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Introduction.
The term "customer experience" describes the overall impression people have of a business because of their interactions with it. It is affected by things like connections with patients/customers, perceptions of the brand, and service quality. The phrase "customer experience" was first used in the 1980-90s when companies started promoting extensive customer journeys, and it began in marketing and service disciplines. (Holbrook, M.B. and Hirschman, E.C. 1982)
This assignment investigates the subject of patient/customer experience, its importance in business planning and day to day structure to ensure a smooth running, happy environment for all. Also, the ways in which the dental practice can interact with patients within the private sector of the dental practice/industry in a way that improves their satisfaction and loyalty. Exploring useful ways to help the company look to improve the practice interaction techniques along with important theories and frameworks with regards to customer experience management.
In a highly competitive environment of the dental industry, the promoting of a range of services and products are widely available for patients ranging from basic every day oral hygiene services to more in-depth requirements like whitening products and cosmetic treatments. Patient/Customer experience is an essential tool rather than just an outdated concept. patient/customer experience includes every encounter the practice provides with products and services from start to finish, overall, that can affect the outcome of the practice and patients support, trust, loyalty, first impressions and opinions 
Understanding and engaging with patient/customer experience enables the overall dental industry in general to develop significant connections and promote long-term success. However, firstly, it is crucial to the practice to understand what and why it is of upmost importance of understanding and engaging with patient/customers experience starting with customer values. (Schwager & Meyer, 2017)

Customer values.
To ensure the practice/business is kept up to date with the knowledge and learning of the importance of patient/customer value. We need to understand, what is customer value? And how, as a business and successful practice can it continue to create customer value to gain and maintain the loyalty, trust and support required to continue success.
Customer value is the difference between the perceived value of a product or service and the price paid for it. Given that it affects customer satisfaction, loyalty, and purchase decisions, it is a key idea for advertising and business tactics. Within this assignment it is focused on a Dental environment. Based on actual treatments offered within the private sector that is offered by the practice based on patient's cosmetic requirements and personal benefits and product quality.  Private Treatment list and costs is also focused on affordability and offered to patients through flexible financial planning throughout to suit the patient's financial ability, benefits and assure satisfaction, trust and loyalty. (see Appendix A for list/costs).

Essential Factors of Customer Value
· Cost vs. Benefit –The dental practice versus the patient's benefits value can often be determined by lowering what they have lost (money, time, and effort) versus their gains for the patients (quality, value, and satisfaction).  "The balance between perceived advantages and perceived disadvantages is customer value" (Zeithaml, 1988).
· Both flexible and personal Value -Differs depending on time, context, and patient. A patient may not value something that another does.  "Value is a judgement that is influenced by factors such as circumstance and personal preferences" (Kotler & Keller, 2016)
· Different Value Types- includes cognitive (new information or understanding), social (status), emotional (feelings), and functional (performance).  "Understanding different elements of value enables the dentist to personalise their products to meet the different needs of their patients (customers)" (Woodruff, 1997).

Pyramid of Customer Values
Bain & Company created the Pyramid of Customer Values, commonly referred to as the Elements of Value framework, as an approach that can help businesses in determining what customers value in goods and services. The pyramid of customer values combines 30 elements into functional, emotional, life-changing, and social impact tiers, levels helping overall businesses and companies like the private dental industry understand and align with what customers truly care about this building upon Maslow's hierarchy of needs. (Almquist et al., 2016) 
The levels of the pyramid are broken down as follows:
1. Functional Value: Highlights the essential needs that the product or service in question satisfies a patient/customers' requirements.
Time saving, task minimisation, cost reduction, quality, and variety are a few examples.
2. Emotional Value: Discusses the feelings a patient/customer gets from a product or service. 
Examples include making people feel less anxious, engaging, making them feel reassured or making them look healthier and more confident.
3. Life-Changing Value: focuses on aspects that have the capacity to completely change a patient's life. Examples include inspiring, encouraging personal development, creating a sense of belonging, and offering confidence. 
The highest level of value is...
4. Social impact value: which highlights how a product or service can develop the patient’s confidence and social ability, connecting patients with an even greater cause or building a sense of transformation. 
(Appendix B) is a model of The Pyramid of Customer Value

Understanding the Customer Experience
According to Lemon and Verhoef (2016), the overall impact of the various interactions during a patients/customer's engagement with a business is known as the customer experience. It includes the sensory, cognitive, and emotional reactions to brand interactions. It is important for us, as a business to recognise that patient/customer experience includes not only patient/customer service but also marketing, sales, websites, and support after the sale of the products. (Lemon & Verhoef, 2016)
To provide this, as a private business, understanding the many levels of patient/customer worth can be a challenge, due to competitiveness from other private practices promoting, developing and introducing new products with this in mind it is important to learn, how to enhance products to better satisfy the expectations of patients/ customers at every stage. Comparing product details to rivals in the dental industry the practice can continue to examine the ways in which rivals are providing value and look for ways to stand out.
The dental practice as an independent business can Improve messaging and marketing. Making sure that all messages are personalised to the specific standards which are important to target patients that the products and treatments are appealing to. Improving interactions with patients/customers is key by regularly offering services like post treatment care and advice, that is in line with the priorities of those who use the products, this may develop loyalty and trust. Although there is strong competition within the dental network with regards of offers and costs, it is worthwhile to explore the quality of the products and materials not quantity. This is of high importance as if the quality of materials/products are not to the highest of standards, the practice will lose patients, trust and result in negative repetition of the practice, through word of mouth and social media.
Measuring Customer Value.
Measuring what is considered the advantages a patient receives in relation to the expenses they pay is a method of measuring customer value. It's an idea with multiple aspects that can be assessed with methods that are quantitative as well as qualitative.
Equation of Customer Value (CV)
A basic formula is:
· Perception of Benefits − Considered Costs = Customer Value (CV)
Benefits perceived include comfort, emotional satisfaction, brand reputation, and product quality. (Zeithaml, 1988)

Customer lifetime value (CLV)
CLV calculates the entire amount of money a company can anticipate making from a patient throughout the course of their agreement.
· Purchasing Costs − CLV = (Average Purchase Value × Purchase Frequency × Customer Lifespan). 
Price, time, effort, and risk are all considered costs. (Kotler & Keller, 2016)



Network Promoter Score. (NPS)
Perceived value can often be highly associated with high NPS- NPS promotes patients' loyalty by asking how likely they are to recommend the product/treatment received. High NPS often associates with high perceived value. On a scale of 0 to 10 (patient feedback form), the Net Promoter Score (NPS) is a patient loyalty indicator that measures not just how likely it is that a patient will refer a product /treatment but that of which also often reflects a high opinion of the product or service's worth. However, not all patients will publicly provide NPS, feedback on forms or on social media this is not always seen as negative as they may prefer word of mouth. 
There are 3 different categories of patients that will provide NPS these are:
· Detractors- Unsatisfied Patients
· Passives- Neutral patients
· Promoters –Satisfied patients
All feedback/NPS is important as this provides a balance between room for growth and success for both dentists and patients satisfaction and goals. The focus to achieve a high NPS successfully are:
· Loyalty Indicator: A high NPS, indicates an excellent base of loyal patients who are likely to remain satisfied with the dental practice and refer others to it. 
· Perceived Value Correlations: When patients believe a product or service is worth a lot, they are more likely to recommend it. This value may come from several sources, including the entire experience, the dental practitioner's/dental practice reputation, the quality of the product, or the service provided. 
· Business Growth: Since loyal patients tend to act as advocates for the dentist and promote the intake of new potential patients through word-of-mouth, a high NPS can also be an accurate indicator of future business growth. (Content square, 2024)
Measures of Communication
The measure of communication through feedback is important as this can improve and increase
· Rate of repeat private treatments/products 
· Rate of Turnover
· Levels of engagement these measurements show how much patients get out of their experiences. (Kotler & Keller, 2016)


cost-benefit decisions as perceived:
By balancing the expenses (such as price, time, and effort) against the advantages (such as quality, features, and convenience), this method determines the value that a patient places on a good or service. The dental industry and the practice as an independent can get patients input on perceived costs and benefits through surveys, questionnaires, or interviews. For example, if a premium product's exceptional quality and performance outweigh its higher price, a patient may view it as having greater value. Behavioural indicators, lifetime value models, and perceived benefit-cost choices can all be used to measure patient value (Kotler & Keller,et al 2016) 
(Appendix D-shows a model on measuring customer measuring metrics.)

Improving business effectively.
To choose which patients to Invest in it is best practice to pay particular attention to patients who have high CLV, or customer/patient lifetime of loyal value and consistent recommendations. As stated by Kotler and Keller - "Customers who contribute disproportionately to profitability and growth should be given priority by businesses" (Kotler & Keller, 2016)
Also, selecting which products and services the dentist will want to promote by advertising an item or service by discussing patient/customer concerns and requirements to why it is of significance. This boosts significant advantages and exceptionally positive ratings. The practice often reviews trends and that shows helpful effectiveness. According to (Duggan, 2025).  "Customer feedback and performance metrics should guide product promotion". (Duggan, 2010)
The dentists often adjust prices to add further value by using pricing techniques based on value pricing this is done by aligning the cost to the product's perceived worth and providing a range of service levels with tiered pricing. The practice offers flexible pricing that adjust in response to the patient's lifestyle and requirements. According to Kotler and Keller (2016), "strategic pricing supports customer segmentation and enhances perceived value." (Kotler & Keller, 2016)
The practice continues to reduce expenses and purchases that don't contribute to growth. This is successfully carried out by:
· Tying costs to vital expertise
· Using a budget based on nothing
· Removing low-impact and un-necessary treatment plans.In the words of Couto and Leinwand (2017), "cost reduction should be aligned with strategy, not applied indiscriminately." (Leinwand & Couto, 2017)
However, to determine which patients to Lose it is best to eliminate patients who are continuously failing to attend scheduled appointments resulting in loss of time, products and finances to the practice, those that demand a lot of service resources but display little involvement or a high chance of disengagement.
According to Full Enrich glossary (2024), "not all customers are equally valuable; some may drain resources without contributing to growth."  (Lost Customer Analysis: Comprehensive Guide to Understanding and Regaining Defected Clients, n.d.)

Developing/delivering customer value. 
Keyways for delivering value to patients are practiced daily by the dentists due to the importance of the products/materials that are used and required during treatment needing to be of a very high standard for cosmetic, long-lasting and health benefits for the patient these are as follows:
Quality of the Product/Material -Reliability, performance, and durability are all areas where high-quality products meet or above patients' expectations. Once stated by Caramela, 2025 "A major factor in determining customer satisfaction and loyalty is product quality". (Caramela,et al, 2024)
Benefits of the Product: Highlight its unique qualities, advantages, and solving concerns that set your product apart. According to Helall, 2025. "Those who purchase something look for products that provide definite advantages over alternatives, particularly in terms of effectiveness and performance". (Helall, 2020)
Comparing Images in Advertising
To reassure patients before deciding on specific treatment options especially cosmetic. Consented comparative advertising and before and after photographs increase the patients understanding of value from previous patients that have had the treatments carried out. 
The product and patient connection 
Trusted practices/dental practitioners inspire feelings of familiarity, trust, and attachment. The impression of worth is increased by interactions with quality, innovation, or social influence. This mentioned by (Keller, 2003). " Customer attitudes and purchase intent are shaped by product associations". (Keller, K.L. (2003)
Experience of the Customer
Long-lasting value is created by providing smooth, personalised, and emotionally impactful experiences across touchpoints for example pre-treatment-during and post-treatment. According to Lemon and Verhoef (2016), "customer experience is the cumulative impact of interactions that shape perceptions and drive loyalty." (Lemon & Verhoef, 2016)

Desired Value and Perceived Value- Two essential concepts related to marketing and patient advertising that are helpful in explaining how patients perceive products and services are desired value and perceived value. There is a difference between them.
Desired Value-Before making a purchase, a patient's expectations and desires for a product or service are known as its desired value. Personal requirements, preferences, prior experiences, and communication with patients all influence it. As stated by Woodruff, 1997 "The customer's expectations of what they want from a product or service is known as desired value". (Woodruff, 1997)
Patients frequently evaluate various options against their desired value to identify the product that best suits what they require.
Perceived Value-The patient's real perception of the product or service following use is known as perceived value. It shows how the expenses (money, time, and effort) and the rewards are paid off. Depending on the effectiveness of the product, the quality of the service, and the level of emotional achievement, perceived value and desired value might vary considerably.
"A consumer's overall evaluation of a product's usefulness based on what is given and what is received is known as perceived value". (Zeithaml, 1988)
Connections Between the Two-Patient satisfaction or fulfilment occurs when perceived value far exceeds desired value. However, patient dissatisfaction or dental practice switching may result if perceived value is less than desired value. Having a thorough understanding of both enables the dental practice to create services that live up to expectations and provide memorable experiences for less confident patients.
What is Customer Relationship Management? - CRM involves organising customer interactions across several touchpoints, including sales, marketing, service, and support, using technology, procedures, and facts. It enables the dental industry to provide consistent experiences, customise communications, and understand patient's habits.
According to Galka and Baran (2016), CRM is a complete approach and process that involves recruiting, maintaining, and working with specific customers to produce higher value for both the organisation and the customer. (Baran & Galka, 2016)
CRM is Important as it Increases Retention of patients and enables the CRM systems in monitoring of patient history and preferences, allowing for more personalised service that increases patient loyalty.
According to "Kotler & Keller (2016) keeping existing customers is more cost-effective than finding new ones, and CRM is essential to retention." (Kotler & Keller, 2016)
This in exchange increases patient happiness as CRM improves patient satisfaction by expediting communication and effectively addressing concerns. Also, increases advertising and sales efficiency systems. CRM assist teams to target the right patients with the right message by automating events, categorising audiences, and offering insights. This allows CRM systems to collect and analyse information to assist the dental practitioners in making strategic decisions.
 
5 stages of customers relationship: 
The five stages of a customer relationship, often known as the Customer Relationship Lifecycle, show how a company and its clients change over time. During these phases, businesses can learn how to draw in, interact with, and keep consumers while cultivating enduring loyalty. This is very important especially within the dental industry and is most used in practice to maintain the loyalty, trust and support from both dentists and patients alike. 
The five phases of a customer relationship is a cycle of a brief Introduction, applying communication, advertising, and promoting to create knowledge and awareness, investing in the wants and needs of potential patients to turn them into private paying patients, promoting satisfaction and trust by personalised conversation and assistance, Having connection by providing constant value and promoting recurring business then finally enabling devoted patients to spread the word about the treatments received by leaving reviews and recommendations. To meet patient expectations and strengthen the relationship, each stage requires specific communication and approach. As described by Bakthikrishnan, 2025 -” Advocacy is the goal of the customer relationship lifecycle, which encompasses both acquisition and retention”.  (Uthaman Bakthikrishnan, 2022)
To meet patient expectations and strengthen the relationship, each stage requires specific communication and approach. Also. Patient satisfaction and loyalty are rewarded to patients through
· Offers/promotions
· Loyalty cards/programmes
These encourage patients to return/stay within the dentist and help the overall success.
MONOPLY- An economic market structure known as a monopoly occurs when one company or organisation controls all the supply of a good or service, with no close replacements and high barriers to entry for rivals. Monopolies can develop gradually (like ownership of a rare resource), legally (like copyrights), or strategically (like networks effect). This can affect the Dental industry in a big way. In accordance with Mankiw, 2020 “A monopoly is a market structure in which a single seller sells a unique product in the market”. (Hill, 2021)
Benefits and Drawbacks for the Dental Industry - Advantages of Care Standardisation By enforcing uniform treatment methods, a dominating dental practitioner may enhance clinic safety and quality.
Scale economies - By investing in common technology, centralising administration, and buying in bulk, large dental chains can cut expenses.
More Funding for Innovation Monopolistic - Dentists might be able to afford to spend money on research, digital dentistry, and sophisticated machinery.
Stability of the Market Particularly in disadvantaged areas- as a single provider this can ensure consistent pricing and service availability.
However, there are also negatives to this process,
Adverse Effects
Increased Costs for Patients Monopolistic - Dentists may raise the cost of essential services in the absence of competition, making them less affordable. (Pettinger, 2020)
Less Options for Patients- Patients might not have many choices when it comes to pricing structures, treatment philosophies, or providers.
Innovation Stopped -The incentive to upgrade services or implement new technology may be diminished by a lack of competition.
Obstacles for Self-employed Dentists -Consolidation and a decrease in the variety of care techniques may result from solo practitioners' inability to compete.

QUALITY MODELS –
* TQM- The goal of total quality management (TQM), a complete management theory, is to involve every employee in an organisation in order to continuously improve the quality of its processes, goods, and services. It places a strong emphasis on methods of problem-solving, staff involvement, and customer/patient happiness. This model is frequently used within the practice.  The essentials of TQM are as follows:
* Focus on the patient- The main objective is to meet or surpass patient's expectations.
* Employee Engagement- Every employee has the authority to help enhance quality.
* Process-Centred Method- Process efficiency and control lead to quality.
* The goals of Consolidated System -Quality are consistent across divisions and roles.
* Systematic and Strategic Management- Strategic planning is integrated with quality initiatives.
* Constant Improvement- dentist aspire for both fundamental and progressive advancements.
* Fact-Based Decision-Making- Research and data inform choices.
* Effective communication -Accountability and cooperation are enhanced by open communication.
* 6-SIGMA- Six Sigma is a data-driven technique approach that aims to improve the dental practice operations through quality enhancement, variability reduction, and defect reduction. It was first created by Motorola in the 1980s. "A systematic, data-driven approach and methodology for removing weaknesses in any process—from product to service, from production to purchasing" (Pande et al., 2007). A statistical approach known as "Six Sigma" aims to achieve near-perfect performance by limiting faults to less than 3.4 per million possibilities.
* DEMING theory of total quality management- Dr. W. Edwards Deming created the Deming Theory of Total Quality Management (TQM), a fundamental framework that emphasises systemic thinking, employee involvement, and continuous improvement as means of achieving long-term success through customer/patient satisfaction. 
Fundamental Ideas of Deming's TQM Theory Deming's System of Understanding Knowledge, upon which his method is based, comprises recognising the interactions and influences between an organization's components. Understanding of Variety identifying and controlling variation in processes to increase consistency. Also, knowledge theory, using data and experimentation to promote learning and adaptation and Psychology by using knowledge of human behaviour to promote cooperation and motivation.
 "Deming's philosophy drives quality and transformation by combining human-centered management with statistical thinking" . (Anderson et al., 1994)

Conclusion- Overall Conclusion-Working together with the patients by listening to their requirements, wants and needs, results in overall satisfaction, loyaly, trust and success for both dentist and patients.















Appendices.
(Appendix A) -Private treatment list/costs
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(Appendix B)
(Almquist et al., 2016)
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(Appendix C)-Net Promoter Score- Three categories of patients.
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(Appendix D)- A MODEL ON MEASURING CUSTOMER MEASURING METRIC[image: ]
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