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[bookmark: _Toc235874566][bookmark: _32hioqz][bookmark: _1hmsyys]Introduction. 
Customer experience has become an increasingly important factor in achieving business success within competitive markets. Customers now expect high quality products, excellent service, personalised experiences, and value for money. Organisations that successfully meet or exceed customer expectations are more likely to achieve higher levels of customer satisfaction, loyalty, retention, and positive word of mouth recommendations. As a result, understanding customer needs and implementing effective quality management practices are essential for maintaining a competitive advantage and supporting long term business growth.
This assignment examines the relationship between customer experience and operational quality management within Lil Puddings, an independent bakery business. The first section explores key customer experience concepts, including customer relationships, internal and external customers, customer loyalty, customer value, customer expectations, customer centrality, and customer segmentation. The section also considers how these concepts contribute to customer satisfaction, engagement, and loyalty.
The second section focuses on operational quality systems and examines the role of quality management in supporting positive customer experience outcomes. Consideration is given to Total Quality Management (TQM) and Juran's Trilogy, both of which highlight customer satisfaction, continuous improvement, and the delivery of consistent quality. The relationship between quality management and customer experience is studied to demonstrate how improvements in quality can positively influence customer perceptions, loyalty, and business performance.
Finally, recommendations are provided based on the findings of the report to support improvements in customer engagement, customer experience, and customer loyalty within Lil Puddings. The overall aim is to demonstrate how customer focused strategies and quality management practices can work together to support sustainable business success and long term organisational growth.









[bookmark: _Toc235874567]Section 1: Understanding the Customer Experience.
[bookmark: _Toc235874568]1.1: Benefits and Challenges of Maintaining Customer Relationships.
Customer relationships refer to the ongoing interactions and connections that develop between an organisation and its customers over time. These relationships are built through trust, effective communication, and the consistent delivery of value. Organisations that invest in developing strong customer relationships are more likely to persuade occasional customers into loyal repeat purchasers who contribute to long term business success. Unlike transactional approaches, which focus primarily on individual sales, relationship focused approaches seek to develop long term customer engagement by viewing each interaction as part of an ongoing relationship (Schneider, 2026).
Developing and maintaining strong customer relationships provides several benefits. These include increased customer loyalty, higher levels of repeat business, positive word of mouth recommendations, an improved organisational reputation, and increased profitability. Strong customer relationships can also provide a competitive advantage by differentiating a business from its competitors and encouraging long term customer retention.
However, maintaining customer relationships can also present challenges. Customer expectations continue to increase as consumers become more informed and have access to a wider range of competing products and services. The growth of digital communication and social media has increased customer expectations regarding responsiveness, personalisation, and service quality, with many customers expecting prompt responses to enquiries regardless of business operating hours. Delays in communication, inconsistent customer service, inadequate staff training, and limited resources can negatively affect customer satisfaction and damage customer relationships. This creates pressure on businesses such as Lil Puddings to continually improve product quality, service standards, employee knowledge, and customer engagement activities to maintain customer satisfaction and loyalty (Mosaicx, 2025).












[bookmark: _Toc235874569]1.2: Internal and External Customers.
Customers can be considered as either internal or external depending on their relationship with the organisation. Internal customers are employees, teams, or departments that rely on the products, services, information, or support provided by others within the organisation to undertake their roles effectively (Duncan, 2025). Gummesson (1991) argues that employees should be viewed as internal customers because their satisfaction and performance can directly influence the quality of service delivered to external customers. External customers are individuals or organisations outside the business that purchase and use its products or services. Lil Puddings, internal customers include employees who depend on effective communication, clear procedures, and teamwork to produce high-quality products and deliver excellent customer service. When internal customer needs are met, employee satisfaction, productivity, and service quality are more likely to improve.
External customers include walk-in customers, families, corporate clients, and customers who place orders through social media platforms. These customers generate revenue and are essential to the long term success of the business. Building positive relationships with external customers can increase customer satisfaction, encourage repeat purchases, generate positive word-of-mouth recommendations, and strengthen customer loyalty. Internal and external customers are closely connected, as employees who feel supported and valued are more likely to deliver positive customer experiences. Therefore, effectively managing both internal and external customer relationships is important for improving customer satisfaction, increasing customer retention, and maintaining a competitive advantage.















[bookmark: _Toc235874570]1.3: Customer Loyalty.
Customer loyalty refers to a customer's commitment to continue purchasing products or services from a business over time. Developing customer loyalty is important because loyal customers are more likely to make repeat purchases, recommend the business to others, and contribute to long term profitability (Tidio, 2021). Reichheld (2003) argues that customer loyalty is a key driver of long term profitability because loyal customers are more likely to make repeat purchases and recommend the business to others.
One important concept of customer loyalty is the distinction between customer retention and customer acquisition. Customer acquisition focuses on attracting new customers to the business, while customer retention focuses on encouraging existing customers to continue purchasing products and services. Although both activities are important, retaining existing customers is often more cost effective than acquiring new ones because existing customers already have experience of the business and require less marketing investment. For Lil Puddings, retaining loyal customers through consistent product quality, excellent customer service, and positive customer experiences can provide a stable source of revenue and encourage repeat purchases for celebrations and special occasions. Whilst customer acquisition is important for attracting new customers and supporting business growth, customer retention is often considered more cost effective because repeat customers are more likely to make additional purchases and recommend the business to others.
Customer loyalty can also be divided into behavioural loyalty and attitudinal loyalty. Behavioural loyalty refers to customers repeatedly purchasing from a business based on their buying behaviour. For example, a customer may regularly purchase cakes from Lil Puddings because of convenience, location, or habit. However, this does not necessarily mean the customer has a strong emotional connection to the business.
Attitudinal loyalty refers to the emotional attachment and positive feelings a customer develops towards a business. Customers with attitudinal loyalty actively choose a business because they trust the brand, value the customer experience, and are willing to recommend it to others. This type of loyalty is often stronger and more sustainable because customers are less likely to switch to competitors based solely on price or promotions.
For Lil Puddings, the most effective approach is to develop both behavioural and attitudinal loyalty. Consistently delivering high quality products encourages repeat purchasing behaviour, while excellent customer service, personalised interactions, and engagement through social media help build emotional connections with customers. This combination can improve customer retention, increase customer satisfaction, and support long term business success. Attitudinal loyalty is often considered more sustainable than behavioural loyalty because emotionally connected customers are less likely to switch to competitors based solely on price or convenience.




[bookmark: _Toc235874571]1.4: Enhancing Customer Value Through Customer Loyalty and Relationship Management.
In addition to delivering value through products and services, Lil Puddings could further enhance customer value through the introduction of a customer loyalty programme. A loyalty scheme would reward repeat purchases through incentives such as discounts, free products, or exclusive promotional offers. This would provide additional functional value by offering financial benefits to customers whilst also creating emotional value by making customers feel recognised and appreciated. Loyalty programmes can encourage repeat purchases, strengthen customer relationships, and increase customer retention. Furthermore, loyal customers are more likely to recommend the business to others through positive word of mouth, supporting customer acquisition and business growth. However, the scheme would need to be carefully managed to ensure that the rewards offered generate long term customer loyalty without negatively affecting profitability. The effectiveness of the programme could be measured through repeat purchase rates, customer retention levels, average customer spend, and customer feedback.
Lil Puddings could also strengthen customer relationships through the implementation of a Customer Relationship Management (CRM) system. A CRM system would enable customer information, purchasing history, enquiries, and feedback to be captured, stored, and analysed. This would allow the business to personalise communication, identify purchasing trends, tailor products and services to customer needs, and support the management of a loyalty programme. CRM systems also support knowledge management by transforming customer data into valuable knowledge that can be used to improve decision making, customer service, and marketing activities. Buttle and Maklan (2019) describe CRM as a strategic approach to managing customer relationships through the effective use of customer information and customer insight. The use of a CRM system could improve customer satisfaction, increase customer retention, and support long term business growth (Valcheva, 2025). However, customer information would need to be managed securely and in accordance with GDPR requirements.
To further illustrate how Customer Relationship Management (CRM) supports the development of long-term customer relationships, Diagram 1 presents a CRM customer journey map for Lil Puddings. The map demonstrates how customer interactions can be managed throughout each stage of the customer lifecycle, from initial awareness of the business to becoming a loyal customer and brand advocate. It highlights how customer information can be collected and utilised at each touchpoint to enhance customer value, improve service quality and encourage repeat business (Haynie, 2024).







Diagram 1. CRM Customer Journey Map for Lil Puddings.
[image: ]

As illustrated in Diagram 1, the customer journey begins with the awareness stage, where potential customers discover Lil Puddings through social media, recommendations or visits to the shop. Each of these represents a customer touchpoint, providing an opportunity for the business to collect customer information and improve the customer experience (Goodey, 2021). During the consideration stage, customers make enquiries regarding products, prices or availability. CRM systems record these interactions, enabling the business to retain valuable customer information and provide personalised responses based on customer preferences.
Once a purchase has been made, the CRM system stores customer details, order history and any specific requirements, helping to improve order accuracy and reduce the likelihood of errors. Throughout the collection or delivery stage, automated reminders and clear communication contribute to a smooth customer experience and increased satisfaction.
Following the purchase, customers are encouraged to provide feedback and leave reviews, allowing Lil Puddings to monitor customer satisfaction and identify opportunities for continuous quality improvement. Finally, the CRM system supports customer loyalty by facilitating personalised promotions, birthday rewards and loyalty incentives, encouraging repeat purchases and strengthening long-term relationships. Satisfied customers are then more likely to recommend the business to others and share positive experiences, contributing to customer advocacy and sustainable business growth.




[bookmark: _Toc235874572]1.5 Understanding Customer Value
Customer value refers to the satisfaction a customer expects to receive or experiences after purchasing a product or service in relation to the cost incurred. Customers evaluate value before, during, and after a purchase and often compare the perceived value offered by competing organisations (GeeksforGeeks, 2024). Customer value is determined by the difference between the benefits a customer receives and the costs they incur when purchasing a product or service. Benefits may include product quality, convenience, customer service, brand reputation, and emotional satisfaction, whilst costs may include price, time, effort, and any perceived risks associated with the purchase. The greater the perceived benefits in comparison to the costs incurred, the higher the customer value.
Kumar and Reinartz (2018) suggest that customer value can be created through functional, emotional, life changing, and social impact benefits. Functional value is achieved through product quality, reliability, convenience, and value for money. Emotional value is created when products or services generate positive feelings and memorable experiences. Life changing value occurs when products contribute to personal development, confidence, or important life events, whilst social impact value is created when organisations make a positive contribution to society or the local community. Understanding these different forms of value enables organisations to develop stronger customer relationships and improve customer loyalty.

[bookmark: _Toc235874573]1.6 Measuring Customer Value
Measuring customer value is important because it enables organisations to determine whether customer expectations are being met and identify opportunities for improvement. Customer value can be assessed through customer feedback, online reviews, customer retention rates, repeat purchases, and sales performance (GeeksforGeeks, 2024).
Within Lil Puddings, customer value can be measured through social media reviews, direct customer feedback, repeat orders, and customer engagement across online platforms. Monitoring customer feedback and purchasing behaviour can help identify areas for improvement and support decisions that enhance customer satisfaction, loyalty, and long term business growth.









[bookmark: _Toc235874574]1.7 The Customer Value Pyramid
To further understand how customer value is created within Lil Puddings, the Customer Value Pyramid developed by Almquist et al. (2016) can be applied. 
Diagram 2. Customer Value Pyramid for Lil Puddings (Adapted from Almquist et al., 2016).
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The model suggests that value is created through four levels: functional, emotional, life changing and social impact, with higher levels strengthening customer relationships and loyalty.
For Lil Puddings, functional value is delivered through high quality products, reliability, convenience and value for money. Emotional value is created through personalised service and products that make celebrations memorable. Life changing value is achieved by providing cakes and treats for important occasions that create lasting memories, whilst social impact value is demonstrated through supporting local suppliers, creating employment and contributing to the local community.
Applying the Customer Value Pyramid demonstrates that customer value extends beyond the products themselves. By delivering value across multiple levels, Lil Puddings can create stronger emotional connections with customers, encourage repeat purchases and increase customer loyalty. This supports the development of long term customer relationships and provides a competitive advantage by differentiating the business from competitors that compete primarily on price.
[bookmark: _Toc235874575]1.8: Managing Customer Expectations.
Managing customer expectations is an important aspect of customer experience because satisfaction is influenced by whether a product or service meets, exceeds or falls below customer expectations. Organisations that understand customer expectations are better able to deliver positive customer experiences and encourage loyalty (Huettich, 2023).
One model that supports the management of customer expectations is the Kano Model. Developed by Noriaki Kano, the model categorises customer requirements into basic, performance and excitement needs (Kano Model, 2026). Basic needs are the essential requirements customers expect, such as safe, fresh products, accurate orders and reliable collection times. Performance needs directly influence satisfaction and include product quality, value for money, product variety and responsive customer service. Excitement needs are unexpected features that enhance the customer experience, such as complimentary samples, personalised thank you messages or special packaging.
Diagram 3. Kano Model (Adapted from Product Plan, 2026).
[image: How Kano model helps to agile product backlog prioritization | ScrumDesk]
The Kano Model is closely linked to the Voice of the Customer (VoC), which involves gathering customer feedback to understand customer needs and expectations. Information collected through reviews, surveys, social media and direct communication helps organisations identify which requirements customers consider essential, and which create additional value. For Lil Puddings, customer feedback can be used to improve products, service quality and the overall customer experience.
Another useful approach is the MoSCoW Model, developed by Clegg (1994), which prioritises customer requirements as Must Have, Should Have, Could Have and Won't Have. For Lil Puddings, must have requirements include food safety, product quality, accurate orders and reliable collection times. Should have requirements include a varied product range and responsive communication, whilst could have requirements include personalised packaging, loyalty rewards or promotional gifts. Won't have requirements are features that are not currently practical because of operational or financial constraints.
Together, the Kano and MoSCoW models help Lil Puddings understand customer expectations, prioritise improvements and deliver products and services that meet customer needs whilst making effective use of available resources.
[bookmark: _Toc235874576]1.9: Customer Centrality.
Customer centrality is a business approach that places customers at the centre of organisational decision making. Organisations that adopt customer centrality seek to understand customer needs, preferences and behaviours to create positive customer experiences and build long term relationships (Dieffenbacher, 2024). This approach helps organisations improve customer satisfaction, retention and loyalty by ensuring products, services and business decisions are aligned with customer expectations.
Customer centrality can be viewed as a journey consisting of five stages: Product Centricity, Market Centricity, Customer Centricity, Customer Experience Centricity and Customer Advocacy (Dieffenbacher, 2024). As organisations progress through these stages, customer needs become increasingly important in shaping products, services and strategic decisions. At the final stage, highly satisfied customers become advocates who actively recommend the business to others, helping to strengthen brand reputation and encourage sustainable growth.
Lil Puddings demonstrates elements of customer centricity by gathering customer feedback, responding to customer requests and adapting products to meet customer preferences. The business also focuses on enhancing the customer experience through personalised products, responsive communication and active engagement on social media. By continuing to use customer feedback to improve the customer journey, Lil Puddings can strengthen customer relationships, encourage customer advocacy and support long term business growth.

[bookmark: _Toc235874577]1.10 Customer Segmentation
Customer segmentation involves dividing customers into groups based on shared characteristics, behaviours, or purchasing patterns. Segmentation enables businesses to better understand customer needs and develop appropriate engagement strategies (Jolaoso, 2024). Effective customer segmentation allows organisations to target marketing activities more accurately, tailor products and services to different customer groups, and allocate resources more effectively (Kotler and Keller, 2016). This can improve customer satisfaction, strengthen customer relationships, and increase customer loyalty.
Within Lil Puddings, several customer segments can be identified, including big spenders who regularly purchase celebration cakes and large orders, value seekers who actively look for promotions and special offers, families purchasing treats and products for special occasions, corporate customers requiring larger orders for meetings and events, and occasional customers who purchase products during seasonal celebrations or special events. Understanding the needs and purchasing behaviours of these different customer groups enables the business to tailor its marketing and customer engagement activities more effectively. However, while different segments may require different approaches, all customers should receive the same high standard of customer service to maximise customer satisfaction, encourage repeat purchases, and build long term customer loyalty.




[bookmark: _Toc235874578]Section 2: Understanding Operational Quality Systems
[bookmark: _Toc235874579]2.1 Quality Models and Theories
Quality management plays a significant role in delivering positive customer experiences and achieving customer satisfaction. Customers are more likely to remain loyal to organisations that consistently provide high quality products and services that meet or exceed their expectations. Effective quality management can improve customer satisfaction, strengthen customer loyalty, reduce errors, and support long term business success.
A range of quality management theories and models have been developed to help organisations improve quality and operational performance. For the purpose of this report, Total Quality Management (TQM) and Juran's Trilogy have been selected because they are particularly relevant to the operations of Lil Puddings. Both models focus on customer satisfaction, continuous improvement, and the delivery of consistent quality, which are essential factors within the bakery industry.
TQM promotes a customer focused culture in which all employees contribute to maintaining and improving quality throughout the organisation. Juran's Trilogy complements this approach by providing a structured framework for quality planning, quality control, and quality improvement. Together, these models provide practical approaches that can help Lil Puddings improve operational performance, enhance customer experience, and increase customer loyalty.
















[bookmark: _Toc235874580]2.2 Total Quality Management (TQM)
Total Quality Management (TQM) is a management approach that focuses on continuously improving products, services, and organisational processes to meet or exceed customer expectations. The idea of TQM is based on the principle that quality is the responsibility of everyone within the organisation and that continuous improvement should be embedded throughout all business activities.
TQM focuses on several key principles, including customer focus, continuous improvement, employee involvement, process management, and evidence based decision making. Customer focus is important because the success of the organisation depends on its ability to understand and satisfy customer needs. Continuous improvement encourages businesses to regularly review performance and identify opportunities to enhance quality and efficiency (Lip, 2024).
Within Lil Puddings, TQM can be applied by monitoring customer feedback, reviewing product quality, analysing customer complaints, and implementing improvements based on customer needs and expectations. Employee involvement is also important, as staff can contribute ideas for improving products, customer service, and operational processes. Standardised recipes, quality checks, and consistent service procedures help ensure that customers receive the same high standard of product and service on each visit. The implementation of TQM can provide several benefits, including improved customer satisfaction, increased customer loyalty, reduced waste, improved efficiency, and enhanced business performance. However, successful implementation requires commitment from all employees and ongoing monitoring to ensure that quality standards are maintained. By implementing the principles of TQM, Lil Puddings can continuously improve the customer experience and strengthen its competitive position within the market. TQM also contributes to value creation by ensuring that customers consistently receive high quality products, reliable service, and positive interactions throughout their customer journey. This supports functional value through product quality and reliability, whilst also creating emotional value by increasing customer confidence and trust in the business.











[bookmark: _Toc235874581]2.3 Juran's Quality Management Theory
Joseph Juran was a leading quality management theorist who believed that quality should be planned and managed throughout an organisation to ensure that customer needs are consistently met. Juran defined quality as "fitness for purpose," meaning that products and services should meet customer requirements and perform as expected. His approach emphasised the importance of management responsibility, continuous improvement, and customer satisfaction (Goldman, 2019). A key contribution of Juran's work is the Juran Trilogy, which consists of three interconnected processes: Quality Planning, Quality Control, and Quality Improvement.
Quality Planning involves identifying customer needs and developing products, services, and processes that meet those requirements. Within Lil Puddings, this may involve gathering customer feedback, analysing purchasing trends, and developing products that reflect customer preferences and expectations.
Quality Control focuses on monitoring performance and ensuring that quality standards are consistently achieved. Examples within Lil Puddings include using standardised recipes, carrying out product quality checks, monitoring customer feedback, and reviewing customer complaints to identify any quality issues.
Quality Improvement involves continuously identifying opportunities to enhance products, services, and business processes. Lil Puddings could use customer feedback, sales data, and operational performance information to identify areas for improvement and implement changes that enhance customer satisfaction and operational efficiency.
Juran believed that quality improvement should be a continuous process rather than a one off activity. By regularly reviewing performance and addressing quality issues, organisations can reduce errors, improve efficiency, and increase customer satisfaction. For Lil Puddings, applying the Juran Trilogy can help ensure that products consistently meet customer expectations while supporting long-term business growth and customer loyalty.
The application of Juran's quality management principles can provide several benefits, including improved product consistency, higher customer satisfaction, reduced waste, and enhanced organisational performance. By integrating quality planning, quality control, and quality improvement into daily operations, Lil Puddings can strengthen its reputation for quality and deliver a more positive customer experience.
The Juran Trilogy is particularly suitable for Lil Puddings because it provides a structured approach to maintaining product quality and customer satisfaction. By focusing on quality planning, quality control, and quality improvement, the business can continuously meet and improve customer needs. This supports value creation, enhances the customer journey, and helps maintain customer satisfaction and loyalty. However, the approach requires ongoing monitoring and management commitment, which may be challenging for a small business with limited resources.


[bookmark: _Toc234954991]2.3: Juran's Quality Management Theory.
Joseph Juran defined quality as 'fitness for purpose', arguing that products and services should consistently meet customer needs. He believed quality should be planned, controlled and continuously improved, with management playing a key role in embedding quality throughout the organisation (Goldman, 2019).
Juran's Trilogy consists of three stages: Quality Planning, Quality Control and Quality Improvement. Quality Planning involves identifying customer needs and designing products and processes to meet those requirements. For Lil Puddings, this could include analysing customer feedback and developing products that reflect customer preferences.

Diagram 4. Juran's Trilogy (Adapted from Juran Institute, 2019).
[image: Life and Works of Quality Guru Joseph Juran | Quality Gurus]

Juran's Trilogy provides a practical framework for small businesses by helping improve product consistency, reduce waste and maintain customer confidence. However, successful implementation requires management commitment and regular monitoring, which may be challenging for businesses with limited resources. Although both Juran's Trilogy and Total Quality Management (TQM) aim to improve quality and customer satisfaction, they differ in their approach. TQM promotes a culture of continuous improvement involving all employees across the organisation, whereas Juran's Trilogy provides a structured management framework based on quality planning, quality control and quality improvement. For a small business such as Lil Puddings, combining elements of both approaches would provide a balanced strategy by encouraging employee involvement whilst maintaining a clear process for monitoring and improving quality. This combination would help support consistent product quality, enhance customer experience and contribute to long term business success.





[bookmark: _Toc235874582]Section 3 Connecting Quality to Customer Experience 
Quality and customer experience are closely connected because customers evaluate organisations based on the products and services they receive. When quality standards are consistently achieved, customers are more likely to experience satisfaction, develop loyalty, and continue purchasing from the business. Conversely, poor quality can result in customer dissatisfaction, complaints, negative reviews, and loss of business.
The quality management approaches discussed in this report contribute directly to positive customer experience outcomes. Total Quality Management (TQM) promotes a customer focused culture in which all employees are responsible for maintaining and improving quality. Through continuous improvement, employee involvement and a focus on customer needs, TQM helps ensure that customers receive consistently high quality products and services. This can increase customer satisfaction, strengthen customer relationships and encourage repeat purchases. Likewise, Juran's Trilogy supports customer experience through its focus on quality planning, quality control, and quality improvement. By identifying customer requirements during the planning stage, monitoring quality standards through control activities, and continuously improving processes, Lil Puddings can ensure that products and services consistently meet customer expectations. This structured approach helps reduce errors, improve product consistency, and enhance customer satisfaction.
The customer focused concepts discussed in Section 1 further support positive customer experience outcomes. Understanding customer value, managing customer expectations, applying customer centrality, and using customer segmentation enable Lil Puddings to better understand customer needs and tailor products and services accordingly. The information gathered through customer feedback and customer relationship management can also support both TQM and Juran's quality improvement activities by identifying opportunities for further development.
For Lil Puddings, positive customer experience outcomes may include increased customer satisfaction, improved customer retention, stronger customer loyalty, higher levels of repeat purchasing, positive word of mouth recommendations, and an enhanced business reputation. These outcomes can contribute to increased sales, sustainable business growth, and a stronger competitive position within the bakery industry. Therefore, quality management and customer experience are closely linked, with TQM and Juran's Trilogy providing practical frameworks that support continuous improvement and the delivery of customer value.






[bookmark: _Toc235874583]Conclusion
This report has demonstrated the importance of customer experience and quality management in supporting business success within Lil Puddings. The findings highlighted that strong customer relationships, customer loyalty, customer value, and customer focused approaches contribute to positive customer experiences and long term business success.
The report also identified Total Quality Management (TQM) and Juran's Trilogy as effective quality management approaches that support continuous improvement, customer satisfaction, and value creation. Both models provide practical frameworks that can help Lil Puddings maintain high standards of quality whilst meeting customer expectations throughout the customer journey.
Overall, customer experience and quality management are closely linked. By adopting customer focused strategies and embedding continuous improvement within its operations, Lil Puddings can strengthen customer loyalty, enhance customer satisfaction, and support sustainable long term business growth.




















[bookmark: _Toc235874584]Recommendations
The following recommendations have been developed from the findings of this report to improve customer engagement, customer satisfaction, and customer loyalty within Lil Puddings.
The first recommendation is to introduce a customer loyalty programme to encourage repeat purchases and strengthen customer retention. Incentives such as discounts, loyalty rewards, or exclusive promotional offers could provide additional customer value whilst encouraging long term loyalty. The effectiveness of the programme could be measured through repeat purchase rates, customer retention levels, average customer spend, and customer feedback.
A second recommendation is to implement a Customer Relationship Management (CRM) system. A CRM system would enable customer information, purchasing history, and feedback to be captured, stored, and analysed more effectively. This would support personalised communication, improve customer engagement, and provide valuable customer knowledge that can be used to tailor products, services, and marketing activities. The information collected could also support quality planning and improvement activities within Juran's Trilogy.
Another recommendation is to introduce a more structured customer feedback process. Regular customer surveys, online reviews, and feedback forms would provide valuable insight into customer expectations, satisfaction levels, and areas for improvement. This information could support both Total Quality Management (TQM) and Juran's quality improvement activities by identifying opportunities to enhance products, services, and customer experiences.
A final recommendation is to strengthen quality management practices through the continued application of TQM principles and Juran's Trilogy. Monitoring product consistency, order accuracy, customer complaints, and customer feedback can support continuous improvement activities and help ensure that customer expectations are consistently met throughout the customer journey.
Implementing these recommendations can improve customer satisfaction, strengthen customer loyalty, and support sustainable business growth through continuous improvement and effective quality management.
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