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1. Introduction

In an increasingly competitive retail environment, organisations must develop effective
strategies to attract, satisfy and retain customers. Within the bakery sector, where
customers often have many choices available, businesses must compete not only
through product quality and price but also through the overall experience they provide.
Customer experience has become an important factor influencing satisfaction, loyalty
and future purchasing behaviour (Lemon & Verhoef, 2016). Therefore, customer
relationships, service quality and operational effectiveness are essential factors in
creating long-term business success.

This report explores how customer relationship management and quality management
practices can contribute to improved customer experience and loyalty within Butterfly
Bakes, a fictional independent artisan bakery operating in the United Kingdom. Butterfly



Bakes provides a range of freshly prepared bakery products, including breads, pastries,
celebration cakes and speciality beverages. As an independent bakery, the organisation
relies heavily on positive customer interactions, consistent product standards and
repeat purchasing behaviour. Unlike larger competitors, small businesses such as
Butterfly Bakes may create competitive advantage through personalised service,
understanding customer preferences and developing stronger relationships with their
customer base. However, maintaining these relationships requires effective approaches
to managing customer expectations, delivering value and ensuring consistent
operational quality.

The purpose of this report is to critically examine the relationship between customer
engagement, operational quality systems and customer experience outcomes. The
report will first explore key concepts associated with customer relationships, including
customer loyalty, customer value, segmentation and customer relationship
management (CRM). Effective CRM enables organisations to collect and utilise
customer knowledge to improve interactions, personalise services and create greater
customer value (Payne & Frow, 2005).

The report will then examine several quality management approaches, including Total
Quality Management (TQM), Six Sigma, Deming’s quality principles, Juran’s Quality
Trilogy and Garvin’s dimensions of quality. These approaches will be evaluated in
relation to how they can support value creation, operational improvement and the
development of positive customer journeys at Butterfly Bakes. Furthermore, the report
will consider how effective quality management practices influence customer
satisfaction, loyalty and long-term relationships. By connecting customer-focused
strategies with operational improvements, the report aims to identify how Butterfly
Bakes can strengthen customer engagement and achieve sustainable competitive
advantage. Finally, recommendations will be provided to support improvements in
customer experience, operational quality and relationship management.

2. Understanding Customer Relationships

Developing strong customer relationships is essential for organisations operating in
competitive markets, particularly within the food and retail sectors where customers
frequently make purchasing decisions based on both functional and emotional factors.
Customer relationships involve more than individual transactions; they represent an
organisation’s ability to understand customer needs, create value and encourage
ongoing engagement. For Butterfly Bakes, building meaningful customer relationships is



important because repeat customers provide a more sustainable source of revenue
compared with relying solely on attracting new customers.

Customer relationship development requires organisations to understand how
customers perceive value, satisfaction and service quality. Morgan and Hunt (1994)
argue that successful relationship marketing depends on developing trust and
commitment between organisations and customers. Rather than focusing solely on
individual transactions, businesses should aim to create long-term relationships that
encourage continued engagement. This approach is particularly relevant to Butterfly
Bakes, where consistent product quality, personalised service and positive customer
interactions can help develop trust and strengthen relationships with customers.

Building upon this relationship marketing perspective, customer loyalty represents an
important outcome of successful customer relationship management. Loyalty reflects
not only repeated purchasing behaviour but also the emotional connection customers
develop with an organisation.

Delivering positive customer experiences is essential for maintaining strong customer
relationships. Nime (2025) highlights that these key approaches are neccessary

Gathering Customer Feedback

Regularly seek and evaluate customer feedback to gain valuable insights, identify
opportunities for improvement, and increase customer satisfaction.

Strengthening Customer Engagement

Maintain positive relationships with current and prospective customers by creating
meaningful interactions, understanding their needs, and providing a smooth and
enjoyable customer journey.

Delivering Positive Customer Experiences

Every interaction with a customer should create a positive impression. Consistently
providing excellent experiences helps to build trust, encourage loyalty, and develop
long-lasting relationships.

For Butterfly Bakes, this could involve ensuring product consistency, providing attentive
customer service and creating a welcoming bakery environment that encourages repeat
visits.



This section explores the diverse aspects of customer relationships and experiences

2.1 Customer Loyalty

Customer loyalty is an important element of customer relationship management
because it reflects the strength of the relationship between an organisation and its
customers. Oliver (1999) defines loyalty as a customer’s commitment to continue
purchasing from an organisation despite the availability of alternative choices. Within
the bakery sector, loyalty can be influenced by factors such as product quality,
customer service, convenience and the overall experience provided. For Butterfly
Bakes, developing loyal customers can support business success through repeat
purchases, positive word-of-mouth and stronger long-term relationships.

Loyal customers provide significant value because they are more likely to continue
purchasing and recommend the organisation to others. Reichheld and Schefter (2000)
suggest that customer retention can create greater long-term value than continually
focusing on acquiring new customers. For an independent bakery, repeat customers are
particularly important as they can provide a more stable source of income and help
establish a positive reputation within the local community.

Loyalty Concepts

Customer loyalty involves both behavioural and emotional factors. Relationship
marketing theory suggests that loyalty develops through trust, commitment and the
value customers receive from their interactions with an organisation (Morgan & Hunt,
1994). Therefore, Butterfly Bakes should focus not only on producing high-quality
bakery products but also on creating positive customer experiences through
personalised service, consistent standards and meaningful customer engagement.

Retention versus Acquisition

Customer acquisition focuses on attracting new customers, whereas customer
retention focuses on maintaining relationships with existing customers. Although
attracting new customers is important for growth, retaining existing customers is often
more cost-effective because established customers already understand the
organisation’s products and services (Kotler & Keller, 2016).

For Butterfly Bakes, retention strategies could include loyalty schemes, personalised
recommendations, responding to customer feedback and maintaining consistent
product quality. However, the bakery should also continue attracting new customers
through activities such as social media promotion, seasonal products and community



engagement. A balanced approach between acquisition and retention can support
sustainable growth.

Behavioural versus Attitudinal Loyalty

Behavioural loyalty refers to repeated purchasing behaviour, such as a customer
regularly buying products from Butterfly Bakes. However, repeat purchases do not
always indicate strong loyalty, as customers may continue buying due to convenience,
location or limited alternatives.

In contrast, attitudinal loyalty refers to the emotional connection and positive attitudes
customers develop towards an organisation. Dick and Basu (1994) argue that genuine
loyalty occurs when repeat purchasing behaviour is combined with a strong positive
attitude towards the business. For Butterfly Bakes, customers who value the bakery’s
handmade products, friendly service and local identity are more likely to recommend
the business and remain loyal over time.

Overall, customer loyalty is developed through both repeated purchasing and emotional
commitment. By delivering consistent quality, understanding customer needs and
creating positive experiences, Butterfly Bakes can strengthen customer relationships
and achieve long-term competitive advantage.

2.2 Customer Value

Customer value refers to a customer’s overall assessment of the benefits received from
a product or service in relation to the costs involved in obtaining it. These costs extend
beyond the purchase price and may include factors such as time, effort, convenience,
and emotional investment, while perceived benefits may include product quality,
customer experience, reliability, and the extent to which an offering satisfies customer
needs (Zendesk, 2026; GeeksforGeeks, 2026). Organisations that consistently deliver
greater value than customers expect are more likely to achieve increased customer
satisfaction, loyalty, and repeat purchasing behaviour.

From an academic perspective, customer value is considered a multidimensional
concept involving both practical and psychological evaluations. Zeithaml (1988) defines



perceived value as the customer’s evaluation of what is received compared with what is
given, suggesting that customers assess products and services based on the
relationship between benefits and sacrifices. Similarly, Sheth et al. (1991) developed
the Theory of Consumption Values, proposing that consumer choices are influenced by
different forms of value, including functional, emotional, social, conditional, and
epistemic value. This demonstrates that customers do not make purchasing decisions
based solely on product performance but also consider the experiences, meanings, and
personal outcomes associated with consumption.

For Butterfly Bakes, customer value extends beyond the purchase of bakery products
and includes the wider experience created through product quality, personalisation,
customer relationships, and emotional connections. Customers may perceive value
through freshly prepared products, reliable service, customised celebration cakes, and
positive interactions with the business. By understanding the different dimensions of
customer value, Butterfly Bakes can strengthen customer relationships, encourage
repeat purchases, and develop competitive advantage within the local bakery market.

Almquist et al. (2016) further developed the understanding of customer value through
the Elements of Value framework, which identifies four broader categories of value
creation: functional, emotional, life-changing, and social impact. The framework
suggests that organisations can create stronger customer relationships by addressing
increasingly deeper customer needs rather than focusing only on the basic function of a
product or service.

Functional Value

Functional value represents the practical benefits customers gain from a product or
service, including quality, convenience, reliability, and performance (Sheth et al., 1991;
Almquist et al., 2016). For Butterfly Bakes, functional value is created through providing
freshly prepared bakery products that satisfy customers’ practical requirements,
including taste, appearance, availability, and suitability for different occasions.

Product quality, presentation, and reliability are particularly important within the bakery
sector because customers often purchase products for important events where
expectations are high. A customer ordering a celebration cake is not simply purchasing
a food product but seeking confidence that the product will meet their expectations and
requirements. Customisation options can further enhance functional value by allowing
customers to personalise products according to their preferences.

Functional value can contribute towards stronger customer relationships because
consistent delivery of quality products and positive service experiences can increase



satisfaction and encourage repeat purchasing. This links to Kumar et al.’s (2010)
concept of Customer Lifetime Value (CLV), where organisations benefit from developing
and maintaining profitable long-term customer relationships. For Butterfly Bakes,
consistently delivering functional benefits may increase customer retention and
support sustainable business performance.

Emotional Value

Emotional value refers to the feelings and psychological benefits customers associate
with a brand, product, or service experience. Almquist et al. (2016) identify emotional
value as the ability of organisations to create positive feelings such as enjoyment,
nostalgia, connection, and reassurance. This category is particularly relevant within the
bakery sector because bakery products are frequently connected with celebrations,
memories, and personal relationships.

Butterfly Bakes can create emotional value by becoming part of meaningful customer
experiences, including birthdays, weddings, anniversaries, and other significant
milestones. A personalised cake represents more than a physical product; it can
symbolise appreciation, celebration, and personal expression. Therefore, customers
may evaluate the bakery not only by the quality of its products but also by the emotions
and memories associated with the purchasing experience.

Emotional connections can strengthen customer loyalty and encourage customers to
share their experiences with others. This links with Kumar et al.’s (2010) Customer
Referral Value (CRV), as emotionally satisfied customers are more likely to recommend
a business through word-of-mouth, online reviews, and social media engagement. For
independent businesses such as Butterfly Bakes, these personal recommendations can
be valuable because trust and authenticity often influence customer purchasing
decisions.

Life-changing Value

Life-changing value represents a deeper level of customer value where products or
services contribute towards meaningful experiences, personal identity, motivation, or
significant life events (Almquist et al., 2016). Although a bakery may not create
transformational outcomes in the same way as industries such as healthcare or
education, Butterfly Bakes can contribute to important personal moments within
customers’ lives.

For example, wedding cakes, milestone birthday cakes, and personalised bakery
products can become part of memorable occasions that customers associate with
important experiences. The value created therefore extends beyond the physical



product, as Butterfly Bakes becomes connected with customers’ celebrations,
relationships, and personal memories.

This type of value may also influence customer behaviour and brand advocacy.
Customers who associate Butterfly Bakes with meaningful experiences may share their
positive experiences with others, influencing future purchasing decisions. This
connects with Kumar et al’s (2010) Customer Influencer Value (CIV), where customers
create value by influencing others through recommendations, online engagement, and
personal endorsements.

Social Impact Value

Socialimpact value represents the contribution a business makes beyond individual
customer benefits, including wider community and societal value (Almquist et al.,
2016). Consumers increasingly consider the wider impact of their purchasing decisions,
including whether businesses demonstrate authenticity and contribute positively to
their communities.

As an independent bakery, Butterfly Bakes may create social impact value by
supporting local economic activity, developing customer relationships, and providing
customers with the opportunity to support a local enterprise. Customers may perceive
additional value from purchasing from a smaller business because their spending
contributes towards sustaining a local organisation rather than a larger commercial
chain.

Where applicable, social impact value may also be strengthened through sustainable
practices, ethical sourcing, charitable partnerships, or community involvement.
Customer engagement and feedback provide further value because they allow
organisations to understand customer preferences and improve their services. This
links with Kumar et al.’s (2010) Customer Knowledge Value (CKV), where customer
interactions provide insights that support organisational learning and development.

Customer-Generated Value and Customer Engagement

Customer value is not limited to the benefits customers receive from an organisation;
customers also generate value through their behaviours, interactions, and relationships
with a brand. Kumar et al. (2010) identify four dimensions of customer-generated value:
Customer Lifetime Value (CLV), Customer Referral Value (CRV), Customer Influencer
Value (CIV), and Customer Knowledge Value (CKV).

Applying this framework to Butterfly Bakes demonstrates that customers contribute
value through repeat purchasing, recommendations, influence, and feedback. A loyal



customer may provide direct financial value through regular purchases while also
creating additional value by recommending the bakery to others, sharing experiences
online, and providing feedback that supports improvements.

Kumar and Rajan (2012) extend this perspective by arguing that organisations may
undervalue customers when they focus only on transactional spending and overlook
wider forms of engagement. Their concept of Total Customer Engagement Value
highlights that customers contribute value through advocacy, influence, knowledge
sharing, and interactions with a brand. This is particularly relevant for Butterfly Bakes
because customer relationships and word-of-mouth communication can significantly
influence awareness and growth within a local market.

Overall, customer value at Butterfly Bakes represents a reciprocal relationship. The
bakery creates value through functional, emotional, life-changing, and social
experiences, while customers generate value through loyalty, referrals, influence, and
knowledge sharing. Understanding these different dimensions enables Butterfly Bakes
to enhance customer experience, strengthen relationships, and develop long-term
competitive advantage.

2.3 Managing Expectations

Managing customer expectations involves identifying what customers require from a
product or service and ensuring that organisational delivery aligns with these
expectations. Customer expectations influence how customers evaluate their
experiences, as satisfaction is determined by the relationship between what customers
anticipate receiving and their actual experience (Oliver, 1980). Therefore, businesses
must understand customer priorities and manage expectations effectively to increase
satisfaction, trust, and loyalty.

For Butterfly Bakes, managing expectations is particularly important because
customers often purchase bakery products for meaningful occasions such as
birthdays, weddings, and celebrations. In these situations, customers expect not only a
high-quality product but also reliability, accurate communication, and a positive overall
experience. Models such as the Kano Model and MoSCoW prioritisation framework can
support Butterfly Bakes in identifying and managing these expectations.

Kano Model



The Kano Model, developed by Kano et al. (1984), explains how different product and
service attributes influence customer satisfaction. The model categorises customer
requirements into different levels based on their impact on satisfaction: must-be
qualities, one-dimensional qualities, attractive qualities, indifferent qualities, and
reverse qualities.

Must-be qualities are the basic expectations customers assume will be provided.
Failure to meet these requirements creates dissatisfaction, although meeting them may
not significantly increase satisfaction. For Butterfly Bakes, examples include fresh
products, food hygiene standards, accurate orders, and dependable customer service.

One-dimensional qualities are features where customer satisfaction increases as
performance improves. Examples include the range of products available, speed of
communication, flexibility with custom orders, and consistency of product quality.

Attractive qualities are unexpected features that exceed customer expectations and
create positive emotional responses. For Butterfly Bakes, these could include
personalised packaging, seasonal designs, handwritten messages, or additional
customer service touches that make the experience memorable.

The Kano Model demonstrates that businesses should not only meet basic customer
expectations but also identify opportunities to exceed them. Creating attractive
qualities can strengthen emotional connections with customers and contribute towards
increased satisfaction and loyalty

MoSCoW refers to four categories:
The MoSCoW method is divided into four categories, each covering a different level
of importance and urgency, below is a visual of the four categories

The MoSCoW

Prioritization Method

. Must-Have
Initiatives that must not lack in your product.

“g Should-Have

Essential initiatives but not vital in your product.

C

’
. Won't-Have
Initiatives that are not the priorities in your product.

(Malvyia,2025).




The MoSCoW model enables organisations to prioritise customer requirements
according to their importance and impact on the customer experience (Clegg & Barker,
1994). For Butterfly Bakes, applying this framework ensures that essential customer
expectations are consistently achieved while identifying additional features that can
enhance satisfaction and create competitive differentiation.

2.4 Customer Centrality

Customer centrality refers to placing customers at the centre of organisational
decision-making by understanding their needs, expectations, and experiences. A
customer-centric approach focuses on creating value through meaningful interactions
rather than simply completing transactions. For Butterfly Bakes, this means recognising
that customers are purchasing not only bakery products but also experiences linked to
celebrations, relationships, and personal occasions.

Customer experience develops across multiple stages of the customer journey,
including pre-purchase, purchase, and post-purchase interactions. Organisations must
manage these touchpoints effectively to create consistent and positive experiences
(Lemon & Verhoef, 2016).

A customer-centric approach can be developed through five key stages:

¢ 1. Understanding customers: Gathering information about customer
preferences, expectations, and behaviours through feedback, reviews, and direct
interactions. For Butterfly Bakes, this may include understanding customer
preferences for flavours, designs, and personalised products.

e 2. Creating customer insights: Analysing customer information to identify
trends and opportunities for improvement, such as recognising the importance
of reliability and communication during custom orders.

e 3. Designing customer-focused experiences: Using customer insights to
improve products and services through personalised orders, convenient
processes, and positive interactions.

e 4. Delivering consistent experiences: Maintaining consistent standards in
product quality, presentation, communication, and service delivery to build
customer trust.

e 5. Improving through feedback: Using customer reviews and feedback to adapt
products and services, supporting continuous improvement and stronger
relationships.



Customer centrality is closely connected to customer satisfaction and loyalty because
businesses that understand and respond to customer needs are more likely to create
positive experiences. Oliver (1980) suggests that satisfaction is influenced by the
comparison between customer expectations and perceived performance. When
Butterfly Bakes consistently meets or exceeds expectations, customers are more likely
to develop loyalty, repeat purchasing behaviour, and recommend the business to
others.

This also links to Kumar et al.’s (2010) concepts of Customer Lifetime Value (CLV) and
Customer Referral Value (CRV), as satisfied customers contribute value through repeat
purchases, recommendations, and ongoing engagement.

2.5 Segmentation

Customer segmentation involves dividing customers into smaller groups based on
shared characteristics, behaviours, needs, or preferences. This enables organisations
to create more targeted products and experiences that better meet customer
expectations, improving satisfaction and loyalty (Kotler & Keller, 2016).

Customers can be segmented using demographic, geographic, psychographic, and
behavioural factors. For Butterfly Bakes, key customer segments may include:

e Celebration customers: Customers purchasing cakes for birthdays, weddings,
and milestones who value quality, reliability, and personalisation.

e Regular local customers: Customers who value convenience, freshness, and
supporting a local business.

e Gift purchasers: Customers who prioritise presentation, packaging, and
emotional value when purchasing products for others.

e Experience-focused customers: Customers seeking unique designs and
personalised service.

Understanding these segments allows Butterfly Bakes to tailor its products and
customer experiences more effectively. By identifying different customer needs, the
bakery can improve satisfaction, strengthen relationships, and encourage customer
loyalty.



2.6 Customer Relationship Management

Customer Relationship Management (CRM) involves capturing, storing, and using
customer information to develop stronger relationships and improve customer
experiences. By understanding customer preferences, behaviours, and interactions,
organisations can tailor products, communication, and aftercare services to better
meet customer needs (Payne & Frow, 2005).

For Butterfly Bakes, CRM can involve recording customer preferences, previous orders,
dietary requirements, feedback, and important occasions. This knowledge can be used
to personalise future interactions, improve service quality, and create more valuable
customer experiences.

CRM also links to Kumar et al.’s (2010) concept of Customer Knowledge Value (CKV),
where customer information helps businesses improve decision-making and develop
stronger relationships. By effectively managing customer knowledge, Butterfly Bakes
can increase satisfaction, encourage repeat purchases, and build long-term customer
loyalty.

Utilising the previous Customer relationship sections, incorporate some knowledge
management approaches - CRM is about capturing, storing, utilising knowledge
obtained from existing customers, and those who are interested in products/services so
that you can tailor your offering, and aftercare/service provision

3. Understanding Operational Quality Systems

Operational quality systems are approaches used by organisations to improve
processes, maintain consistent standards, and ensure products and services meet
customer expectations. Quality management contributes to value creation by reducing
errors, improving reliability, and enhancing the overall customer journey. For Butterfly
Bakes, effective quality systems can support consistent product quality, accurate order
fulfilment, and positive customer experiences, which can increase satisfaction and
loyalty.

3.1 Six Sigma

Six Sigma is a data-driven quality improvement approach that focuses on reducing
errors, minimising process variation, and improving efficiency. Developed at Motorola in
1986, Six Sigma uses statistical analysis and structured problem-solving methods to



improve quality and ensure products and services consistently meet customer
expectations (Hayes, 2024; Pande et al., 2000).

For Butterfly Bakes, Six Sigma principles can support improvements in areas such as
order accuracy, product consistency, stock management, and service delivery. By
reducing errors and improving reliability, the bakery can enhance customer value and
strengthen the overall customer journey.

The five key principles of Six Sigma include:

e Customer focus: Improvements are based on customer expectations and what
is considered critical to quality (CTQ), such as product freshness, appearance,
and reliability.

e Identify root causes: Problems are analysed to understand their underlying
causes rather than only addressing symptoms.

e Reduce variation: Consistent processes help ensure customers receive reliable
products and experiences.

e Continuous improvement: Regular reviews and customer feedback support
ongoing improvements in quality and efficiency.

e Engage people: Employee involvement and training ensure everyone contributes
to maintaining quality standards (Agrawal, 2025).

Overall, Six Sigma supports value creation by improving consistency, reducing
mistakes, and ensuring customers receive a reliable experience. For Butterfly Bakes,
this can increase customer satisfaction, trust, and loyalty.

3.2 Quality Models and Theories

Quality models provide organisations with frameworks to evaluate and improve
performance by focusing on areas such as reliability, consistency, service delivery, and
customer expectations. Quality is not limited to the final product but also includes the
overall customer experience and the value created through reliable processes (Garvin,
1987).

For Butterfly Bakes, quality management involves maintaining consistent product
standards, ensuring accurate personalised orders, providing effective customer
communication, and using feedback to improve future experiences. These practices
support customer satisfaction by ensuring products and services consistently meet
expectations.



3.3 Total Quality Management (TQM)

Total Quality Management (TQM) is an organisation-wide approach focused on
continuous improvement, customer satisfaction, and employee involvement. It
emphasises that quality should be embedded throughout all business processes rather
than only assessed at the final stage of production (Oakland, 2014).

For Butterfly Bakes, TQM can support consistent baking standards, improved ordering
processes, and better customer service. By maintaining quality across the customer
journey, from initial enquiry to aftercare, the bakery can create greater customer value,
improve satisfaction, and encourage loyalty.

4. Connecting Quality to Customer Experience
Outcomes

Customer experience is shaped by how effectively an organisation understands
customer needs, delivers value, and maintains consistent quality throughout the
customer journey. Customer value is created when perceived benefits outweigh
customer sacrifices, such as time, effort, and cost (Zeithaml, 1988).

For Butterfly Bakes, value is created through functional benefits such as product quality
and reliability, alongside emotional value linked to personalised products and special
occasions (Almquist et al., 2016). Managing expectations through models such as Kano
and MoSCoW helps identify customer priorities and opportunities to exceed
expectations (Kano et al., 1984; Clegg & Barker, 1994).

Customer centrality, segmentation, and CRM allow Butterfly Bakes to understand
customer preferences and personalise experiences. Managing customer touchpoints
before, during, and after purchase helps create a consistent customer journey (Lemon
& Verhoef, 2016).

Quality approaches such as TQM and Six Sigma improve consistency, reduce errors,
and support reliable service delivery (Oakland, 2014; Pande et al., 2000). Service quality
factors, including reliability and responsiveness, also influence customer satisfaction
and perceptions of value (Parasuraman et al., 1988). By combining customer knowledge
with effective quality processes, Butterfly Bakes can strengthen satisfaction, loyalty,
and long-term relationships.



5. Conclusion

This report demonstrates that customer experience is influenced by customer value,
expectation management, customer relationships, and operational quality. For Butterfly
Bakes, success depends on more than providing high-quality bakery products; it
requires understanding customer needs, creating personalised experiences, and
consistently delivering reliable service.

By adopting customer-focused strategies and quality improvement approaches,
Butterfly Bakes can strengthen customer satisfaction, loyalty, and long-term
engagement.

6. Recommendations

Based on the findings, the following recommendations are suggested to improve
customer engagement, experience, and loyalty:

e Introduce a customer feedback process: Regularly collect reviews and
feedback to understand customer expectations and identify areas for
improvement.

e Strengthen CRM practices: Record customer preferences, previous orders, and
important occasions to provide more personalised experiences and improve
customer relationships.

e Develop customer loyalty initiatives: Introduce rewards or incentives to
encourage repeat purchasing and increase customer retention.

¢ Improve digital engagement: Use social media and online platforms to
communicate with customers, showcase products, and strengthen brand
relationships.

e Maintain consistent quality standards: Apply TQM and Six Sigma principles to
improve reliability, reduce errors, and ensure customers receive consistent
experiences.

These recommendations would enable Butterfly Bakes to enhance customer
engagement, improve the customer journey, and build stronger long-term loyalty.
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