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[bookmark: _Toc201928242]Introduction 
[bookmark: _Int_pDgHRcFH]This report explores how a care home manages and strengthens its relationships with residents and their families throughout the duration of their stay. The care home accommodates up to 70 residents, offering both respite and long-term care. It employs approximately 100 staff, including managers, nurses, senior carers, care assistants, kitchen staff, domestics, handypeople, and activity coordinators. As a busy home with many residents and families to support, maintaining high levels of satisfaction, safety and trust is essential. The report aims to evaluate the key areas that influence customer satisfaction and loyalty. These include the customer lifecycle, customer relationship management (CRM) strategies, value, and quality assurance processes.
[bookmark: _Toc201928243]Customer lifecycle analysis
[bookmark: _Toc201928244]Define the customer lifecycle and its stages.
According to (Kotler P. &., 2016) the customer lifecycle is a journey a customer goes through when they use a service or make a purchase. This happens in stages starting from when the customer first shows interest right through to when they become loyal customers or stop using the service. Businesses use the customer life cycle to better understand what customers need during each stage of their journey and by doing this they can keep customers happy, improve services, and encourage more customers through recommendations.
[bookmark: _Int_nI5FcL92]Awareness – The potential customer first becomes aware of the service maybe through friends or social media.
Consideration – The potential customer does some research on the service by reading reviews or visiting the website.
Purchase - The customer begins to use the service.
Loyalty – If the customer is happy, they will keep returning.
Advocacy – The loyal customer may recommend the service to others and leave star reviews. 
[bookmark: _Toc201928245]Customer lifecycle in a care home
[bookmark: _Int_V67Te4ZA][bookmark: _Int_3IzT1qnR]In a care home setting, the customer lifecycle refers to the stages that residents and their families go through from the first time seeking a home right through to the end of care. Care home services are not like a one-time purchase; it involves building strong and trusting relationships with both residents and their families. So, by understanding each stage of the customer life cycle, the care home can identify its strengths and weaknesses, make improvements, and create lasting relationships. 
[bookmark: _Int_UYZwczf8]To better understand the customer lifecycle in a care home, this report explores the option of Customer Journey Mapping. (Angrave, 2020) explains how this tool can help track the steps and experiences customers go through when interacting with a service. The map shows what the customer does, how they feel, and what they need at each step. By using a customer journey map, businesses can learn to understand their customers better and make additions or amendments to services promptly to make the service easier and more enjoyable. 
(Chagnon, 2023) explains that in a care home a customer journey map consists of key areas such as searching for potential homes, making enquiries, visiting the home, moving in, receiving care, and ongoing contact with the staff. By examining each stage of the customer life cycle, the care home can better understand where improvements can be made to enhance relationships, improve satisfaction and strengthen trust with residents and their families.
[bookmark: _Int_L2YYFoRs]Awareness and Acquisition – Families often become aware of the care home through online searches, recommendations, or referrals from healthcare professionals. The home website, reviews, and inspection ratings (CQC reports) play a significant role in shaping first impressions. Also warm, responsive communication during enquiries and viewings is essential to gaining trust.
Admission – Once a decision is made, the transition into care must be managed with sensitivity. With a well-structured onboarding process that includes welcome meetings, thorough assessments and family involvement which helps to ease the emotional strain of moving into care and builds early trust.
Ongoing care and Engagement – At this stage, the focus shifts to delivering consistent, person centred care. And staff engagement, meaningful activities, regular communication with families and attention to individual needs are all vital. Also feedback from residents and families should be actively encouraged and acted upon to maintain satisfaction.
Retention and Loyalty – In a care home setting, retention can be reflected in long term placements, family advocacy, and willingness to recommend the service. Loyalty grows when families feel confident that their loved ones are well cared for and when they see genuine commitment to continuous improvement.
[bookmark: _Toc201928246]Customer Relationship Management (CRM) strategy
According to (Payne, 2005) Customer relationship management (CRM) is about how an organization manages its relationship with people who use its services. It involves using tools such as database systems, CRM software, or surveys to keep track of all the interactions a company has with its customers. The goal is to build trust, customer retention, increase profits, and make sure people feel supported throughout their time with the service. CRM can involve: 
· Keeping track of customer information
· Following up on enquiries or concerns
· Personalizing the service people receive
· Making sure the experience stays positive over time.
[bookmark: _Toc201928247]CRM strategies in a care home.
(Cybellium, 2024) Explains that in care home settings, CRM plays a vital role in maintaining detailed records of residents’ needs and preferences. By using CRM strategies, care homes can build strong relationships, address concerns promptly and enhance the overall experience for residents and their families. A lot of businesses use digital CRM systems to manage this process but in many care homes it is done through conversations, notes, and regular check-ins. What matters most is the quality of the relationships and the trust built over time.
· Data base/software – These can be used to store details about each resident’s health issues, preferences, and family contacts.
· [bookmark: _Int_TJno4DiL]Personalized care plans – Care plans are created and tailored to each resident’s specific needs.
· Feedback/ surveys – Residents and families are asked for feedback regularly because it helps improve services and solve issues quickly.
· Check ins – Regular check ins with families are important, especially after key events such as moving in or health changes, so extra support can be offered.
[bookmark: _Toc201928248]Evaluation of CRM effectiveness in the care home
( Deborah J. Rosenorn-Lanng, 2013) believes that care homes strategies such as care planning and regular family contact work well in building trust and supporting families from the initial stages of enquiry through to ongoing care. When staff are approachable and responsive, it helps create positive first impressions and maintain strong relationships over time. However, because most of these processes are informal, there can be inconsistencies in follow-ups, especially if staff change or shifts are busy. Without a digital system or formal tracking, some details can be missed. Overall, the approach is caring and relationship focused but could benefit from more structure to ensure consistency across the customer journey.
[bookmark: _Toc201928249]Customer segmentation 
As part of managing relationships effectively, it is also important to recognize that not all residents and families have the same needs or preferences. This is where customer segmentation becomes useful. (McDonald, 2012) Customer segmentation is about grouping people based on their shared characteristics:
· Demographic (age, gender)
· Geographic (location)
· Behavioral(habits)
· Psychographic (lifestyle values)
According to (Singh, 2005) customer segmentation within a care home involves grouping residents and their families based on their shared preferences and needs but in a care home setting this is more informal but still a valuable tool for personalizing care and communication. By recognizing these segments, the staff can tailor their approach to ensure residents and their families feel heard and supported. 
· Demographic – Age and gender can influence care requirements and social preferences.
· Geographic – Families who live locally may visit more often while those who live further away appreciate regular updates over the phone or video call.
· [bookmark: _Int_D6GEi8H6]Behavioral – Each family has different levels of involvement, with some being actively involved and others preferring minimal involvement. 
· Psychographic – Lifestyle values and emotional needs of the residents such as their activity participation or communication style.
[bookmark: _Toc201928250]Customer centrality
(Parniangtong, 2017) defines Customer centrality as a business approach that places the customer at the core of all decisions and operations. It is about making decisions based on what is best for the customer and not just what is the easier or cheapest option for the business. It means listening to what customers want, understanding their needs, and tailoring services to meet those needs. Customer centrality is important because it helps organizations build strong and lasting relationships with the people they serve. When customers feel heard and understood, they are more likely to trust the service and remain loyal.
Key reasons why customer centrality matters
· Improve customer satisfaction.
· Increase loyalty and trust.
· Encourages positive reviews.
· Helps identify problems early.
· Drives continuous improvement.
· Aligns with real needs.
The care home shows a strong commitment to customer centrality by putting residents and their families at the heart of care decisions. Staff take time to understand what each person enjoys, their routines and what helps them to feel comfortable. This person-centred approach highlights the emphasis on building meaningful relationships (Brendan McCormack, 2016). But even though this approach works well overall, there is room to improve by recording preferences in a shared system. This would help all staff to stay informed and ensure consistent communication even when a resident’s usual keyworker is not available.
[bookmark: _Toc201928251]Customer Value and Metrics
[bookmark: _Toc201928252]What is Customer Value?
[bookmark: _Int_yVQHxFmd](Nijssen, 2013) suggests that Customer value is the overall benefit someone feels they gain from using a service or product, compared to what they put into it, such as money, time, energy, or trust. It is not just about price or quality it is also about the full experience and how it fits into someone’s life. Everyone experiences value differently, and this is broken down into four main areas…
Functional Value – This is the practical side of value and demonstrates how well a service works, its usefulness, and convenience.
Emotional Value – This relates to how the customer feels when using a service or product. Does it bring peace, joy, comfort, or a sense of understanding? People often stay loyal to services that make them feel cared for and happy.
[bookmark: _Int_bizI5BxK]Social Value – This value brings a sense of belonging and how it reflects on a customer’s identity or status.
Life changing Value – This involves personal growth and transformation in a person’s life when a service or product contributes to a customer’s goals, values, and wellbeing in the long term.
Economic Value - This is the measure of the service provided and if it is worth the cost.
[bookmark: _Toc201928253]Customer Value in a Care Home
Research by (Vain, 2024) shows that in a care home, customer value is not just about the care that is provided, it is about feeling safe and respected and how the care is experienced by both residents and their families. 
Functional Value is based on whether the home meets basic expectations in a reliable and consistent way. This includes things like providing meals on time, managing medication properly, keeping residents safe, and maintaining cleanliness. When these tasks are carried out efficiently, families are more likely to feel confident and at ease with the service.
[bookmark: _Int_kRKAD4FW]Emotional Value comes from how the home makes people feel. This is created through empathy, patience, and kindness. It is so important for families to know that their loved ones are being treated with respect and compassion, not just being physically cared for.
Social Value is about a resident’s connection and feeling of belonging in the care home. This can grow from joining group activities, chatting to other residents and staff during mealtimes, and forming friendships. And for families it may come from feeling welcomed into the home, being included in discussions about their family members and building friendships with other residents’ families. 
Life changing Value within a care home experience can come from a sense of relief that a loved one is finally receiving the care and support they need and deserve after a family has tried to give them on their own but needed more support overall. And for the residents receiving care that helps them feel seen, heard, and valued, this can improve not just their health but their whole sense of identity and wellbeing.
Economic Value – In a care home it is about offering quality care worth the fees charged. This helps the business stay profitable and sustainable over time.
[bookmark: _Toc201928254]Analyze how the Care Home measures value
[bookmark: _Int_HTY0OCr5][bookmark: _Int_JCSuGVEE]The care home measures value by looking at both the emotional and financial aspects. They regularly gather feedback through surveys, reviews, and conversations to assess how the residents feel about the care being offered. Any feedback from complaints or compliments can really help to highlight what residents and families value the most as well as the areas they feel need improving. (Earp, 2008) claims one main indicator of customer value is the duration a resident stays for. The longer they remain, the more likely that they are satisfied and willing to recommend the home to others, which adds to their value.
From a financial point of view, the care home uses Customer Lifetime Value (CLV) to assess the long-term worth of each resident. According to (Kotler P. , 2016) CLV estimates the net profit expected from the entire relationship with a customer. So, within a care setting this involves comparing the total fees paid overtime with the cost of delivering care. Understanding CLV allows the care home to make better decisions on how to use its resources, tailor care, and develop strategies to earn loyalty.
[bookmark: _Toc201928255]Loyalty metrics 
According to (Schroth, 2025) one of the clearest signs of value and satisfaction is loyalty, and this can be better understood by using loyalty metrics. Loyalty metrics are tools used to understand how committed and emotionally connected customers are to a service. These metrics focus on long-term behavior patterns such as customers remaining, customers returning in the future, and customers actively engaging. The key loyalty metrics commonly used across different sectors are…
· Customer retention rate – this shows how many customers continue to use the service over a certain period. A high retention rate is usually a strong sign of customer loyalty.
· Return rate – these measures show how often customers come back to use the service again.
· Net promoter score (NPS)- a popular metric that asks customers how likely they are to recommend the service to others. (Reichheld, 2001)
· Customer satisfaction overtime (CSAT) – this involves regularly checking how happy the customers are and can give insight into customer satisfaction leading to loyalty in the long term. 
· Customer lifetime value (CLV) – although broader than just loyalty, CLV reflects how much value a customer brings over time and is closely tied to how loyal they are.
[bookmark: _Toc201928256]Applying loyalty metrics in a care home setting
[bookmark: _Int_LrlCL0i2](Glickman, 2007) explains that while some care homes may not formally track loyalty metrics using software, many of them are clearly visible in the relationships between residents, families, and staff. Even if not measured in numbers, these signs offer a strong sense of where trust and satisfaction exist and where improvements may be needed.
Retention – this can be seen through long–term placements where residents have remained at the home for many years because their families are happy with the care the home provides.
Repeat use – this can be shown by the residents who keep returning for respite care or families who choose the home again for other family members. 
Sustained satisfaction – this is reflected in families who stay actively involved, provide regular feedback, and continuous engagement with the home.
Engagement – this results in things like attending care reviews, joining in on events, and maintaining communication with the staff. All of which are signs of emotional connection and trust.
[bookmark: _Toc201928257]Quality processes and Customer expectations
[bookmark: _Toc201928258]Quality Assurance and Control in a Care Home
According to (Berg, 2025) in health and social care, quality assurance means making sure services are delivered safely, consistently, and in line with expected standards. Two key parts of this are Quality control and Quality improvement.
Quality control focuses on maintaining standards and involves checking that care is being carried out properly, that the correct procedures are followed, and that the risks are managed effectively. 
Quality improvement is about learning from feedback, audits, or training and using that information to improve how care is delivered in the future. 
In a care home (Berg, 2025) expands on how these ideas are put into practice through several systems that help staff provide high quality and person-centred care. These processes help the home to maintain safe and reliable care whilst also creating a culture where learning and improvement is encouraged. This supports both staff development and the wellbeing of the residents.
· Care plan audits – Care plans are reviewed often to make sure they reflect each resident's current needs, routines, and preferences. Updates are made as health conditions change or when feedback is given.
· Internal checks and supervision- Senior staff carry out spot checks on areas like infection control, medication handling, and cleanliness. Meetings also take place to give staff a chance to reflect on their practices and get extra support if needed. 
· Complaints and compliments monitoring- Feedback from residents and families is logged and reviewed. If a complaint is raised, then the home will investigate the issue, respond appropriately, and look for ways to prevent it from happening again. 
· Ongoing staff training – Training and refresher are provided regularly to keep staff up to date on key areas like dementia care, safeguarding, and manual handling. This helps ensure the care team is confident and competent in their role. 
· CQC standards and Inspections- The care home works in line with the five key areas set out by the Care Quality Commission (CQC): safe, effective, caring, responsive and well-led. These standards guide daily practices and form a basis for external inspections. 

[bookmark: _Toc201928259]The impact of Quality processes on Customer Value and Satisfaction
(Care Learning, 2024) explains that the Quality Assurance and Control processes in a health care setting are not just about ticking boxes and passing inspections; they also play a significant role in shaping the experiences of residents and their families. By putting systems in place that support safe and consistent care, the home is actively working to build trust, meet expectations and create lasting value. 
Positive impacts
· Confidence and trust- regular audits, reviews and CQC practices help families feel reassured that their loved ones are receiving the best care. This builds emotional value and contributes to long-term satisfaction.
· Consistent and Personalized care – Staff supervision, updated care plans and clear communication ensure each resident's needs are met.
· Faster response to concerns- monitoring complaints and acting on feedback shows the families that home listens and takes them seriously. This helps to maintain trust.
· Stronger staff performance: With ongoing training, staff are more confident and capable, which improves daily interactions with residents. 
However, the impact of these processes depends on how well they are carried out. If audits are rushed, feedback is not followed up, or training is not regular, then the intended benefits may be lost. Quality processes need to be more than just routine; they must be carried out in everyday practice.
[bookmark: _Toc201928260]How customer expectations are identified, managed, and exceeded
(Marco, 2025) believes that meeting customer expectations is a big part of delivering an excellent service but to do that a care home first needs to understand what those expectations are and then work actively to meet and exceed them. By identifying and managing expectations well, the home sets the foundation for trust.
Identify expectations = Expectations are often identified in the early days during enquiries and preadmission meetings. This is usually when families share concerns, preferences, and hopes for their loved ones. 
Managing expectations = Once the resident is admitted, clear and honest communication becomes key. Staff explain routines, involving families and regular updates whilst all showing commitment and care.
[bookmark: _Int_flCwquVs]Exceeding expectations = This can be done in the form of small gestures, going the extra mile during special occasions or tough times. These small acts can leave a lasting impression and build strong emotional value.
[bookmark: _Toc201928261]Integration aligning quality and CRM for value maximization
[bookmark: _Toc201928262]The relationship between Quality Processes and CRM in supporting customer retention and loyalty
[bookmark: _Int_zvTCZcAA](Chen, et al., 2024) Research shows that to maximize customer value the care homes quality processes and relationship approaches must work closely together. This alignment helps create high standards of care, trust, and lasting satisfaction. Quality processes such as care plan reviews, audits and ongoing training help ensure safe and consistent care, which is the foundation of trust. At the same time CRM practices focus on how families are communicated with, how concerns are dealt with and how emotional needs are supported. Together these areas directly impact retention and loyalty. A resident is more likely to remain in the home, and a family is more likely to stay engaged and satisfied when they feel confident with the care their family member is receiving. 
[bookmark: _Toc201928263]Aligning these systems to build long-term relationships
According to (Shie AJ, 2022) when Quality and CRM systems are aligned, every interaction becomes an opportunity to build trust. Quality processes support the practical side (safety, routines, consistency), while CRM supports the emotional side (feeling heard, understood, and valued). This combined approach leads to deeper relationships where families feel involved and respected. Over time this emotional connection builds loyalty, encourages complimentary reviews and recommendations, and creates positive memories of the care home.
[bookmark: _Toc201928264]Conclusion 
This report has examined how customer satisfaction and long-term value in a care home are supported by both Quality processes and relationship focused care. While quality assurances ensure that standards are consistently met, meaningful communication and personal touches are what turn safe care into lasting trust. 
To build on this, the care home could explore creating simple, shared systems for logging informal feedback, encouraging peer to peer learning through staff observation, and reviewing customer expectations discussed during admissions and reviews. 
By making these small adjustments the home can continue to strengthen the link between what is delivered and what truly matters to residents and families. Aligning practical care with emotional connections supports retention and loyalty and is a more fulfilling experience for everyone involved. 
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