc visitors. According to Gupta and Lehmann (2003), CLV helps businesses prioritise things that keep customers coming back and spending their money. But CLV models often use assumptions about the past that might not be a good way to predict how people will spend in the future.
  
Customer Referral Value (CRV) highlights the value generated through recommendations and referrals. This is extremely important within the beauty industry, as customer decisions are often largely influenced by recommendations, online exposure and reviews. Similarly, Customer Brand Value (CBV) considers how loyal customers strengthen brand reputation and credibility. Customer Influence Value (CIV) measures the impact that customers have via social media engagement, reviews, and the influence of trends, while Customer Knowledge Value (CKV) shows the contribution they make through feedback and the offering of suggestions. According to Prahalad and Ramaswamy (2004), contributions of this kind assist in creating value by allowing organisations to develop new services and/or treatments and improve.
 
As a collective these metrics demonstrate that customer value ranges past immediate revenue generation. For the salon, recognising multiple facets of customer value supports more effective relationship management and sustainable business growth. 

For example, a long-term lash extension client may generate direct value through regular appointments, add referral value by recommending the friends, bring influence value through positive online reviews and tagging the salon in their posts, and then knowledge value by providing feedback that improves treatments. Evaluating these combined contributions gives a more complete assessment than spending alone.
[bookmark: _Toc599327947]4.3 Customer Loyalty
Customer loyalty remains the key objective because loyal customers contribute to profitability, growth, and long-term sustainability. However, loyalty is often misread with companies often assuming that customer satisfaction automatically leads to customer retention. 

Reichheld (2003) offers that loyalty includes the open recommendation of a business and continued repeat spending. Within the beauty salon, loyalty is seen through repeat appointments, multi-treatment purchases, and customer referrals. These behaviours contribute directly to income generation and continued business growth. 

However, Jones and Sasser (1995) found that clients who are satisfied can still leave due to costs, competitor discounts or offers and convenience. Within the salon environment, customers may enjoy positive experiences yet choose alternative providers offering lower prices or greater appointment availability. This is an indicator that you cannot guarantee retention even through satisfaction.
Alternatively, Morgan and Hunt (1994) argue that trust, commitment, and emotional attachment are better ways to predict loyalty. This viewpoint is particularly relevant within the beauty sector, where long-term cultivated therapist-client relationships often develop into friendships. Customers frequently remain loyal because they trust their therapist and feel a bond on a personal level.
 Overall, customer loyalty within the beauty industry is led by satisfaction, trust, emotional attachment, and perceived value. Whilst numerous perspectives showcase different drivers of loyalty, the evidence suggests that long-term retention is most effectively achieved through relationship development and consistent value creation rather than satisfaction alone.








[bookmark: _Toc1557086827]5. Customer Segmentation and Relationship Development 
Customer segmentation when used correctly enables organisations to understand differing customer needs and use resources more effectively. Within Twenty 23 Beauty, demographic segmentation is very important down the broad customer age range. Younger customers will chase on trend and viral aesthetic treatments, where older clients usually prioritise anti-ageing, wellness, and maintenance services. Geographic segmentation focuses on residents and customers travelling from other areas, whilst psychographic segmentation highlights requirements such as luxury, relaxation, self-confidence enhancement, and routine beauty maintenance. Behavioural segmentation then shows frequent visitors, occasional users, high-spending customers, and promotion driven clients, allowing for more targeted marketing and service delivery.
The opinions of academics are still divided on segmentation strategies holding value. In 2023, Wedel and Kannan said that advanced segmentation and personalisation make service experiences more meaningful, which increases client interaction, satisfaction, loyalty, and customer lifetime value (CLV). This lends itself perfectly within the beauty industry, where personalised consultations and treatment recommendations can encourage repeat bookings. On the opposing side, Kumar et al. (2022) say that too much segmentation can make organisations more complicated, less efficient, and lead to inconsistent service, especially in smaller service organisations. For a small independent salon, highly customised marketing and service strategies may prove difficult to manage long term. These points of view are not all perfect when you compare them. Personalisation is good for building relationships and giving customers more value, but too much of it may affect productivity. A mixed approach is most suitable for Twenty 23 Beauty would be to targe broad customer groups while maintaining enjoyable experiences. This supports customer centrality by aligning services with customer needs without creating operational strain. 

As outlined in Section 4.2, segmentation also helps identify high value customers through CLV, CRV, CBV, CIV and CKV metrics. These measures allow the salon to allocate resources more effectively and recognise both direct and indirect value created through customer relationships. 

Relationship development also shapes customer experience and loyalty. According to Hutt and Speh (2013), buyer–seller relationships go from being based on transactions to being based on trust. In salons, first-time customers often focus on results and price, but repeated positive experiences build trust, expertise, and give therapists the opportunity to learn the clients' preferences.
 
The seller experience must also be considered. Strong customer relationships benefit therapists by enabling then to know the customers likes/dislikes building trust, but they also create demands such as emotional labour, remembering preferences, and managing expectations. These pressures can affect communication and service consistency. Supporting therapists with easy reach records, realistic appointment timings and training as well as still allowing autonomy will further help maintain both employee wellbeing and service quality seller experiences are therefore interdependent: supported therapists are better able to deliver consistent, personalised experiences.
 
Rather and Hollebeek (2021) say that relationship quality, trust, and emotional engagement are strong predictors of loyalty and advocacy. In beauty services, trust is especially important because treatments affect a person's appearance, confidence, and wellbeing. But Thaichon et al. (2022) say that having close relationships with other people can be dangerous if the customer is loyal to a specific therapist instead of the salon, which would lead to the salon losing those clients if the follow that staff member to another employer and/or competitor.
 
Although these perspectives differ, they highlight the importance of relationship management. Twenty 23 Beauty reduces the risk of employee dependency with its strong brand, broad treatment menu, and consistently high standards. Still, maintaining detailed customer records, effective CRM processes, and service consistency is critical to ensure loyalty remains with the organisation rather than individual therapists.
 
More often than not, customer segmentation and relationship building complement each other making customers feel valued as well as keeping them as the centre of the business and adding to profits long term. Twenty 23 Beauty can also improve lifetime value, boost advocacy, and support long-term growth by balancing targeted segmentation with trust-based relationship management. This means the company can avoid the problems that come with too much segmentation or therapist-based loyalty.




[bookmark: _Toc848884101]6. Quality Processes and Customer Requirements 
Treatment quality shapes how a client experiences their beauty services, as buyers judge both results and how the service feels from start to finish. Quality management helps salons to keep high standards, build relationships, and maintain loyalty. At Twenty 23 Beauty quality is shown via treatment protocols, staff training, hygiene routines, and regular evaluations, aligning with Juran’s Quality Trilogy of planning, control, and improvement (Juran & Godfrey, 1999).


Planning can be seen in staff development, treatment guidelines, consultations, and keeping up to date with changing local council regulations within Swansea. Control involves hygiene checks, service monitoring, record‑keeping and ensuring a patch tests are carried out. Salon improvements are supported by client feedback, staff learning, and monthly reviews. These systems are beneficial but their use can be questioned, Talwar et al. (2022) say structured controls reduce variation and increase trust, While Olya et al. (2021) say that too much standardisation makes personalisation less possible. In salons, rigid procedures can limit tailored care, so Juran’s model must allow therapist flexibility.

The PDCA cycle (Moen & Norman, 2010) gives us another improvement method by planning changes, testing the changes, evaluating results, and then refining approaches. At Twenty 23 Beauty, PDCA appears in new treatments, consultation adjustments, and responses to client feedback. Antunes et al. (2023) claim that continuous improvement makes people more flexible, while Fonseca et al. (2021) say that it puts a lot of pressure on smaller businesses. 

Total Quality Management (TQM) adds a cultural view on customer needs, employee involvement and ongoing improvement. Developed by Deming (1986) and Ishikawa (1985), TQM treats quality as part of an organisation's identity. Aquino et al. (2023) found environments centred around customers improve interaction, happiness and performance. At Twenty 23 Beauty, this can be witnessed in tailored consultations, ongoing development, and a customer‑focused ethos. However, TQM asks for long‑term leadership commitment and active staff participation, which can challenge smaller organisations.

Quality evaluation looks at how well current processes live up to expectations. One of the strengths of Twenty 23 Beauty includes one to one consultation, professional expertise, strong therapist–client relationships and consistent standards. Issues such as waiting times, therapist availability and inconsistencies during peak times shows that quality must the continue throughout the whole customer journey, not just at point of treatment.

Kano et al. (1984) explain that service attributes affect satisfaction differently. In salons, hygiene, safety, and competent results are must‑be factors: customers expect them automatically, and their absence causes dissatisfaction. Performance factors like appointment availability, treatment results and value for money all help increase satisfaction when improved. Perk factors, such as complimentary refreshments, birthday rewards or going the extra mile all exceed expectations and build emotional loyalty. The model shows that quality must keep people from being unhappy and create experiences that people will remember.

Quality and customer outcomes are linked, but this is not always clear. Slack et al. (2022) say that customer satisfaction, loyalty, and retention are all driven by quality of service. In a salon both apply as high‑quality treatments build trust, and personalised interactions turn satisfaction into reliable customer base.

Overall, quality management supports satisfaction, loyalty, and value creation. Juran’s Trilogy, PDCA, and TQM help maintain consistency and improvement, but they work best when standardisation is balanced with personalisation.



[bookmark: _Toc285587388]7. Recommendations 
The analysis identified numerous gaps between Twenty 23 Beauty’s current practices and its target of delivering personalised, data driven, high‑quality experiences. Although the salon benefits from strong staff - customer relationships, professional and experienced therapists, and high service standards, there are improvements needed. The following recommendations address these gaps and support long‑term customer value, loyalty, and performance.

[bookmark: _Toc378456856] 1. Enhance CRM Analytics 
Customer data is collected through Fresha but not fully used for decision-making. More effective CRM analytics would improve customer understanding and support client services. Keeping an eye on booking frequency, trends in treatments and customer lifetime value would enable more targeted communication and service planning. Data should blend with but not replace the relationships workers have built to maintain the salon’s personalised approach. If advanced analytics are not feasible, monthly manual reviews of booking and retention data would provide a strong alternative.

[bookmark: _Toc2046880910]2. Develop Segmented Marketing Campaigns
 Marketing activity should try and reflect the salon’s diverse customer base. Segmentation increases relevance and engagement by targeted messages to specific groups. Age and treatment focused campaigns can help reach key segments more effectively. Where detailed segmentation is not practical, wider behavioural groups such as regular, occasional, and promotion driven customers offer a simpler but still effective option. 

[bookmark: _Toc244535494]3. Strengthen the Loyalty Programme
 Although the salon has a lot of loyal customers, there is also the possibility to increase retention and referrals. Points‑based rewards system and referral incentives like rewards cards stamped on each visit can help repeat bookings and help recommendations. These initiatives should support existing relationships rather than focus solely on the financial boost of new visitors, as emotional engagement is key to long‑term loyalty. If points‑based systems show a downturn in profitability, alternatives like treatment upgrades, birthday rewards, or priority bookings can add value without impacting costs.
 
[bookmark: _Toc1837771940]4. Implement Structured Customer Feedback
 A more systematic approach to feedback would support continuous improvement. Automated posttreatment surveys can give an insight in to customer satisfaction, provided they remain concise to avoid survey overkill Less intrusive options—such as occasional face‑to‑face feedback or optional QR‑code surveys—can supplement digital methods and encourage broader participation.

[bookmark: _Toc2039770928] 5. Continue Staff Development
 Consistent quality depends on ongoing staff development. Regularly holding up to date training and mentoring sessions will help maintain service standards and strengthen customer confidence. Performance reviews and coaching for staff to help embed learning into daily practice. When external training is costly, internal alternatives such as mentoring, peer observation, and short knowledge sharing sessions offer practical and effective solutions.

[image: ]
[bookmark: _Toc647741680]6. Overall Contribution
Together, these recommendations strengthen customer insight, targeted engagement, structured improvement, and workforce capability. By addressing the identified gaps, Twenty 23 Beauty can enhance satisfaction, loyalty, and sustainable competitive advantage while maintaining the personalised, relationship driven service that defines the salon.



[bookmark: _Toc1774075475]8. Conclusion 
This report critically analysed customer experience within Twenty 23 Beauty, examining customer relationship management, customer value creation, customer segmentation, relationship development, and quality management processes. The findings indicate that the salon adopts a strong customer-centric approach through personalised consultations, tailored treatment recommendations, and long-term therapist–client relationships that contribute positively to customer satisfaction and retention.
The analysis demonstrated that CRM practices support customer acquisition, retention, and relationship management, although opportunities remain to strengthen customer insight through more effective use of customer data. Customer value is created through both functional benefits, including treatment effectiveness and service quality, and emotional benefits such as confidence, wellbeing, and self-esteem. Together, these factors contribute to customer loyalty and long-term relationship development.
The application of quality management principles, including quality planning, control, and continuous improvement, further supports service consistency and customer satisfaction. Whilst challenges relating to appointment availability and maintaining consistency during periods of high demand remain, the salon's commitment to customer focus and relationship management provides a strong foundation for future growth.
Ultimately, long-term success will depend upon the salon's ability to continuously improve service delivery, utilise customer insights effectively, and strengthen customer relationships through targeted engagement and quality-driven practices. Overall, Twenty 23 Beauty effectively creates customer value through high-quality service delivery, personalised customer experiences, and strong relationship management, enabling the business to maintain customer loyalty and achieve sustainable competitive advantage within the highly competitive beauty industry.
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