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[bookmark: _Toc171893672]1.0 Introduction
In this report the student will be talking about the understanding and engaging in the customer experience. The student will also base this report on themselves and their own place of work.
This report will cover customer experience, customer focus, customer value and loyalty, measuring customer satisfaction, customer behaviour, kano model, EFQM model, workplace factors, quality processes in the organisation, Juran model, quality control, Deming points, Deming cycle, eight routes to poor quality, process management and diagram, lean thinking and finally the conclusion explaining the evidence to each of the above. The student will be required to research and find new resources of evidence and facts to back themselves up with official evidence to meet the appropriate criteria of this report.

[bookmark: _Toc171893673]2.0 Customer experience

^It is vital to start with a clear understanding of what experience you want to deliver to your customers. We call this a customer experience statement or an articulation of the desired experience”.  (Shaw.C. Hamilton. R. (2016), P.177.)
Customer experience is the result of the exchange between an organization and a customer over the prolongation of their relationship. The result of improved customer experience is an increase in getting the overall sales made, support given, marketing and product created. This is due to the feedback received by the customers as well as the recommendation dispensed to the public. Therefore, customer experience is the best marketing you can buy. An example of a viewpoint from an academic source is from Stephen covey as he states that “customer experience, true customer service requires action. Service requires initiative. It requires taking responsibility for your actions. Proactive customer experience is service based principles.” Overall, he believes that customer experience requires planning, it requires direction, it requires a goal.


 

customer experience is a vital element in the overall advertisement of an organisation. For example, hair salon practices prioritise customer experience and it is the main source of promotion. This is since this business is extremely based upon the organisations level of reputation and recommendation. These factors are then influenced by the customers personal length of relationship with the company/organisation. Therefore, as the time in which the customer has been involved with the hair salon increases, the quality of the relationship between the client and the organization will also increase. Consequently, the customer will develop certain loyalties to the business which would cause the total number of customers visiting the practise to rise due to referrals. Examples of multiple beneficial customer experiences are fully trained staff, providing adequate time to customers, good communication skills, feeding your clients new styles and maintaining them. Other examples include:
· Using high quality products
· Feedback
· Keeping records of client treatment and services
· Providing special offers
However, a few negative points on customer experience are:
· Lack of communication
· Incorrect and inadequate equipment
· Poor record history
· Untidy workplace
· Poor sanitation
· Rushing the client’s treatment or prolonging the treatment
· Lack of manners and poor presentation
To influence customer expectations in the hair salon they offer free Wi-Fi as its extremely beneficial today due to rise in technological advances. In addition to this many hair salons supply refreshments to all customers to improve their overall perception of the organization. However, the salon would arrange a late-night finish to allow a variation of customers who require more flexible hours. Finally, another way the company may influence customers’ expectations is through introducing loyalty cards which enable customers to enjoy additional treatment for free or low charge.
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Attracting customers into a work area is a fundamental aspect in gaining any business. An example of attracting customers into the hair salon is introducing them to a loyalty program through loyalty cards. When giving the customer loyalty cards, they can use them on every visit to the salon. Overtime they will collect numerous points which would then be used to redeem a prize. This could include a free treatment or a percentage off their bill. This is important as it encourages frequent visits from the client to the business which aids in the whole economic growth of the company. Another way of attracting customers would be by using an appointment system as it allows the customers to use the system online in the comfort of their own home, booking and cancelling appointments. Additionally, they will receive an informative text reminding them of their next appointment. Furthermore, the salon could use social media as a platform of advertisement. This could be done by posting pictures of their work as well as allowing them to be tagged in posts from their clients promoting their work. Also using social media, it permits the company to discuss which products they retail in their salon. Finally, the salon could do an open day with free treatments and refreshments broadcasted to the public.
Now we are going to talk about the marketing 4ps product, price, place and promotion.
Product: Is a good service or a good, branded product.
Price:  Are how much the customer pays for their service or product.
Place: A product can be found in many places and can usually be narrowed down to where you can find the product based on the name of the company.
Promotion: This element is a marketing profession and can be advertised using the right product at the ideal price and place enticing customers. Promotion combines with the other three ps.
Now we go on to talk about what is CRM?
CRM stands for CUSTOMER RELATIONSHIP MANAGEMENT. This is a management system that all companies can use to interact with current and potential customers. This is a goal which is simple that improves relationships to grow a business. The CRM technology helps businesses stay connected to their customers, streamline processes and improve their profitability.
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So, customer value is putting customers at the heart of your services. 
Understanding customer value and how to calculate can help price your services and products fairly which will reduce friction within the customers experience. To measure out customer value it is good to develop a customer value proposition.
“Relationships can be one of the most enriching elements of life. For each relationship the question of trust, kindness and loyalty come into play”. Customer value and “the quality of the relationship depends on what you put into it. Keeping promises, being courteous and kind, offering support, listening, and taking time for the other person are just a few ways to make deposits”. (covey, S. (2005), p.154.)
Customer value is how much a product or service is worth to the customer. This can be measured by the cost and benefits of the product or service. For example, this would include the price and quality of the product or service and what it can do for that person.
The value that a business gives to the customers is called good customer service. by carrying this out to a high standard we need what’s called high quality service for each individual customer making them feel special and worthy in the salon. A customer needs to feel their time and money is worthy when in the company of the salon.
So, to create value for the salon customers the salon will provide valuable goods and services for example named brand products for using on the client’s hair during their visit at the salon, giving the client complimentary drinks and biscuits. The stylist will stay professional and confident throughout the clients visit giving the client the confidence and experience they need to enjoy their stay at the salon.
Customers who feel they have made a good purchase are more likely to return to the salon and share their salon experience with friends and family. Learning the benefits the salon customers value will help and improve products, increase sales and gain customer loyalty.
To influence customer value and loyalty the salon director/manager would have a plan in place to make sure these everyday steps are taken care of daily.
1. Salon kept clean and tidy inside and outside the salon and whilst the customers are present
2. Making sure the salon is always a happy and friendly environment
3. Making sure staff are uniformed and well presented
4. Making sure the client is happy throughout their stay by checking every so often and asking if they are okay
5. Presenting the customers with a variety of complementary drinks and a variety of magazines catering for each individual customer
6. Recommending and using good, branded products throughout the client’s service
7. Giving the client a conditioning treatment making them feel special
8. Taking the correct time for the service treatment not rushing so the client feels they are getting their money’s worth
9. Always asking your client if they would like to rebook their next appointment
10. Using loyalty points on every service your client has and giving them special discounts
11. Sending emails with the latest updates, offers and discounts. also, appointment reminders to all clients.
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Customer satisfaction is an important aspect to business success. Measuring customer satisfaction helps us to understand how well the customers apricate our products and services.
Here are some key points to customer satisfaction:
· Asking customers to do a survey on how likely they would recommend your products and services
· Review and star rating
· Fast response can lead to higher satisfaction
· Satisfied customers tend to have a customer lifetime value
· Measures on how long it takes to resolve customer issues
· How well they retain existing customers
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Customer behaviour and habits are automatic responses. We humans develop habits to make life easier for ourselves. A salon director/manager will commit themselves to understanding and predicting customer habits and behaviours.
Stating the obvious is the exact approach many organisations take when trying to change habitual behaviours in their customers. Before the director/manager can do this, they need “self-awareness: managers must recognise their own emotional states and the impact their emotions can have on others. Empathy: managers need to identify with and understand other people’s feelings when making decisions. Self-regulation: managers must control their emotions and impulses and be able to adapt to changing circumstances”. (McGrath, J. and Bates, B. (2017), p.238.)




Here is a diagram of hierarchy emotional value:




The hierarchy of emotional value refers to a psychological structure that include the values that are formed in relation to one another. It symbolises how the different vales interact with awareness and influencing people’s emotions.
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The kano model was developed in 1984 and created by Dr Noriaki Kano. Dr Noriaki Kano developed this framework by researching the facts that give customers satisfaction and loyalty. The kano model is used for product teams to pull together the potential features to develop new resources and space on the road map. The team will then weigh up the two competing criteria, the potential to satisfy customers and the need to implement them.
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EFQM Model is a management framework that helps organise, manage, change and improve performance.
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So, the student will be talking about work factors and how they influence customer experience.
People: Think, feel and act, these three pillars represent the touchpoints where business and customers meet. By understanding these fundamental aspects, the business can come together meeting their strategies.
Leadership: Is a culture that sets up and encourages leaders to the next level. Leadership educates and empowers employees to solve problems. When a mid-level manager is highly trained in leadership development and management the business can thrive and customer experience will continue to grow.
Procedures: when procedures are flowing in the right direction and are followed through correctly to a high-quality standard and no comebacks or problems within the process, everyone is on a win-win and the director/manger, and the customers are all round happy.
Partnerships: are the customer experience. Partners are often on the front line. Partners that are committed to the business value are likely to invest in relationship and expertise their products and services.
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A business process in an activity or set of activities that can accomplish a specific organisational goal. Business process should have purposeful goals, be as specific as possible and have consistent outcomes.
· Operational/ primary processes – these deal with the core business value chain. These processes deliver value to the customer by helping to produce a product or service. Operational processes represent essential business activities that accomplish business objectives, e.g., generating revenue. Some examples of this include taking customer orders and managing bank accounts.
· Supporting/secondary prosses - supporting processes back core processes and functions with an organisation. Examples of supporting or managing process include accounting, HR management and workplace safety. One key differentiator between operational and support process is that the support process does not provide value to customers directly.
· Management processes – management processes measure, monitor and control the activities related to the business systems and procedures. Examples of management processes include strategic planning, budgeting, infrastructure, governance, and capacity management. Just like the supporting processes, also don’t provide value directly to the customers.
A process champion is a senior manager who initiate and support a project within their areas of responsibility. Their main role is to determine broad goals and the scope of projects. Review the improvement of process, analyse, coach, and control any existing problems as well as give financial and human resources.
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“Quality planning identifies who the organisations customers are and determines their needs. This information is then used to create processes that can produce the product or service that fully satisfies the customer’s needs.
Quality improvement involves establishing the infrastructure needed for quality improvement. The first step is to identify the key ‘production workers’ and provide them with the resources, training and motivation required to be effective/successful.
[bookmark: _Hlk171867150][bookmark: _Hlk171839439][bookmark: _Hlk160628202]Quality control measures performance against expectations, identifying where the gaps are and acting to rectify and deficiencies.” (McGrath, J. and Bates, B. (2017), p.196.)
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Quality control is how a business manages control. Quality control is based on inspection. The process of inspecting products to ensure they meet the requirements of quality standards.
The traditional way of managing quality involves checking and reviewing output, mainly about detecting defective output rather than preventing. It usually requires sampling spots and removes substandard output which can be very costly.
The three main points in an operation where inspection is used in quality control are:
· When raw material is received prior to entering production
· Whilst products are going through the production process
· When products are finished and takes place before products are despatched to customers 
The business benefits of quality control are:
· Sub-standard output spotted before it reaches the customers
· Minimise disruption to production
· Applies a consistent standard of quality
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There are 14 Deming points. These 14 points are:
1. Create purpose for improvement
2. Adopt the new philosophy
3. Cease dependence on inspection to achieve quality
4. work with one supplier to reduce cost
5. Continuous improvement
6. On the job training
7. Leadership
8. Drive out fear
9. Break down silos
10. No slogans
11. No quotas or numerical goals
12. Remove annual ratings or merit system
13. Institute education and self-improvement programs
14. Involve all workers in the transformation
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· Panning is the most important time finding out what subjects are most important in the organisation. What activities in each area need to be benchmarked, how are they going to collect data for each activity and who will specialise in each activity.
· Doing is where they start to experiment, agree with their benchmark partners that study any principles that may arise. Making sure they have the right people to undertake the organisation at all levels and are committed to the project.
· Checking stage is where they start to analyse data determine any gaps in quality. They will then identify the reason for those gaps in performance and then decide what acting is required.
· Action is the final stage where action is taken. this is where they involve everyone who has a stake in the changes. They will monitor any progress of the initiative and revise the strategy if necessary. They will use smart targets to monitor their progress. (McGrath, J. and Bates, B. (2017), p.207.)
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Poor quality is a reason for competitive disadvantage. These are the eight routes to poor quality below.
1. More setups
2. Expediting costs
3. Lost sales
4. Late delivery
5. Lost customer loyalty
6. Excess inventory
7. Lost cycle times
8. Costly engineering changes 
Poor quality can damage competitive advantages like the list above, when this happens and if it happens a lot and there is unresponsive customer service, customers will then expect this and will then take their custom to a competitor that has a better quality of service.
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In this section the student will be talking about their own process management in the hair and beauty industry.
So, a salon process management is an important system when managing and organising any business. To understand why process management is important instead of creating pointless workflows, it will enable the business to grow in all aspects and for all operations carried out to run smoothly and at an optimal pace.
With a business process in place this will reduce time on repetitive tasks and prevent loss of data, it will also ensure assets are used properly so the business becomes more cost-efficient.
Process management will also help the process with the needs of customers, this will increase customer satisfaction.
In the hair and beauty salon the process management system will be used on a computer system or an app on the phone that all staff can access. Most salons are likely to use a computer system as its more beneficial to a high number of staff using the system.
So, for example the salon would use an app called ‘Booksy or Fresha app’. These apps will allow the business to access several requirements that a process management need to run a business allowing the manager to run everything a salon requires cutting time and allowing customers to get involved.
The benefits to these apps will allow the salon manager and staff to:
1. Set up an appointment system allowing staff and customers to book and cancel appointments
2. Send appointment reminders to the customers via email or text message
3. Giving the customers a chance to get involved in the comfort of their own home
4. A list of services provided in the salon and price lists
5. Loyalty points, discount codes or surprise customers on their special day with a discount code
6. Allowing the salon manager or staff to order stock required online
7. Payment system making it easier for staff and customers 
8. Allowing customers to leave a review and star rating
9. Connecting to social media attracting new customers and retaining customers
10. Advanced client targeting
11. These apps are also free (bonus).
12. Keeping a record of your clients details ready for their next visit to the salon
Having these process management systems are great as they cover almost everything a business needs. The only down fall is if the system is down, data can be lost so they would always need a backup plan e.g. record cards for salon client and a salon file that covers all the requirement on the process management system. Also, health and safety checks are not on the system so again you would need a separate paper file for all health and safety checks.

Below is the salon booking software process management diagram.
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Lean thinking is an example of a business approach which aids in the development of organisation of human activities to supply beneficial contributions to the public, whilst eradicating waste. This proposition was founded by James p. Womack and Daniel T. jones in 1997 they’ve both recognised the five key lean principles which are value, value stream, flow, pull and perfection. Firstly, value is always defined by customers’ needs for a specific product. A value stream is all the steps and processes involved in taking a specific product from basic materials to the finished result. This is done once the value has been determined. Flow is that once the waste has been eliminated from the value stream its ensured that the following steps are undergone accurately and fluently. Pull is that with improved flow, time to market/ customer can be drastically improved. The final principle of lean thinking is perfection, which is completed once you have completed steps 1-4, however this process requires constant effort and vigilance.
Lean thinking is useful as it improves work process by standardizing work process to highlight problems and therefore solve them. It is extremely important for an organisation as it aids in long term survival and makes organisation more flexible and adaptable over time.
Continuous improvement is a constant endeavour to upgrade products, services, and processes. This continuous improvement cycle consists of reviewing changes, identifying possible opportunities, planning current processes and finally the execution through implementing changes. This is a positive as it enables an everlasting process of improvement in all aspects of the workplace.
Value stream is a lean management method of analysis of a series of events through the production of a product or service with reduced lean waste when compared to current mapping. This is beneficial as it is ideal for creating positive organisational changes, developing efficient future states, and producing benefits in cost, quality, and flexibility. Moreover, it considers the activity, product management and information systems helping organisations identify and minimize waste in process.
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So, from the evidence the student had researched the student has concluded that the overall customer experience requires planning, direction and a final goal as Stephen R Covey states in one of his books. 
Customer focus – attracting new customers inti the salon introducing them to the loyalty points system and discounts and new offers will encourage new customers and help the business grow. The student then discussed the 4ps and CRM, this will improve profitability. 
Customer value and loyalty is important to build up a relationship with your customers.
Measuring customer satisfaction and getting customers to do a survey giving the business customer feedback, this will help retain existing customers and encourage new customers.
Customer behaviour it is vital for the manager/staff to have self-awareness before dealing with customers emotions. 
Kano model weighing up the two competing criteria to satisfying the customers
EQFM model is the key to managing framework.
Workplace factors and the key points are people, leadership, procedures and partnerships. Partnerships is the key to customer experience.
Quality processes in the organisation are the facts to the specific outcomes.
Juran model identifies who the organisational customers are.
Quality control points out the three main points to quality control and the outcomes.
The student has discussed the 14 Deming points and explained the Deming cycle.
The student has identified the eight routes to poor quality.
The student has identified a progress management and diagram and has also identified lean thinking.
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