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Background to SNEP SPA

Customer experience has become an important source of competitive advantage because customers evaluate organisations through their entire journey rather than through products or individual transactions alone. This journey includes every direct and indirect interaction occurring before, during and after a purchase (Lemon & Verhoef, 2016). Consequently, organisations must understand how value, relationships, service quality and emotional responses collectively influence customer behaviour. Effective management of these elements can strengthen satisfaction, loyalty and positive word of mouth (Goodman, 2009).

This report critically examines the principal concepts involved in understanding and engaging customers and applies them to the author’s position as a Brand Ambassador within SNEP SPA. 
SNEP SPA is an Italian direct-selling organisation offering products across categories including nutritional supplements, personal care, cosmetics, fragrances, coffee and household care (Snep Spa). Within this business model, the Brand Ambassador represents an important connection between the organisation and its customers by communicating product information, identifying individual needs, supporting purchasing decisions and maintaining post-purchase relationships.


Purpose of the report

The report evaluates customer value, customer relationship management, customer centrality, loyalty, emotion and rationality, buyer–seller relationships, quality management, segmentation and targeting. Relevant academic theories will first be defined and critically explained before being applied to the Brand Ambassador’s activities. This approach will identify how SNEP SPA Brand Ambassadors can create meaningful customer experiences while developing sustainable and mutually valuable relationships.
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1.1 Understanding Customer Value

Customer value describes a customer’s assessment of the benefits received from a product or service compared with the sacrifices required to obtain it. These sacrifices may include price, time, effort and perceived risk. Zeithaml (1988) defines perceived value as the customer’s overall evaluation of a product’s utility based on what is received and what is given. Therefore, value is subjective rather than determined exclusively by the organisation. Two customers may purchase the same product but evaluate its value differently because they have different needs, expectations and previous experiences.

This multidimensional interpretation is supported by Sweeney and Soutar (2001), whose PERVAL framework distinguishes between functional value relating to quality and price, emotional value and social value. A customer may therefore consider a product valuable because it performs effectively, represents an acceptable financial sacrifice, creates positive feelings or supports social identity.

Woodruff (1997) further explains that customer value involves customers’ preferences for product attributes, performance and the consequences that support their goals. This indicates that value extends beyond product features. It includes whether the complete experience helps the customer achieve a desired outcome. Gallarza et al. (2011) similarly argue that customer value is complex and multidimensional, involving functional, emotional and social considerations.




1.2 Creating Customer Value

Organisations create customer value by understanding customer needs and designing suitable combinations of products, services and experiences. This requires more than offering low prices. Value may be increased through product quality, convenience, trustworthy information, personalised support and effective communication. Woodruff (1997) suggests that organisations capable of learning what customers value are better positioned to establish a sustainable competitive advantage.

Service-dominant logic provides a broader explanation of this process. Vargo and Lusch (2004) argue that value is not merely embedded within a product and transferred to a passive buyer. Instead, value emerges when customers combine an organisation’s resources with their own knowledge, circumstances and activities. Consequently, SNEP SPA may provide the product and supporting information, but the customer ultimately determines value through the product’s use and relevance to personal requirements.

Value can also be co-created through interactions between customers and organisations. Rather than treating customers as passive recipients, co-creation allows them to contribute information, preferences and feedback that shape their experience (Sales-Vivó et al., 2021). However, value creation depends on the customer’s perception. An organisation may believe that it provides excellent service, but value is not achieved if the offering fails to satisfy the customer’s actual priorities.


1.3 The Customer Value Pyramid


Almquist et al. (2016) developed the elements of value pyramid, which identifies 30 forms of value across four categories: functional, emotional, life-changing and social impact. Functional elements include saving time, simplifying activities, reducing effort and providing quality. Emotional value includes reducing anxiety, offering rewards and creating a sense of belonging. Life-changing value may involve motivation, hope or self-actualisation, while social-impact value concerns benefits extending beyond the individual.

The framework suggests that functional value provides an important foundation, while higher-level elements can create deeper customer connections. Nevertheless, the pyramid should not be interpreted as a fixed sequence. Customers may prioritise several elements simultaneously, and their preferences may change according to personal circumstances, culture and purchasing context. As a managerial framework rather than a universal measurement tool, it should be combined with direct customer research.


1.4 Application to SNEP SPA


Within SNEP SPA, functional value may arise from the range of products available, convenient ordering and clear product information. The Brand Ambassador can strengthen this value by identifying customer requirements and explaining relevant product characteristics accurately. Customers should not be pressured towards products that do not correspond with their expressed needs or budgets.
Emotional value can be developed through approachable communication, responsive support and respectful follow-up. Personalised assistance may reduce uncertainty and help customers feel recognised rather than treated as individual sales transactions. Life-changing elements may include motivation and a sense of personal progress, although Brand Ambassadors must avoid exaggerated promises, particularly regarding wellness products.

Value co-creation can occur when the Brand Ambassador listens to customer feedback, adapts communication and recommends solutions based on individual preferences. Customer information should then be used ethically to improve future interactions. Therefore, the Brand Ambassador’s contribution to value extends beyond selling products: it includes establishing trust, reducing purchasing effort and maintaining supportive relationships. This combination may differentiate the customer experience and encourage satisfaction, repeat purchasing and positive recommendations.

Customer value should also be understood as reciprocal. Kumar and Reinartz (2016) distinguish between the value created for customers and the value that customers provide to an organisation through purchasing, continued engagement, referrals and feedback. In SNEP SPA, the relationship should therefore produce benefits for both parties. Nevertheless, organisational value should not be prioritised at the expense of suitability, transparency or customer welfare.
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2.1 Customer Relationship Management (CRM)

Customer relationship management (CRM) is a strategic approach through which an organisation develops and maintains valuable relationships with selected customers. Although CRM is frequently associated with databases and software, Payne and Frow (2005) argue that it should be understood as a cross-functional strategy integrating people, processes, technology and customer information. Their framework identifies five interconnected CRM processes: strategy development, value creation, multichannel integration, information management and performance assessment. Therefore, technology supports CRM but does not replace relationship-building activities.

CRM enables organisations to develop a more detailed understanding of customer preferences, purchase histories, communication patterns and changing requirements. This information can support more relevant interactions and reduce inappropriate or repetitive marketing. Nevertheless, collecting customer data does not automatically create strong relationships. Verhoef (2003) found that certain CRM activities can support retention and customer-share development, but their effects may be relatively limited. This suggests that frequent promotional communication should not be mistaken for meaningful customer engagement.


2.2 The relationship between CRM and Customer Value

CRM and customer value are closely connected because customer knowledge enables an organisation to design more appropriate value propositions. Payne and Frow (2005) position value creation as a central CRM process in which value should be produced for both the customer and the organisation. Customers may receive relevance, convenience and personalised support, while the organisation may benefit from repeat purchasing, referrals and feedback.

Kumar and Reinartz (2016) similarly distinguish between value created for customers and value obtained from customers. However, this reciprocal approach creates a potential tension. If CRM is used primarily to maximise sales, customers may perceive communications as intrusive or manipulative. Sustainable value therefore requires transparency, customer choice and responsible information management.


2.3 Organisational Purpose and Customer Relationships

Organisational purpose explains why an organisation exists and the wider contribution it seeks to make beyond individual transactions. Hollensbe et al. (2014) argue that purpose can connect organisational identity, values and activities to the interests of relevant stakeholders. In customer relationships, purpose provides direction for deciding what type of value should be created and how customers should be treated.

Purpose is credible only when it is reflected in organisational behaviour. A business cannot demonstrate a customer-focused purpose if sales targets are consistently placed above customer suitability. Accordingly, purpose should influence product communication, service standards, complaint handling and the ethical use of customer information.




2.4 CRM within SNEP SPA


Within the SNEP SPA Brand Ambassador’s activities, CRM can begin with recording customer preferences, enquiries, purchases and feedback in an organised manner. The existing Microsoft Forms customer-preference questionnaire can support information collection, while Excel may help identify purchasing patterns and monitor follow-up activities. However, only relevant information should be collected, stored securely and used with the customer’s knowledge.

The Brand Ambassador can apply CRM by using customer information to provide appropriate communication rather than sending identical promotions to every contact. For example, previous enquiries can guide future product information, while feedback can identify dissatisfaction or changing preferences. Communication may occur across face-to-face conversations, social media and the SNEP SPA ordering platform; therefore, consistency across these touchpoints is important.



CRM should also reflect a clear customer-related purpose. In practice, this means providing accurate information, avoiding unrealistic product claims and respecting a customer’s decision not to purchase. Performance should consequently be assessed through measures such as satisfaction, repeat contact, complaints, referrals and relationship quality, rather than sales revenue alone. This purpose-led approach can help transform CRM from a promotional database into a method for creating relevant, ethical and mutually beneficial customer relationships.
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3.1 Understanding Customer Centrality


Customer centrality is an organisational approach in which customer needs, experiences and long-term value are positioned at the centre of decision-making. It requires the organisation to design its culture, processes and performance measures around customers rather than concentrating exclusively on products or short-term sales. Shah et al. (2006) explain that becoming customer-centred requires changes to organisational culture, structure, processes and financial measures. For consistency with the terminology of this report, this approach is referred to as customer centrality.

Customer centrality differs from basic customer service. Customer service may respond to an enquiry or problem, whereas customer centrality influences the complete customer journey, including product development, communication, purchasing and post-purchase support. It also requires information obtained from customers to shape future decisions.


3.2 Stages of Customer Centrality

Customer relationships may progress through five stages, although not every customer will complete the entire cycle. The pre-relationship stage occurs before a transaction, when a prospective customer becomes aware of the organisation and evaluates whether its offering may be relevant. This corresponds with the awareness phase identified by Dwyer et al. (1987). Advertising, social-media content, recommendations and initial contact influence expectations at this stage.

During the early stage, the customer searches for information, compares alternatives and may complete an initial purchase. This stage resembles exploration, when both parties assess the potential benefits and risks of further interaction (Dwyer et al., 1987). Trust remains limited, making accurate information and dependable service particularly important.

The development stage involves increased interaction and repeated exchanges. Customers acquire greater knowledge of the organisation, while the seller develops a better understanding of their preferences. Positive experiences may gradually strengthen trust and satisfaction.

At the long-term stage, the relationship demonstrates greater continuity and commitment. Customers may make repeat purchases, provide feedback or recommend the organisation. However, long duration should not automatically be interpreted as genuine loyalty, because repeat purchasing may also result from habit or convenience.

The final stage occurs when the relationship becomes inactive or ends. Dwyer et al. (1987) describe this as dissolution. Causes may include dissatisfaction, changing requirements, competitive alternatives or reduced contact. Customer centrality remains relevant because respectful handling of disengagement can protect trust and provide information for service improvement.


3.3 Customer Satisfaction

Customer satisfaction is a post-consumption evaluation based on the relationship between expectations and perceived performance. According to Oliver’s (1980) expectation-disconfirmation model, satisfaction occurs when performance meets expectations, while positive disconfirmation occurs when performance exceeds them. Dissatisfaction is likely when perceived performance falls below expectations.

Szymanski and Henard’s (2001) meta-analysis identify disconfirmation and perceived fairness as particularly important influences on satisfaction. This demonstrates that customers assess not only outcomes but also whether the treatment, effort and price involved appear reasonable. Satisfaction may influence attitudes and future purchase intentions, but it should not be treated as a guaranteed indication of loyalty. A satisfied customer may still choose an alternative because of price, convenience or competitor activity.



3.4 Developing a Customer- Centre Approach at SNEP SPA


At the pre-relationship stage, the SNEP SPA Brand Ambassador should provide accessible and accurate information without creating unrealistic expectations. During the early stage, enquiries should be answered clearly, and the customer’s needs, budget and preferences should be explored before products are discussed.

At the development stage, appropriate follow-up can establish whether the customer is satisfied and identify changing requirements. Records from Microsoft Forms or Excel may support continuity, if information is collected transparently and handled responsibly. At the long-term stage, communication should remain relevant and should recognise the customer’s history without assuming that continued purchasing is guaranteed.

At the final stage, reduced engagement should be respected rather than challenged through repeated promotional contact. Where appropriate, the Brand Ambassador may invite voluntary feedback to understand whether the relationship ended because of service, value, product suitability or changing circumstances. Marshall identifies making customers feel heard and valued as central to effective service (TEDx Talks, 2025b). Adapting communication across the five relationship stages can support this outcome while generating feedback for continuous improvement.
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4.1 Understanding Customer Loyalty

Customer loyalty represents a customer’s continuing preference for and commitment to an organisation, demonstrated through both favourable attitudes and purchasing behaviour. Dick and Basu (1994) define loyalty as the relationship between a customer’s relative attitude towards an organisation and repeat patronage. This definition distinguishes genuine loyalty from repeated purchasing caused by convenience, habit or limited alternatives.

Their framework identifies four conditions. True loyalty combines a strong favourable attitude with frequent repeat purchasing. Latent loyalty exists when a favourable attitude does not produce frequent purchases, possibly because of financial or situational barriers. Spurious loyalty involves repeat purchasing without strong emotional or attitudinal commitment, while no loyalty reflects both weak attitudes and limited repeat purchasing. Consequently, sales records alone cannot establish whether customers are genuinely loyal.


4.2 Customer Satisfaction Versus Customer Loyalty

Customer satisfaction and loyalty are connected but distinct. Satisfaction evaluates whether a particular experience met or exceeded expectations, whereas loyalty reflects a longer-term intention and behaviour. Oliver (1999) argues that satisfaction contributes to loyalty formation but does not necessarily produce loyalty. A satisfied customer may still change providers because of price, convenience, curiosity or a competitor’s promotion.

Loyal customers are commonly satisfied, but satisfied customers are not automatically loyal. Satisfaction is therefore better understood as one possible foundation of loyalty. Consistently positive experiences must be supported by perceived value, trust, commitment and emotional connection. Mascarenhas et al. (2006) argue that lasting loyalty depends on the total customer experience rather than isolated moments of satisfaction.




4.3 Drivers of Customer Loyalty

Trust is particularly important where customers depend on representatives for information. Iglesias et al. (2020) found that co-creation can strengthen customer trust and that trust contributes to loyalty. Customers who believe that an organisation communicates honestly and considers their interests may be more willing to maintain the relationship.

Emotional connections can also influence loyalty. Yim et al. (2008) found that customer–employee relationships may contribute to customers’ affection towards an organisation. However, they also identify risks when these relationships become excessively close. Professional boundaries are therefore necessary, particularly when commercial conversations occur within existing personal networks.

Loyalty may lead to retention, repeat purchasing and advocacy. Positive word of mouth can be valuable because customers often regard personal recommendations as credible. Nevertheless, customers should recommend an organisation voluntarily rather than feeling pressured to promote it.


4.4 Customer Retention and Advocacy

Within SNEP SPA, loyalty should be developed through consistent value and trustworthy support rather than relying primarily on discounts or repeated promotional messages. The Brand Ambassador can provide accurate product information, respond promptly to questions and follow up after purchases to identify satisfaction or concerns. Customer preferences recorded through CRM activities may help make later communication more relevant.


The Brand Ambassador should distinguish behavioural repetition from genuine loyalty. A customer who orders regularly because of a temporary offer may demonstrate spurious loyalty, whereas a customer who expresses a strong preference, purchases repeatedly and recommends the experience may demonstrate true loyalty. Customer feedback can help identify the reasons behind these behaviours.

Retention activities might include personalised but proportionate follow-up, recognition of previous preferences and appropriate resolution of problems. Communication should remain respectful if a customer becomes inactive or chooses another provider. This reduces the risk of damaging trust through excessive contact.

Loyalty performance should therefore be assessed through a combination of repeat-purchase rates, satisfaction feedback, customer retention, referrals and complaints. These measures provide a more balanced picture than sales alone. By prioritising suitability, honesty and relationship quality, the SNEP SPA Brand Ambassador can encourage loyalty while maintaining an ethical and customer-central experience (see appendix b).
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5.1 Understanding the Customer Experience

Customer experience refers to the customer’s cognitive, emotional, behavioural and sensory responses to interactions with an organisation. Gentile et al. (2007) describe it as a multidimensional experience emerging from interactions between customers and organisations that can contribute to value creation. It therefore includes more than the quality of the purchased product.

Lemon and Verhoef (2016) position customer experience across three broad phases: pre-purchase, purchase and post-purchase. Within these phases, customers encounter multiple touchpoints, including advertising, social media, conversations with representatives, ordering systems, product use and after-sales support. Some touchpoints are controlled directly by the organisation, while others, such as online reviews and conversations between customers, cannot be fully controlled. Nevertheless, each may influence the customer’s overall judgement.


5.2 Emotional and Rational Influences on Customer Behaviour

Customer decisions combine emotional and rational processes. Rational evaluation may involve comparing price, quality, convenience, product information and perceived risk. Emotional evaluation concerns feelings such as trust, confidence, enjoyment, anxiety or belonging. Shiv and Fedorikhin (1999) demonstrate that affective and cognitive processes can compete during consumer decision-making, particularly when customers have limited time or mental resources.


Emotional influence should not be interpreted as irrational or unimportant. Emotions can help customers evaluate complex situations and may shape how individual touchpoints are remembered. However, decisions based mainly on immediate emotional appeal may later produce dissatisfaction if product performance, price or service does not support the original impression. Effective customer experiences should therefore balance emotional engagement with sufficient information.


5.3 Customer Delight 

Customer delight occurs when an experience generates a strongly positive response that exceeds ordinary satisfaction. Torres and Kline (2013) distinguish satisfaction, which generally results from meeting expectations, from delight, which involves exceeding expectations and creating positive surprise. Delight may encourage memorable experiences, advocacy and stronger relationships.

Nevertheless, attempting to delight every customer at every interaction may be expensive and unsustainable. Repeated additional benefits may also become expected, reducing their ability to create surprise. Organisations should first ensure that essential service requirements are delivered consistently. Delight should complement reliability rather than compensate for weak basic service.


5.4 The SNEP SPA Customer Experience

The SNEP SPA customer experience may begin before direct contact with the Brand Ambassador. A prospective customer may encounter social-media content, recommendations, product information or the company website. These touchpoints can create expectations before an enquiry or purchase takes place. The Brand Ambassador should therefore ensure that personal communications are clear and consistent with reliable company information.

During the purchase phase, rational value can be supported by explaining relevant characteristics, prices, ordering arrangements and available alternatives. Emotional value can be created through attentive listening, respectful communication and reassurance where a customer is uncertain.
 Sinek (2025) distinguishes procedural politeness from genuine care, suggesting that customers’ emotional evaluations depend partly on how limitations are communicated. Therefore, empathy should support accurate information rather than replace it or create unrealistic expectations.


Post-purchase contact allows the Brand Ambassador to determine whether the ordering and support experience met expectations. Appropriate follow-up may also identify questions or dissatisfaction before they damage the relationship. A small, personalised action, such as remembering the customer’s communication preference or responding promptly to an enquiry, may create delight without requiring a financial reward.

The customer experience should be evaluated across the complete journey rather than through the sale alone. Feedback can examine the clarity of information, ease of ordering, responsiveness and overall treatment. The Brand Ambassador should also recognise that customer emotions vary: some customers may value warm interaction, while others prefer brief and practical communication. Balancing emotional sensitivity with rational information can therefore create a more inclusive, credible and customer-central SNEP SPA experience.
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6.1 The Development of Buyer- Seller Relationship

A buyer–seller relationship develops through repeated exchanges between a customer and a provider. Unlike transactional marketing, which concentrates mainly on completing individual sales, relationship marketing focuses on establishing, developing and maintaining successful exchanges over time (Morgan & Hunt, 1994). Buyer–seller relationships may progress from initial awareness and exploration to expansion, commitment and eventual dissolution (Dwyer et al., 1987).

The relationship does not necessarily progress continuously. Customers may remain at an early stage, return after inactivity or end the relationship following a change in requirements. Wilson (1995) also explains that different relational factors become important at different stages. Initial selection may depend on reputation and perceived value, whereas established relationships increasingly depend on satisfaction, cooperation and trust (see appendix a).



6.2 Trust, Commitment and Communication

Trust exists when one party considers the other reliable, honest and unlikely to act opportunistically. Commitment represents a willingness to invest in maintaining a valued relationship. Morgan and Hunt’s (1994) commitment–trust theory positions both factors as central to successful relationship marketing because they can encourage cooperation and reduce uncertainty.

Communication supports trust when it is accurate, timely and two-way. Johnson’s behavioural-intelligence approach recommends focusing on specific behaviours rather than labelling a person, seeking reasons for conduct and using inclusive language to reduce defensiveness (TEDx Talks, 2018). Applied to complaints, the Brand Ambassador should clarify the concern, manage the response calmly and seek a mutually acceptable solution without withholding information or applying sales pressure.


6.3 Value Co- Creation

Buyer–seller interaction can facilitate value co-creation. Mascarenhas et al. (2004) argue that customer involvement across the value chain can improve feedback, quality assessment and the customer experience. Customers may contribute preferences, experiences and suggestions, while sellers provide information, access and support.

However, engagement does not always create value. Zhang et al. (2018) demonstrate that online interactions may produce either value co-creation or value co-destruction. Inaccurate communication, unresolved complaints or inappropriate responses can reduce value and damage trust. Organisations must therefore listen and respond constructively rather than assuming that all engagement is beneficial.


6.4 The Role of the SNEP SPA Brand Ambassador

The SNEP SPA Brand Ambassador occupies an intermediary position between the organisation and the customer. The role involves communicating company and product information while developing direct customer relationships. This creates an opportunity for personalised support but also requires transparency concerning the Ambassador’s commercial role.
The SHARE approach may help the Brand Ambassador communicate important information in a customer-relevant and memorable manner, particularly during initial enquiries or product explanations (TEDx Talks, 2025).

Trust can be developed by making accurate statements, acknowledging when further information is required and avoiding recommendations that do not correspond with customer needs. Commitment may be demonstrated through dependable follow-up and consistent assistance rather than frequent sales messages. Two-way communication can be encouraged through questions, feedback forms and post-purchase conversations.

Customer feedback can support co-creation by revealing which information is unclear, which communication channels are preferred and where the ordering experience may be improved. Themes identified from feedback may then be communicated appropriately to the company or used to improve the Ambassador’s own service.

Nevertheless, personal relationships should not be exploited for commercial purposes. Customers within an existing social network may feel uncomfortable refusing an offer or ending contact. The Brand Ambassador should therefore separate supportive communication from pressure and respect decisions not to purchase. When trust, informed choice and mutual benefit are prioritised, the buyer–seller relationship can contribute to a sustainable customer experience rather than remaining a sequence of isolated transactions.
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7.1 Understanding Service Quality

Quality concerns the extent to which a product, service or process is suitable for its intended purpose and consistently meets customer requirements. Within customer experience, quality includes both the product offering and the standard of service surrounding it. Parasuraman et al. (1988) identify five dimensions of perceived service quality: reliability, assurance, tangibles, empathy and responsiveness. These dimensions demonstrate that customers assess not only outcomes but also how confidently, dependably and considerately the service is delivered.

Quality management should therefore be continuous rather than limited to responding after a customer complains. A structured framework can help identify customer requirements, monitor performance and prevent recurring service failures.




7.2 The Juran Model

Juran’s (1986) quality trilogy consists of quality planning, quality control and quality improvement (see appendix c). Quality planning involves identifying customers, understanding their needs and designing processes capable of meeting those needs. This stage establishes the standards against which performance can later be evaluated.

Quality control compares actual performance with the planned standard. It can involve monitoring errors, customer feedback, response times and complaints. Where performance does not meet the required standard, corrective action is necessary.

Quality improvement involves identifying the underlying causes of recurring problems and making changes that raise performance beyond its previous level. The three processes are interdependent: planning establishes expectations, control identifies performance gaps, and improvement reduces or removes those gaps. However, the framework requires reliable information. Poorly designed measures may encourage superficial compliance without improving the customer’s actual experience.


7.3 Applying the Juran Model to SNEP SPA

For the SNEP SPA Brand Ambassador, quality planning could begin by identifying customer expectations concerning communication, product information, ordering and follow-up. Service standards might include accurate explanations, timely responses and respectful treatment. The existing Microsoft Forms questionnaire could help identify these expectations.

Quality control could involve reviewing customer feedback, unresolved enquiries, ordering difficulties and communication response times. An Excel record may help identify patterns, although numerical measures should be supported by qualitative comments explaining why a customer experienced a problem.


Quality improvement would require action based on those findings. If customers frequently misunderstand information, the Brand Ambassador could revise the explanation or supporting materials. If responses are delayed, a clearer system for recording and prioritising enquiries could be introduced. Recurring issues outside the Ambassador’s control should be communicated through appropriate company channels.

The Juran model can therefore transform customer feedback into a continuous improvement process. Nevertheless, quality should not be measured only through the absence of complaints, because dissatisfied customers may leave without providing feedback. Proactive but proportionate evaluation is necessary. By planning customer-focused standards, monitoring delivery and improving weak processes, the Brand Ambassador can contribute to a more consistent and reliable SNEP SPA customer experience.
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8.1 Customer Segmentation


Market segmentation is the process of dividing a broad and heterogeneous market into smaller groups whose members share relevant characteristics, needs or behaviours. Smith (1956) established segmentation as an alternative to treating the market as though all customers require the same offering. Wedel and Kamakura (2000) similarly argue that segmentation enables organisations to recognise differences in customer needs and develop more appropriate marketing activities.

Customers may be segmented using demographic, geographic, psychographic or behavioural variables. Demographic segmentation considers characteristics such as age or household circumstances, while geographic segmentation concerns location. Psychographic segmentation considers interests, lifestyles and values. Behavioural segmentation examines factors such as desired benefits, purchasing frequency, previous engagement and loyalty.

However, demographic characteristics alone may not explain customer preferences. Individuals within the same demographic group can have substantially different interests, expectations and purchasing behaviours. Effective segments should be identifiable, sufficiently distinct, reachable and useful for decision-making.


8.2 SNEP SPA Customer Segments

SNEP SPA serves customers with differing product interests, budgets, communication preferences and levels of familiarity with the organisation. The Brand Ambassador could therefore use needs-based and behavioural segmentation. Possible segments include prospective customers seeking introductory information, first-time customers requiring purchasing support, returning customers interested in relevant updates and inactive customers who should receive only proportionate communication.

The Microsoft Forms preference questionnaire may help identify preferred product categories, communication channels and the type of support customers expect. These findings could be organised in Excel to identify broad patterns. Nevertheless, customers should be informed about the purpose of data collection, and only necessary information should be retained.

Targeted communication could then be adapted to each segment. New customers may require clear introductory information, while established customers may value concise updates connected to previously expressed interests. Customers who prefer limited contact should not receive frequent messages. Segmentation would therefore support customer centrality by increasing relevance and reducing inappropriate mass promotion.

The effectiveness of each segment should be reviewed through engagement, satisfaction, repeat enquiries and feedback rather than sales alone. As preferences change, customers may move between segments. A flexible and ethical approach can help the Brand Ambassador allocate limited resources effectively while preserving customer choice and trust.










[bookmark: _Toc235615580]Conclusion

This report has demonstrated that effective customer engagement requires more than completing individual sales. Customer value, CRM, customer centrality, satisfaction, loyalty and relationship quality are interconnected across the complete customer journey. Within SNEP SPA, the Brand Ambassador influences this journey through information, communication, personalised support and post-purchase contact. Sustainable relationships depend on balancing emotional engagement with rational information, maintaining trust and adapting communication to each relationship stage. The Juran model further provides a structured method for planning, controlling and improving service quality, while segmentation enables customer needs to be addressed more appropriately. Overall, the Brand Ambassador should prioritise accuracy, suitability, customer choice and continuous improvement. This customer-central approach can strengthen satisfaction, loyalty and advocacy while creating mutual, ethical and sustainable value for customers, the Brand Ambassador and SNEP SPA.
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