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Customer experience has become one of the most significant sources of competitive advantage within the service sector, particularly in industries where long-term customer relationships determine business success. Unlike organisations that compete primarily on price, hair and beauty salons rely on consistently delivering personalised, high-quality experiences that encourage repeat visits, positive word-of-mouth recommendations and customer loyalty. Consequently, understanding and managing the customer experience has become a strategic priority rather than simply an operational function.
Maple's Hair & Beauty is an established salon employing more than ten staff and providing a wide range of hair and beauty treatments. The salon has developed a loyal customer base through professional expertise and personalised service. However, increasing customer demand has created operational challenges, including appointment availability, scheduling pressures and the need to maintain consistent service quality while preserving the personal relationships valued by customers. Addressing these challenges requires a structured approach to customer experience management that combines operational efficiency with relationship building.
Beauty by examining the complete customer journey, customer relationship management (CRM), customer value and quality management processes. It evaluates established theories and models, including Customer Lifetime Value (CLV), SERVQUAL, Grönroos' Service Quality Model, Deming's continuous improvement philosophy, Juran's Quality Trilogy, Lean Thinking, and Relationship Marketing, applying each within the salon's operational context. The report concludes by critically evaluating strategic options and presenting evidence-based recommendations designed to strengthen customer satisfaction, improve customer retention and support sustainable organisational performance.


[bookmark: _Toc235620621][bookmark: _Toc235622496]2. Understanding Customer Experience 
[bookmark: _Toc235620622][bookmark: _Toc235622497]2.1 Understanding Customer Experience
Customer experience (CX) refers to the cumulative perceptions, emotions and evaluations that customers develop through every interaction with an organisation before, during and after purchasing a product or service (Lemon & Verhoef, 2016). Unlike customer service, which focuses on individual interactions, customer experience encompasses the entire relationship between the customer and the organisation. In service industries such as hair and beauty, where outcomes are highly personalised and interactions are frequent, customer experience is a significant determinant of customer satisfaction, loyalty and business performance.
For Maple's Hair & Beauty, customer experience extends beyond the technical quality of treatments. It begins when a customer searches for appointment availability, continues through booking, consultation, treatment and payment, and concludes with post-service communication and future rebooking. Every stage contributes to the customer's overall judgement of the salon. A technically excellent haircut may still result in dissatisfaction if the customer experiences long waiting times, poor communication or difficulties securing convenient appointments. Conversely, effective communication, professional consultations and personalised aftercare can strengthen customer satisfaction even when minor service issues arise.
Lemon and Verhoef (2016) argue that organisations must manage the customer journey as an integrated process rather than a series of isolated transactions. This perspective is particularly relevant to Maple's Hair & Beauty because customer loyalty depends on delivering consistent experiences across multiple appointments over several years. The salon therefore benefits from viewing every interaction as an opportunity to strengthen trust and reinforce its reputation for professional, customer-centred service.
Customer experience also contributes directly to organisational performance. Positive experiences encourage repeat bookings, customer advocacy and higher Customer Lifetime Value (CLV), while poor experiences increase complaints, cancellations and customer defection. For service organisations operating in competitive markets, retaining existing customers is generally more cost-effective than continually acquiring new ones. Consequently, investing in customer experience should be regarded as a strategic business decision rather than simply an operational activity.
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Customer journey mapping provides a structured method for analysing each interaction customers have with an organisation and identifying opportunities to improve service quality (Lemon & Verhoef, 2016). Rather than concentrating solely on the point of service delivery, journey mapping examines every touchpoint that shapes customer perceptions throughout the relationship.
For Maple's Hair & Beauty, the customer journey can be divided into five key stages:
1. Booking – Customers use Booksy, telephone or face-to-face enquiries to arrange appointments.
2. Consultation – Stylists discuss expectations, treatment options, costs and aftercare.
3. Treatment – Technical expertise is combined with communication and customer care to deliver the service.
4. Payment and Departure – Customers complete payment, arrange future appointments and purchase retail products where appropriate.
5. Follow-up – Appointment reminders, aftercare advice and personalised communication encourage repeat visits and strengthen customer relationships.
[image: ]


Figure 1. Illustrates a Customer Journey Map for Maple's Hair & Beauty.
Note. Author's own work, adapted from Lemon and Verhoef (2016)


Each stage represents an opportunity either to strengthen or weaken the customer experience. For example, lengthy appointment delays may reduce customer satisfaction before treatment even begins, while inconsistent consultation practices may lead to unrealistic expectations and subsequent dissatisfaction. Mapping the customer journey enables Maple's Hair & Beauty to identify these potential failure points before they develop into customer complaints.
Journey mapping also supports continuous improvement by encouraging managers to evaluate service delivery from the customer's perspective rather than solely through operational performance measures. This customer-centred approach aligns with the broader objective of delivering consistent value throughout the customer lifecycle.
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Customer Relationship Management (CRM) is a strategic approach that enables organisations to collect, analyse and apply customer information to strengthen relationships and improve organisational performance (Payne & Frow, 2005). Effective CRM extends beyond maintaining customer records; it supports personalised communication, targeted marketing and informed decision-making that enhances customer satisfaction and loyalty.
Maple's Hair & Beauty currently uses the Booksy booking system to manage appointments and customer records. However, Booksy has the potential to support a more sophisticated CRM strategy by recording treatment histories, colour formulations, product purchases, allergies and customer preferences. Using this information proactively would enable the salon to personalise appointment reminders, recommend appropriate services and tailor promotional campaigns to individual customer needs.
[image: ]
Figure 2. Illustrates Customer Segmentation for Maple's Hair & Beauty.
Note. Author's own work, adapted from Kotler and Keller (2022).
Segmenting customers into new, regular and loyal groups would further improve communication strategies. New customers may benefit from follow-up contact after their first appointment, regular customers from personalised maintenance reminders, and loyal customers from exclusive booking opportunities or reward schemes. This targeted approach increases perceived value while strengthening long-term customer relationships.
Closely linked to CRM is Customer Lifetime Value (CLV), which estimates the total value a customer generates throughout their relationship with an organisation (Rust et al., 2000). In the salon industry, loyal customers often return every six to eight weeks for many years, purchasing additional treatments and retail products. Consequently, retaining existing customers usually produces greater long-term profitability than focusing exclusively on customer acquisition.
Nevertheless, CRM should not become overly dependent on technology. Successful relationship management within the hair and beauty industry continues to rely upon professional expertise, trust and meaningful interpersonal communication. 
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Quality management is a systematic approach to ensuring that organisational processes consistently meet or exceed customer expectations. Within service organisations, quality extends beyond the technical outcome of a service and includes reliability, responsiveness, communication and the customer's overall perception of value (Zeithaml et al., 2018). For Maple's Hair & Beauty, effective quality management is essential because customer satisfaction is influenced by every stage of the customer journey, not just the final hairstyle or beauty treatment.
Quality management should be viewed as a continuous process rather than a one-off initiative. As customer expectations evolve, salons must regularly review service standards, analyse customer feedback and refine operational processes. This aligns with the principles of continuous improvement, where learning from customer experiences enables organisations to strengthen long-term performance rather than simply reacting to complaints.
Within Maple’s Hair Salon, quality management is particularly important because increasing demand places pressure on appointment scheduling, consultation time and service consistency. Without structured quality processes, operational pressures may gradually erode customer satisfaction, even as employees maintain high technical standards.
Consequently, quality management provides the organisational framework that enables the delivery of personalised service consistently across all customer interactions. See Appendix 1 (Kano Diagram)
See Appendix 2 for service blueprint for Maple’s  salon
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SERVQUAL, developed by Parasuraman et al. (1988), remains one of the most widely used frameworks for evaluating service quality. The model proposes that customers assess service performance across five dimensions: tangibles, reliability, responsiveness, assurance and empathy.
For Maple's Hair & Beauty, each dimension contributes to the overall customer experience. Tangibles include the salon environment, employees' professional appearance, and cleanliness. Reliability refers to delivering appointments as promised, maintaining punctuality and producing consistent treatment outcomes. Responsiveness reflects employees' willingness to assist customers promptly, while assurance is demonstrated through technical competence and professional knowledge. Empathy involves understanding individual customer preferences and delivering genuinely personalised care.
Although SERVQUAL provides a structured framework for measuring customer perceptions, it has limitations. Customer expectations vary considerably between individuals and may change over time, making consistent measurement difficult. Furthermore, the model assumes that customer expectations remain stable, whereas previous experiences, online reviews and competitor services often influence expectations.
Despite these limitations, SERVQUAL offers Maple's Hair & Beauty a practical framework for identifying strengths and weaknesses in service delivery. Regular customer surveys structured around the five dimensions would provide valuable evidence for continuous improvement while supporting more informed management 
decisions. Consequently, SERVQUAL should not be used as a standalone measure of customer experiences at Mapes. Instead, it should be combined with qualitative customer feedback and operational performance data to provide a more comprehensive assessment of service quality.

[bookmark: _Toc235620628][bookmark: _Toc235622503]3.3 Grönroos' Service Quality Model
Grönroos (2007) argues that customers evaluate service quality through two complementary dimensions: technical quality (what is delivered) and functional quality (how the service is delivered). This distinction provides a broader understanding of customer experience than technical performance alone.
Within Maple's Hair & Beauty, technical quality includes accurate colouring, precision cutting and professional beauty treatments. Functional quality encompasses communication, consultation, reassurance, listening skills and the stylist's ability to create a positive customer experience throughout the appointment. A technically successful treatment may still result in dissatisfaction if communication is poor or expectations are not managed effectively.
Compared with SERVQUAL, Grönroos' model better reflects the realities of personalised service industries because it recognises that customers evaluate both outcomes and interactions. Nevertheless, functional quality can be difficult to measure objectively because it depends heavily on individual perceptions and emotional 
responses.

The service blueprint complements Grönroos' model by illustrating how visible customer interactions and back-stage operational processes work together to influence service quality. Mapping these activities enables Maple's Hair & Beauty to identify operational weaknesses that may negatively affect the customer experience despite high technical standards. Together, SERVQUAL measures customer perceptions while Gronroos explains why those perceptions develop, making the two frameworks complementary rather than competing approaches.

[bookmark: _Toc235620629][bookmark: _Toc235622504]3.4 Deming and Juran: Continuous Quality Improvement
Deming (1986) argued that most quality problems originate from organisational systems rather than individual employees. His philosophy emphasises leadership, employee involvement and continuous improvement through the Plan–Do–Check–Act (PDCA) cycle. Juran (1988) similarly viewed quality as a management responsibility but proposed the Quality Trilogy of quality planning, quality control and quality improvement. 
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For Maple's Hair & Beauty, these approaches suggest that appointment delays, inconsistent consultations and communication failures should not be attributed solely to individual stylists. Instead, management should examine scheduling procedures, consultation processes, staff development and workflow design to identify the root causes of service inconsistency. See Appendix 2 (Lean diagram)
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Figure 4. Root Cause Analysis of Appointment Delays at Maple's Hair & 
methodology.
Ishikawa(1986)

The Fishbone Diagram demonstrates that appointment delays arise from multiple interconnected factors, including scheduling, staffing, consultation length, technology and management processes. This systems perspective reinforces Deming's argument that sustainable quality improvement depends upon improving organisational processes rather than assigning blame to individuals.

[image: ]
Figure 5  Value Stream Map for Maple's Hair & Beauty.
Note. Author's own work, adapted from Womack and Jones (2003).

The Value Stream Map highlights which activities add value from the customer's perspective and which create unnecessary delays or inefficiencies. This enables management to improve operational flow while protecting the personalised interactions customers expect.
However, Lean should be implemented carefully. Unlike manufacturing environments, customers often value conversation, reassurance and personalised consultations. Removing these interactions in pursuit of efficiency could reduce satisfaction despite improving productivity.
Relationship Marketing (Berry, 1983) addresses this limitation by emphasising long-term relationships rather than individual transactions. Building trust through consistent service, personalised communication and effective aftercare strengthens customer loyalty and increases Customer Lifetime Value. For Maple's Hair & Beauty, combining Lean operational improvements with Relationship Marketing creates a balanced strategy that improves efficiency while preserving the personalised service on which the salon's reputation depends.
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4. Critical Evaluation of Strategic Options
Following the evaluation of customer experience and quality management practices, Maple's Hair & Beauty must determine which strategic initiatives will deliver the greatest long-term value for both customers and the organisation. Although several improvement strategies are available, each differs in cost, implementation complexity, organisational risk, and potential impact on customer satisfaction. This section critically evaluates four realistic options before identifying the most appropriate strategic direction. Operational consistency provides the strongest strategic platform because it improves every customer interaction while creating the organisational capacity required for future expansion, technological investment, and sustainable revenue growth.
[bookmark: _Toc235620632][bookmark: _Toc235622507]4.1 Expand the Workforce
One option is to recruit additional stylists to increase appointment availability and reduce waiting times. Greater staffing capacity would enable the salon to accommodate increasing customer demand while reducing pressure on existing employees. Lower workloads could also allow stylists to spend more time during consultations, improving communication and strengthening customer relationships.
However, expanding the workforce also presents significant challenges. Recruitment, training and induction require substantial financial investment, and newly appointed stylists may need time to build trust with existing customers. In the hair and beauty industry, customers often develop strong relationships with individual stylists, so some loyal clients may be reluctant to book appointments with unfamiliar stylists. Consequently, increasing staffing levels alone may not resolve the underlying causes of inconsistent customer experiences if scheduling processes and operational systems remain unchanged.
Workforce expansion should therefore be regarded as a medium-term strategy rather than an immediate solution.


[bookmark: _Toc235620633][bookmark: _Toc235622508]4.2 Introduce a Premium Pricing Strategy
A second option is to introduce moderate price increases that reflect the salon's reputation, service quality and customer demand. Premium pricing could generate additional revenue to invest in staff development, technology and service improvements while reinforcing perceptions of quality.
Nevertheless, premium pricing carries considerable risk if customers do not perceive corresponding improvements in value. In competitive local markets, customers can easily compare prices, and significant price increases may prompt price-sensitive clients to consider alternative providers. Visible improvements in appointment reliability, customer communication and overall service quality must therefore support any pricing strategy.
Rather than being the starting point for organisational improvement, premium pricing should follow operational enhancements that demonstrate increased value to customers.

[bookmark: _Toc235620634][bookmark: _Toc235622509]4.3 Increase Investment in Digital Technology
Technology provides opportunities to improve both operational efficiency and customer relationship management. Although Maple's Hair & Beauty already uses the Booksy booking system, further investment could support digital consultation forms, automated appointment reminders, customer segmentation and personalised marketing campaigns.
Greater use of customer data would enable management to understand booking patterns, identify customer preferences and tailor communications more effectively. These improvements could strengthen customer retention while supporting evidence-based business decisions.
However, technology should be viewed as an enabler rather than a replacement for personal service. Customers visit hair and beauty salons for professional expertise, reassurance and individual attention, all of which depend on human interaction. Over-reliance on automation could reduce the personalised experience that differentiates Maple's Hair & Beauty from competitors.
Technology should therefore support, rather than replace, relationship-based customer care.

[bookmark: _Toc235620635][bookmark: _Toc235622510]4.4 Improve Operational Consistency
The strongest strategic option is to improve operational consistency throughout the customer journey. Instead of focusing primarily on expansion or pricing, this strategy addresses the organisational processes that influence customer satisfaction daily.
Improving appointment scheduling, standardising consultations, maintaining comprehensive customer records, and reviewing performance through regular quality monitoring would strengthen service reliability and support employees in delivering consistently high standards. This approach aligns closely with Deming's philosophy of continuous improvement, Juran's emphasis on systematic quality management and Lean Thinking's focus on eliminating activities that do not add customer value.
Unlike alternative strategies, operational consistency benefits every customer, regardless of the treatment they receive or the stylist who provides the service. Once robust systems are established, future investment in staffing, technology or pricing is more likely to deliver sustainable improvements in organisational performance.
Strategic Options Evaluation Matrix

Figure 7. Strategic Evaluation Matrix for Maple's Hair & Beauty.
Note. Author's own work. See appendix
4.5 Strategic Recommendations
Following critical evaluation, improving operational consistency should become the immediate strategic priority for Maple's Hair & Beauty. This approach directly addresses the root causes of customer dissatisfaction while creating a stable operational foundation for future growth.
Once appointment scheduling, consultation processes and customer relationship management have been strengthened, the salon will be better positioned to recruit additional employees, introduce carefully managed pricing strategies and maximise the benefits of digital technology. Prioritising operational excellence, therefore, provides the greatest opportunity to improve customer satisfaction, increase retention, and support sustainable long-term growth.
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5. Recommendations and Implementation Plan
The analysis undertaken throughout this report demonstrates that Maple's Hair & Beauty has established a strong reputation for personalised service and customer care. However, rising customer demand has exposed operational challenges that could reduce customer satisfaction if not addressed proactively. The following recommendations are prioritised according to their expected impact on customer experience, operational performance and long-term organisational sustainability.
[bookmark: _Toc235620638][bookmark: _Toc235622513]5.1 Recommendation 1: Optimise Appointment Scheduling
The highest priority should be improving appointment scheduling by better utilising the Booksy booking system. Appointment durations should be reviewed using historical booking data to ensure sufficient time is allocated for complex treatments such as colour corrections, balayage and combination services. More accurate scheduling will reduce appointment overruns, minimise customer waiting times and improve service reliability.
In addition, buffer periods should be introduced at key points during the day to accommodate minor delays without disrupting the remaining schedule. This approach supports SERVQUAL's reliability dimension by improving punctuality while reducing pressure on employees. Although slightly fewer appointments may be available each day, improved efficiency and customer satisfaction are likely to increase customer retention and profitability over the longer term.


[bookmark: _Toc235620639][bookmark: _Toc235622514]5.2 Recommendation 2: Standardise Customer Consultations
Customer consultations should follow a consistent digital format using Booksy to record treatment objectives, colour history, allergies, product recommendations, maintenance requirements and customer preferences. Standardising consultations will reduce misunderstandings, improve continuity between appointments and support consistent service delivery regardless of which stylist provides the treatment.
This recommendation reflects Grönroos' emphasis on functional quality by ensuring that communication is as consistent as technical performance. It also reduces organisational risk by preserving customer knowledge within the business rather than relying solely on individual employees.

[bookmark: _Toc235620640][bookmark: _Toc235622515]5.3 Recommendation 3: Strengthen Customer Relationship Management
Booksy should be developed into a comprehensive Customer Relationship Management (CRM) tool rather than being used solely for appointment scheduling. Customer information should support personalised appointment reminders, follow-up messages, birthday greetings and tailored product recommendations based on previous services.
Customers should also be segmented into new, regular and loyal categories. New customers should receive follow-up communication after their first appointment to encourage repeat visits. Regular customers should receive personalised maintenance reminders, while loyal customers could be rewarded through priority booking opportunities, exclusive promotions or referral incentives. These initiatives strengthen Customer Lifetime Value while reinforcing long-term customer loyalty.
All customer information must be managed in accordance with the UK General Data Protection Regulation (UK GDPR) and the Data Protection Act 2018 to maintain customer confidence and protect personal data.

[bookmark: _Toc235620641][bookmark: _Toc235622516]5.4 Recommendation 4: Invest in Employee Development
Continuous professional development should extend beyond technical hair and beauty skills to include consultation techniques, communication, complaint handling and customer relationship management. Regular training sessions and monthly team meetings should encourage employees to share best practice, review customer feedback and identify opportunities for service improvement.
Embedding reflective practice in everyday operations supports Deming's philosophy of continuous improvement and fosters a workplace culture in which every employee helps maintain consistently high service standards.

[bookmark: _Toc235620642][bookmark: _Toc235622517]5.5 Measuring Success
The effectiveness of these recommendations should be monitored using a balanced set of Key Performance Indicators (KPIs). Combining operational measures with customer-focused indicators will enable management to evaluate whether service improvements are achieving their intended outcomes.
Table 4
Key Performance Indicators for Monitoring Customer Experience at Maple's Hair & Beauty
Table 5
Key Performance Indicators for Monitoring Customer Experience at Maple's Hair & Beauty

Operational KPIs	Purpose	Customer KPIs	Purpose
Appointment punctuality (%)	Measures whether appointments begin on time and reflects scheduling efficiency.	Customer Satisfaction Score (CSAT)	Measures customers' satisfaction with their overall salon experience.
Average customer waiting time	Identifies delays before appointments and monitors operational efficiency.	Net Promoter Score (NPS)	Measures customers' willingness to recommend Maple's Hair & Beauty to others.
Consultation completion rate (%)	Assesses whether consultation records are completed consistently before treatments.	Customer retention rate (%)	Measures the percentage of customers who return for future appointments.
Employee training completion (%)	Monitors staff participation in technical and customer service training.	Repeat booking rate (%)	Measures the proportion of customers who rebook before leaving the salon.
Number of customer complaints	Identifies recurring operational issues requiring management attention and continuous improvement.	Customer referral rate	Measures the number of new customers gained through recommendations from existing clients.

Note. Author's own work.

Operational KPIs	Purpose	Customer KPIs	Purpose
Appointment punctuality (%)	Measures whether appointments start on time and reflects scheduling efficiency.	Customer Satisfaction Score (CSAT)	Measures customers' satisfaction immediately after their visit.
Average customer waiting time	Identifies delays before appointments and monitors service efficiency.	Net Promoter Score (NPS)	Measures customers' willingness to recommend the salon to others.
Consultation completion rate (%)	Assesses whether consultation records are completed consistently before treatments.	Customer retention rate (%)	Measures the percentage of customers who return for future appointments.
Employee training completion (%)	Monitors staff participation in professional development and customer service training.	Repeat booking rate (%)	Measures the proportion of customers who rebook before leaving the salon.
Number of customer complaints	Identifies recurring operational issues requiring improvement.	Customer referral rate	Measures new customers acquired through recommendations from existing clients.

Note. Author's own work.

This format is much more consistent with university expectations because it:

clearly separates operational and customer measures;
explains why each KPI is being measured;
improves readability;
follows the presentation style expected in a Level 5/Level 6 business report; and
integrates neatly with the paragraph that follows about quarterly performance reviews.
	Operational KPIs
	Customer KPIs

	Appointment punctuality
	Customer Satisfaction Score (CSAT)

	Average waiting time
	Net Promoter Score (NPS)

	Consultation completion rate
	Customer retention rate

	Employee training completion
	Repeat booking percentage

	Number of complaints
	Customer referral rate


Performance should be reviewed quarterly to identify trends, evaluate progress and make evidence-based adjustments where necessary. Regular monitoring ensures that quality improvement remains an ongoing organisational process rather than a one-off initiative.
Reichheld(2003)
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5.6 Implementation Plan
To minimise disruption, implementation should take place over twelve months using a phased approach.
[image: ]
Table 5. Implementation Plan for Maple's Hair & Beauty
[bookmark: _Toc235620644][bookmark: _Toc235622519]. Critical Evaluation

This implementation plan reflects Deming's philosophy of continuous improvement by embedding regular review, measurement and learning into everyday operations, rather than treating quality improvement as a one-off initiative. It also aligns with Juran's Quality Trilogy by integrating quality planning (process redesign), quality control (KPI monitoring) and quality improvement (quarterly reviews). Furthermore, the plan supports Lean Thinking by reducing non-value-adding activities such as appointment overruns while preserving the personalised service that differentiates Maple's Hair & Beauty. The phased approach minimises disruption to day-to-day operations, allows staff to adapt gradually to new working practices and enables management to evaluate outcomes before progressing to subsequent stages. This combination of structured implementation, measurable objectives and continuous evaluation increases the likelihood that service improvements will be sustained over the long term while strengthening customer satisfaction, loyalty and organisational performance.




















[bookmark: _Toc235620645][bookmark: _Toc235622520]6. Conclusion 
This report has critically evaluated the customer experience at Maple's Hair & Beauty and demonstrated that sustained organisational success depends upon consistently delivering high-quality experiences throughout the entire customer journey. The analysis showed that customer satisfaction is influenced not only by technical expertise, but also by effective communication, operational reliability, relationship quality and the organisation's ability to respond proactively to changing customer expectations.
The evaluation of Customer Relationship Management (CRM), Customer Lifetime Value (CLV), SERVQUAL, Grönroos' Service Quality Model, Deming's philosophy of continuous improvement, Juran's Quality Trilogy, Lean Thinking and Relationship Marketing demonstrated that no single framework provides a complete solution for managing customer experience within the hair and beauty industry. Instead, integrating these complementary approaches enables organisations to improve service quality, strengthen customer loyalty and enhance long-term organisational performance.
The critical evaluation of strategic options identified improving operational consistency as the most appropriate priority for Maple's Hair & Beauty. Optimising appointment scheduling, standardising customer consultations, strengthening CRM practices and investing in employee development directly address the operational factors that influence customer satisfaction while preserving the personalised service that differentiates the salon from local competitors.
Ultimately, customer experience should not be viewed as an isolated function but as a strategic organisational capability embedded within every aspect of service delivery. By adopting a culture of continuous improvement, monitoring performance through clearly defined Key Performance Indicators, and responding systematically to customer feedback, Maple's Hair & Beauty will be well-positioned to strengthen customer loyalty, increase customer retention, and achieve sustainable, long-term growth in an increasingly competitive marketplace.
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Three-Staged Customer Segmentation for Maple’s Hair Salon

Segmenting our diverse client base to deliver personalised experiences and lasting loyalty.
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offers and experience rewards and perks experiences
Focus: Make a strong first Focus: Strengthen relationships Focus: Deliver exceptional
impression and encourage and reward loyalty to maximise experiences and encourage
return visits. retention. advocacy.

Source: Adapted from Kotler, P., & Keller, K. L. (2016). Marketing management (15th ed.). Pearson Education.
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Fishbone (Ishikawa) Diagram — Maple’s Hair & Beauty Salon

Analysing the Root Causes of Appointment Delays and Long Wait Times

e People e Process @ Technology @ Environment

Salon layout causes
bottlenecks

Booking system

Overbooking / unrealistic
ot updated in real time

Insufficient staff
appointment spacing

during peak times.

Noise and distractions
slow service flow

Online bookings not

Inaccurate time.
synced across devices

estimation for services

Lack of cross-training
among staff

Limited waiting area
‘comfort

System downtime

Poor scheduling
or slow performance

buffer between clients

High staff fatigue
reducing efficiency

Limited automation
and reminders

Lack of standard
operating procedures

Inconsistent adherence Peak-time congestion

to schedules at reception o
Problem:
Appointment

Maple

apies

Product or tool No tracking of service Poor demand Late arrivals Delays and
Long Wait Times

unavailability duration accuracy forecasting

impacting schedule

No-shows or late
cancellations

Inadequate staff

Lack of KPls for
rostering

wait times

Suppliers causing
delivery delays

Unclear service

Insufficient feedback Limited training

Equipment not

well maintained collection and development expectations
Lack of backup tools No regular performance Ineffective communication. Complex service
or products. reviews of changes requests.

o Materials @ Measurement 8 Management 9 Customers

Key Insight: Appointment delays at Maple’s Hair & Beauty Salon are caused by a combination of interconnected factors. Addressing these root
causes through improved scheduling, technology, training, and customer communication will reduce wait times and improve client satisfaction.

Source: Adapted from Ishikawa, K. (1986). Guide to quality control. Asian Productivity Organization.
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PDCA Cycle for Continuous Improvement

Plan

Identify areas for
improvement at
Maple’s Hair & Beauty.
Analyse customer feedback
and complaints

Review appointment delays
and waiting times

Assess online reviews

and ratings

Identify root causes

(e.g. reduce average waiting
time by 15%)

Act

Standardise successful
changes and continue
to improve.

« Document and update
standard operating
procedures (SOPs)

+ Share learning with the team

+ Recognise and celebrate
improvements

+ Begin the next PDCA cycle
for ongoing improvements

Set SMART improvement goals

at Maple’s Hair & Beauty

Continuous
Improvement
for Better

Customer
Experiences

’

&‘a'

HAIR &"BEAUTY

Do

Implement improvement
strategies on a small
scale.
Adjust appointment durations
and scheduling
Standardise consultation
process
Provide staff training and
refresher sessions
Enhance use of Booksy
(booking & CRM system)
Pilot changes for a defined
period (e.g., 4-6 weeks)

Check

Monitor and evaluate the
results of the changes
implemented.

Measure waiting times

and appointment punctuality
Review repeat bookings

and client retention

Collect and analyse customer
satisfaction (NPS/feedback)

Compare results against goals
and KPIs

{ QY. Note. The PDCA cycle supports Maple’s Hair & Beauty in delivering consistent, high-quality services

by embedding a culture of continuous improvement across all customer touchpoints.

Reference: Deming, W. E. (1986). Out of the crisis. MIT Press.
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MAPLE’S HAIR & BEAUTY — IMPLEMENTATION PLAN (12 MONTHS)

@ GOAL: Deliver consistent, high-quality customer experiences, reduce waiting times, increase repeat bookings and strengthen long-term customer loyalty.

OBJECTIVE

© optimise
ona Appointment
a5 Scheduling

Standardise
Customer
Consultations.

Strengthen
Customer
Relationship
Management
(CRM)

Enhance

Employee
Development

Introduce
Continuous
Quality

Monitoring

4

@ Review strategic -

Performance

12-MONTH
IMPLEMENTATION
TIMELINE

+ Review appointment durations
using Booksy data

+ Add 10-15 min buffers for
complex services

+ Analyse peak periods and
redesign daily schedule

« Introduce digital consultation
template in Booksy

+ Record hair history, allergies,
goals, photos, formulas &
aftercare

« Train all staff in consistent use

« Segment customers (new,
regular, loyal)

+ Automate reminders, birthday
messages & follow-ups in Booksy

« Send personalised promotions
&loyalty offers

* Quarterly training: consultation
skills, communication, retail,
complaint resolution

+ Monthly reflective team
meetings to share learning

+ Collect feedback after every
‘appointment (Booksy surveys)

« Monitor KPIs monthly

« Review results in management
meetings using PDCA cycle

+ Conduct quarterly performance
reviews

+ Evaluate progress against
objectives

+ Update improvement plan
using data & feedback

PHASE 1
PROCESS STANDARDISATION
Months 1-3
Review scheduling, standardise

consultations, train staff and optimise
Booksy configuration.

OUTCOME: Reduced waiting times,

improved consistency & accurate records.

Salon Owner

-. & Reception f] Months
Manager 1-2
@® saon Months
@I Manager 2-3
Reception e
S Team& o
Marketing Lead
[ ] Months
Salon Owner
[} 4-8
282 Vgemens [ Mot
& .
Team 6-12
Senior Quarterly
@M  Management (Months 3,
6,9&12)
PHASE 2
CUSTOMER RELATIONSHIP
=» ENHANCEMENT
Months 4-6

GUIDING PRINCIPLES: Customer Focus « Continuous Improvement (PDCA)

Implement CRM campaigns, launch
customer feedback surveys, introduce
loyalty initiatives and continue
employee development.

OUTCOME: Stronger customer engagement,
higher saisfaction & more repeat bookings.

Average waiting time  30%
95% on-time appointments
<5 scheduling complaints
per month

100% consultation completion
25% reduction in service
complaints

Improved consultation quality
scores

15% increase in repeat bookings
20% increase in customer
retention

Increased retail sales & referrals

100% training completion
Higher staff satisfaction
Improved customer satisfaction
(CSAT)

CSAT above 90%

Net Promoter Score (NPS)
improvement

Complaints reduced by 20%
Continuous KPI improvements

+ Achievement of KPI targets
« Improved profitability
+ Sustained customer retention

-

« Quality Management

Enhanced operational efficiency

PHASE 3
CONTINUOUS IMPROVEMENT
Months 7-9

N

B>

2 B R B

Monitor KPIs, analyse feedback,

refine processes and address
issues through the.
PDCA cycle.

OUTCOME: Improved operational
efficiency & service quality.

« Lean Thinking «

Reduced daily
appointment
capacity
initially

Staff resistance
tonew
procedures

Customers
opting out of
marketing
communications

Scheduling
training around
busy periods

Inconsistent
feedback
collection

Failure to act
on collected
data

>

KEY ACTIONS RESPONSIBILITY TIMESCALE SUCCESS MEASURES (KPIs) [ msks ] MITIGATION

Pilot revised schedule
for 4 weeks before
full implementation

9

Provide training,
coaching & regular
compliance audits

Ensure GDPR
compliance &
obtain clear
marketing consent

Rotate attendance
@ & use quieter

business periods
Automate surveys
via Booksy & review
response rates
monthly

9
9

Assign accountability
for each KPI &
document actions
after every review

PHASE 4
STRATEGIC EVALUATION
Months 10-12

Review performance, benchmark
results, refine long-term strategy
and plan future improvements.

OUTCOME: Sustainable quality
improvement & enhanced
business performance.

Relationship Marketing




image7.png
Requirement
Not Fulfilled

Customer Satisfaction
High

Low
Customer Dissatisfaction

Requirement
Fully Fulfilled

Figure X. Kano model of customer requirements at Maples Hair & Beauty Salon.
Note. Adapted from Kano, Seraku, Takahashi, and Tsuji (1984).

Kano Model of Customer Requirements
Maples Hair & Beauty Salon

EXCITEMENT (DELIGHTERS)

Unspoken needs that create
delight and strong loyalty
when delivered.

PERFORMANCE
(ONE-DIMENSIONAL)

The more these needs are met,
the higher the satisfaction.

ey

BASIC (MUST-BE)

Expected requirements.
If absent, customers are
dissatisfied; if present,
taken for granted.

Reference: Kano, N., Seraku, N., Takahashi, F., & Tsuji, S. (1984). Attractive quality and must-be quality.
Journal of the Japanese Society for Quality Control, 14(2), 39-48. https://doi.org/10.1007/BF02092835

* Complimentary scalp massage
« Birthday rewards and treats

« Refreshments (drinks)

« Personalised aftercare advice
* Loyalty surprises and offers

* Free fringe tidy between visits

High-quality haircut and styling
Excellent colouring results

Skilled and knowledgeable stylists
Convenient appointment times
Competitive and fair pricing
Minimal waiting time

Consistent service quality

Clean and hygienic salon

Safe treatments and practices

Friendly and professional staff
Accurate bookings and records
‘GDPR protection of client data

Reliable payment systems

Comfortable salon environment
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Maples Hair & Beauty - Service Blueprint

Delivering exceptional client experiences at every touchpoint

1. BOOKING
Easy, accessible
appointment booking

SERVICE STAGES

Website, social media,
online booking system
(Booksy), phone, email

PHYSICAL
EVIDENCE

+ Visits website or social media
Q  cusTOMER « Books appointment online

() acrions or by phone

+ Receives confirmation

« Greet client (in person/
phone/online)

B8R FRONTSTAGE

(Visible to client)

+ Confirm appointment
details
+ Send confirmation

« Booking recorded in system
{CC)} BACKSTAGE « Staff availability checked

(TSP . Automated reminders
scheduled

« Online booking system
(Booksy)

* Website & social media

« CRM database

SUPPORT
PROCESSES
(Enablers)

@ service coaL

2. CONSULTATION
Understand client needs
and desired outcomes

Salon reception, consultation
area, styling stations,
product displays

Arrives at salon

Discusses needs and
preferences

Confirms service and price

Warm welcome
Conduct consultation
Recommend services
Confirm plan

Client history reviewed
Preparations for service
Patch test (if required)
Allocate resources

Consultation guidelines
Pricing database

Staff training

Product knowledge

LINE OF INTERACTION

LINE OF VISIBILITY

3. TREATMENT
Deliver high quality.
service experience

24

Salon environment,
equipment, products,
uniformed staff, music,
cleanliness

+ Relax and enjoy service
« Provide feedback during
service

« Receive aftercare advice

+ Deliver agreed service
+ Ensure comfort

+ Check satisfaction
Provide aftercare advice

+ Prepare workstation
Maintain hygiene standards
+ Monitor time and flow
Record service notes

Standard operating
procedures (SOPs)
Quality control
Inventory management

4. PAYMENT
Smooth, transparent
and secure payment

Card machine, receipt,
loyalty cards, product
shelves, signage

Reviews bill

Makes payment
« Receives receipt

« Books next appointment
(if desired)

+ Present bill clearly

« Process payment

+ Thank client

« Encourage rebooking /
loyalty sign up

« Update client record
+ Process transaction
« Update loyalty
+ Schedule next vi

+ POS system

+ Accounting software

+ Payment processing
security

To provide a seamless, personalised and memorable experience that builds trust, loyalty and long-term relationships.

MAPLES

HAIR & BEAUTY

5. FOLLOW UP

and add value

Thank you message,
follow up emails/SMS,
loyalty offers

Receives follow up message
Leaves review or feedback
Rebooks / recommends

to others

Send thank you message
Request feedback/review
Share offers and updates

CRM update
Track feedback
Personalise future

Email/SMS marketing tools
CRM & analytics

Loyalty programme
platform

Source: Adapted from Bitner, Ostrom & Morgan (2008) Service Blueprinting: A Practical Technique for Service Innovation, California Management Review, 50(3), 66-94.
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RATING KEY

e : A . :

MAPLES Strategic Options Evaluation Matrix -

HAIR SALON Assessing Strategic Options to Enhance Customer Experience and Grow the Business ::;Z‘;Zrate
2=Poor

1= Very Poor

OPTION 1 455 OPTION2 I;l OPTION 3 “®! opTioN4 OPTION5
EVALUATION CRITERIA Ex(en: Opening Recruit Additional | Imales k'_n A:vz;::d In;::ttnll: :‘;ﬂ La:n;:'l:::ky W:'CG(')""TEED
SR ours ooking
(Weighting %) Syatenn Development Programme
37 (Out of 500)
Open earlier/later s 2 aional Y A o Ennateadkill . S
cpgslect=diceyvs gaalifed shigts and automate consultation and encourage referrals RANK
| communications | service quality |
Improves Customer 4 5 4 5 4
Experience 550 3
e (100) (125) (100) (125) (100)
Revenue Growth 3 5 4 4 3]
Potential 380 4
(20%) (60) (100) (80) (80) (60)
Ease of
Implementation 3 2 4 4 5 270 5
(15%) (45) (30) (60) (60) (75)
Cost Effectiveness 3 2 4 4 5 270 5
(15%) 5) (30) (60) (60) 75)
Sustainability /
(o i e 435 ; 755 755 :) 315 | =4
i 45) ©0) 5 75) (60)
Alignment with 4 4 4 5 4
Maples’ Strategy (40) (40) @0) (50) @0) 210 5
(10%)
TOTAL WEIGHTED SCORE 330 385 415 * 450 410
IREt oige) Rank =4 Rank 2 Rank 1 Rank 1 Rank 3
INTERPRETATION RECOMMENDATION | NOTES
Options 3 and 4 are the highest scoring and most balanced Prioritise investing in Staff Training & Development (Option 4) ‘ |+ Scores are based on Maples Hair Salon’s current context,
strategies for long-term customer experience improvement alongside upgrading the Booking & CRM System (Option 3) customer needs, and strategic objectives.
and business growth. for the greatest overall impact. « Review annually or when business priorities change.

Source: Adapted from David, F. R. (2017). Strategic management: A competitive advantage approach, concepts and cases (16th ed.). Pearson Education.
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Figure 1

Service Blueprint for the Customer Journey at Maple’s Hair & Beauty

STAGES OF SERVICE

1. BOOKING &
APPOINTMENT

2. CONSULTATION &
DIAGNOSIS

3. TREATMENT
DELIVERY

4. PAYMENT &
REBOOKING

5. FOLLOW-UP &
RELATIONSHIP BUILDING

PHYSICAL EVIDENCE

@ (What the customer

sees and experiences)

@ CUSTOMERACTIONS | |
BB (Wt the customer doss)

BACKSTAGE ACTIONS.

(Not visible to customer)

@B SUPPORT PROCESSES
-
= (Enable the service)

« Salon website & social media
+ Online booking system
« Salon exterior & reception

+ Confirmation message

+ Enquires about services
+ Checks availability

Selects preferred stylst
- Books appointment
- Receives confirmation

- Welcomes customer enquiry

+ Confirms availabilty
« Schedules appointment
« Sends confirmation

* Updates booking system

+ Checks styist availabilty

+ Records customer details
- Prepares stylist schedule

« Online booking platform
+ CRM system

+ Calendar management
+ Email / SMS automation

—

+ Consultation area
+ Product displays
« Style reference images

« Client records on screen

« Arrives at salon |
« Discusses needs & goals
« Shares hair history

+ Reviews options & quote

+ Confirms service plan

—

Styling stations & equipment

Professional products
Clean towels & capes
Salon ambience

+ Approves plan
+ Receives treatment
Provides feedback

—

+ Confirms satisfaction

+ Payment terminal

+ Receipt / digital invoice
+ Retail product display

+ Loyalty programme materials

“ R
« Pays for service

« Joins / uses loyalty programme
« Books next appointment

jiews service outcome

Follow-up emails / SMS
Re:

w request
Loyalty offers
Aftercare information

+ Receives follow-up message
+ Leaves review

* Refers friends

« Engages with offers

+ Conducts consultation
+ Reviews customer history
+ Recommends treatment

+ Agrees service plan

+ Reviews client history

+ Prepares products/colour

+ Checks allergies / sensitivities,
« Plans time & resources

« Client records database.
+ Product inventory system
« Training & guidelines

+ Consultation templates

|+ Delivers agreed service

« Monitors customer comfort
« Explains aftercare
+ Confirms satisfaction

LINE OF VISIBILITY

* Prepares tools & products

$, ~ = LINE OF INTERNAL INTERACTION % -

Maintains hygiene standards

Inventory management
Equipment maintenance
Health & safety procedures
Standard operating procedures

+ Processes payment
+ Updates customer record
+ Offers retail recommendations
+ Books next appointment

« Records transaction
+ Updates loyalty points
+ Issues invoice

+ Updates client notes

« Payment gateway.
+ Accounting system

+ Loyalty programme system
+ Data security & GDPR

+ Sends thank-you message
+ Requests online review

+ Shares personalised offers
+ Maintains communication

+ Stores feedback.
+ Analyses reviews

ers
+ Plans marketing outreach

+ CRM & analytics tools
+ Email / SMS platform
+ Review management tool
+ Marketing automation

Note. Adapted from Bitner, Ostrom, and Morgan’s (2008) service blueprinting framework and customised for Maple’s Hair & Beauty.
The blueprint illustrates the customer journey from booking to follow-up together with the front-stage, backstage and support processes that influence service quality.

Source. Adapted from Bitner, M. J., Ostrom, A. L., & Morgan, F. N. (2008). Service blueprinting: A practical technique for service innovation.
California Management Review, 50(3), 66-94. https://doi.org/10.1525/cmr.2008.50.3.66




