
1.Introduction
In today’s competitive market, businesses need to focus on customer experience (CX) as a top priority. Customer experience includes all interactions a customer has with a business, from first hearing about it to post-service follow-ups. It affects how customers perceive the business, their satisfaction, and whether they stay loyal over time (Lemon & Verhoef, 2016). This assignment looks at how businesses can improve customer experience through relationship management and quality systems. The focus of this study is House Proud Cleaning Services, a small cleaning company based in Swansea. They offer a variety of cleaning services, including regular cleaning, deep cleaning, end-of-tenancy cleaning, and specialized services for places like pubs and offices. Since it’s a service-based business, its success relies on keeping customers happy and earning their trust to encourage repeat business. The need for this study comes from the growing importance of customer-focused strategies in small and medium-sized businesses (SMEs). Unlike larger companies that often have complex systems to manage customer experience, SMEs must adopt more flexible and relationship-driven methods. It’s crucial for them to understand how customer relationships, value creation, and quality management work together to maintain a competitive edge. This assignment will explore three main areas: customer relationships, quality management, and customer experience. These areas are closely linked. Good customer relationships lead to loyalty, quality management ensures services are consistently good, and customer experience reflects the results of these efforts. Analysing these components helps us understand how businesses can add value and enhance their performance.
2. Understanding Customer Relationships
Customer relationships are essential for organizational success, especially in service industries where trust, communication, and perceived value are important. Unlike product transactions, service interactions involve ongoing relationships, meaning the quality of these relationships contributes significantly to value (Grönroos, 2004). Therefore, organizations should focus on long-term engagement rather than just short-term profits. However, managing these relationships is complex because customers have different expectations and behaviours. The abundance of choices available has also made customer loyalty harder to achieve and maintain. As a result, organizations need to adopt a strategic approach to understand and manage customer relationships by considering factors such as loyalty, value, expectations, centrality, segmentation, and customer relationship management (CRM).
2.1 Customer Loyalty
Customer loyalty is essential for business success, yet it is a complex and debated concept. While traditional definitions focus on repeat purchasing, this doesn't fully explain why customers behave the way they do (Oliver, 1999). Modern literature differentiates between behavioural loyalty, based on repeat purchases, and attitudinal loyalty, which involves deeper emotional connections (Dick & Basu, 1994). Behavioural loyalty can be seen in metrics like repeat purchases and customer retention. However, these may not indicate real loyalty, as customers might engage with a brand due to convenience or lack of alternatives. This situation creates “spurious loyalty,” which can easily be broken by competitive offers. On the other hand, attitudinal loyalty signifies a stronger emotional bond with a brand, characterized by trust and positive word-of-mouth. Customers who are attitudinally loyal are likely to overlook service failures and continue to support the brand even if prices go up (Reichheld, 2003). This shows the need for businesses to focus on building emotional connections, not just transactional relationships. The relationship between customer retention and acquisition highlights the importance of loyalty further. While gaining new customers is vital for growth, it's usually more costly than keeping existing ones (Kotler & Keller, 2016). However, a sole focus on retention can lead to complacency if businesses do not adapt to changing customer needs. Also, not all customers bring equal value, so retention strategies should consider customer profitability (Kumar et al., 2010). For House Proud Cleaning Services, customer loyalty is crucial due to the ongoing nature of the services provided. Regular cleaning contracts ensure reliable income, making customer retention a key priority. Trust plays a significant role here, as customers invite service providers into their homes. This introduces a risk factor, making reliability and professionalism vital for building loyalty. Importantly, businesses must understand that loyalty can change over time. Factors like service quality and competition can affect how customers feel. Thus, maintaining loyalty involves ongoing engagement and adaptation rather than a one-time fix.
2.2 Customer Value
Customer value is a key idea in managing customer experiences, but it's subjective and varies by context. Traditionally, value was viewed as a balance between benefits and costs (Zeithaml et al., 2018), but this economic view doesn't capture the emotional and experiential aspects. Frameworks like the one from Almquist et al. (2016) show that customers look for a mix of functional, emotional, life-changing, and social benefits. Functional value refers to the basic service, like effective cleaning. Emotional value involves psychological benefits, such as reduced stress. Life-changing value occurs when services improve quality of life, especially for vulnerable customers. Social value relates to impacts like sustainability or ethical practices. For House Proud, emotional value is crucial. Customers hire cleaning services to save time and improve their homes, emphasizing convenience and peace of mind. This means value creation goes beyond just the cleaning task and includes the overall experience. Kumar et al. (2010) introduced four dimensions of value: Customer Lifetime Value (CLV), Customer Referral Value (CRV), Customer Influence Value (CIV), and Customer Knowledge Value (CKV). This framework highlights that customers provide value in various ways beyond just spending money. For example, a customer may not spend much but could bring significant value through referrals or influence. Their feedback can also improve service quality and innovation. Importantly, value is co-created through the interactions between customers and organizations (Vargo & Lusch, 2004). Value emerges from the customer experience, so organizations should involve customers as active participants in the value creation process instead of treating them as passive recipients.
2.3 Managing Expectations
The Kano Model offers a practical framework for classifying customer needs into three categories: basic, performance, and excitement factors (Kano et al., 1984). Basic factors represent the minimum baseline expectations, such as reliability and cleanliness in a cleaning service. Performance factors directly correlate with satisfaction, meaning that continuous improvements in these areas yield higher customer satisfaction. Conversely, excitement factors are unexpected features that generate delight when included.
Despite its valuable insights, the Kano Model does have limitations. Customer expectations are constantly evolving, meaning that features once considered excitement factors can eventually turn into basic requirements. For instance, using eco-friendly cleaning products might initially serve as a unique differentiator, but as environmental awareness grows, it can quickly become a standard expectation. Ultimately, managing these expectations is crucial for determining overall satisfaction and perceived service quality. The expectancy-disconfirmation theory posits that customer satisfaction is driven by the variance between initial expectations and actual service performance (Oliver, 1980). This underscores the necessity of not just providing excellent service, but also ensuring that customer expectations are aligned with realistic deliverables.
To prioritize customer requirements, the MoSCoW method presents a structured system that divides needs into must-have, should-have, could-have, and won’t-have categories. This approach is especially beneficial for organizations with limited resources, as it guarantees that the most vital requirements receive top priority. Nevertheless, this method can sometimes oversimplify intricate customer demands and fails to consider the emotional dimensions of customer expectations.
Importantly, managing expectations involves shaping them just as much as fulfilling them. Expectations are heavily influenced by marketing messages, service guarantees, and previous experiences. Making exaggerated promises can result in customer dissatisfaction even if the actual service is of high quality, whereas underpromising might diminish the service's perceived value. Consequently, organizations need to find a careful balance between drawing in customers and establishing achievable expectations. For House Proud, effectively managing expectations requires clear communication regarding the scope of services, pricing structures, and expected results. Maintaining transparency is vital to prevent misunderstandings and to guarantee ongoing customer satisfaction.
2.4 Customer Centrality
Customer centrality is a strategic approach that positions the consumer at the heart of all organizational decisions. Although frequently advocated, establishing true customer centrality remains difficult, especially for small and medium-sized enterprises (SMEs) operating with restricted resources (Shah et al., 2006).
Transitioning to a customer-centric model generally encompasses five key phases: recognizing the target audience, gathering relevant data, extracting actionable insights, formulating strategies, and executing those plans. These steps underscore the necessity of data-informed decision-making and ongoing refinement. Nevertheless, a disparity frequently exists between conceptual ideals and actual business practices. Numerous companies assert a customer-first mindset while actually favoring cost-cutting or operational efficiency over consumer requirements. This dynamic produces friction between personalization and standardization, as providing customized experiences can elevate both expenses and operational complexity.
In the case of House proud, a customer-centric approach can be realized by offering tailored cleaning solutions, adaptable scheduling, and pre-emptive communication. As the company expands, however, sustaining this degree of customization may grow challenging, necessitating the adoption of structured processes and systems to guarantee consistent service quality.
Crucially, customer centrality must be understood as a continuous journey rather than a fixed objective. Because consumer expectations and requirements shift over time, businesses must remain agile and consistently update their strategic approaches.

2.5 Segmentation
Segmenting customers is an essential strategy for managing a diverse clientele. By categorizing buyers who share common traits, companies can customize their services and enhance their marketing focus (Kotler & Keller, 2016). Conventional methods of segmentation encompass demographic, geographic, behavioural, and psychographic criteria. Although these techniques offer valuable data, they possess certain drawbacks. Demographic profiling, for instance, might fail to capture true consumer requirements, whereas behavioural analysis can miss the deeper reasons behind purchasing actions.
For a business like House Proud, potential customer categories might consist of working professionals, families, elderly, and commercial enterprises. Every group has unique requirements; professionals often demand flexible scheduling, whereas older clients typically prioritize dependability and trust. To be truly successful, however, these segmentations need to be practical. Merely recognizing different groups falls short unless a company adjusts its marketing and service delivery to match. Furthermore, because consumer demands evolve over time, businesses must maintain adaptable and dynamic segmentation strategies. Most importantly, segmentation must align with value generation. Since profitability varies across different consumer groups, organizations need to concentrate their efforts on the segments that provide the best opportunities for sustained, long-term returns.

2.6 Customer Relationship Management (CRM)
Customer Relationship Management (CRM) is a strategic approach that relies on data and technology to manage customer connections. It helps enterprises collect, maintain, and analyse customer information to advance personalized interactions and improve service standards, Payne and Frow (2005). From the perspective of knowledge management, CRM platforms can also support the generation and application of customer insights, which aligns with the SECI model proposed by Ikujiro Nonaka and Hirotaka Takeuchi (1995. The core of this model is the conversion of tacit knowledge into explicit data; interactions with customers produce key information that can be recorded and used to optimize service quality.
However, there are many practical barriers to CRM deployment. Small and medium-sized enterprises often lack the capital and technical capacity needed to build complex systems, and internal employees may also resist changes to their original traditional processes. In addition, over-reliance on data can make communication impersonal, which in turn undermines the development of deep customer relationships.
Take HouseProud as an example: launching a basic CRM platform can bring many tangible benefits, such as optimizing appointment scheduling, tracking customer preferences, and upgrading communication efficiency. But it is necessary to balance technical efficiency and interpersonal interaction. After all, customer satisfaction in the service industry relies heavily on face-to-face communication. In sum, CRM must be viewed as a comprehensive relationship-building strategy rather than a mere technical tool. Its success fundamentally depends on whether it can be seamlessly integrated into enterprise operations and remain aligned with customer-centric goals.

3. Understanding Operational Quality Systems 
An operational quality system is the core foundation that ensures an organization delivers stable, reliable, and customer-centric services. A classic 1985 study by Parasuraman et al. notes that the service industry has two key characteristics: intangibility, and the simultaneous production and consumption of services. Unlike the management and control logic of the manufacturing industry, which can identify and fix defects in advance, service quality in the service sector is perceived by users in real-time
scenarios, so prevention and consistency are the core of management and control. Quality management cannot only focus on meeting standards and complying with regulations. It must also embed the culture of continuous improvement and customer centricity into workflows. Before implementing any model, organizations must carefully assess its suitability. The complexity of different models varies with an organization’s scale and its specific operational scenarios. Take House Proud, a small and medium-sized enterprise (SME), as an example: a suitable and scalable quality approach can balance operational efficiency and customer satisfaction.
3.1 Quality Models and Theories
Quality models and theories provide structured frameworks for understanding and improving organizational performance. Early quality research centered on inspection and defect identification, while modern perspectives have shifted toward prevention, process optimization, and customer satisfaction. Garvin’s 1987 study supports this evolutionary trajectory.
A highly influential achievement in the service quality field is the SERVQUAL model, proposed by Parasuraman et al. in 1988. The model identifies five core dimensions of service quality: reliability, responsiveness, assurance, empathy, and tangibles. It captures both the functional and experiential attributes of service industries, but it has also faced widespread criticism for relying on subjective perceptions and assuming that service quality can be measured as the gap between expectations and actual performance. Buttle’s 1996 research notes that expectations are dynamic and context-dependent, making them hard to measure accurately. Even with these limitations, the model remains an effective diagnostic tool for identifying directions for service improvement. Another core theory is the "zero defects" concept introduced by Crosby in 1979, which emphasizes getting work right the first time. This concept fits manufacturing contexts extremely well, but it is hard to apply in the service industry due to the high heterogeneity of interpersonal interactions. Even so, its core focus on prevention remains valuable, as it helps organizations avoid mistakes in advance. All quality models must be adapted to an organization’s specific context. For small and medium-sized enterprises, overly complex frameworks lack practical feasibility, and there is an urgent need for flexible, scalable adaptation solutions.

3.2 Total Quality Management (TQM)
Total Quality Management (TQM) is a holistic approach that aims to embed quality requirements into every link of an organization’s operations. Its core principles include customer focus, continuous improvement, employee engagement, and process orientation. This definition was put forward by Oakland in 2014.
A key strength of TQM is its emphasis on organizational culture: it motivates all employees to take active responsibility for quality, which in turn forms a shared commitment to excellence across the entire workforce. This is especially critical in the service industry, where employee actions directly shape customer experiences. For example, House proud explicitly states that its employees’ professionalism, attention to detail, and communication skills are the core factors that determine customers’ perceived service quality. However, TQM also has limitations. Its implementation requires substantial organizational investment, including targeted training, leadership support, and cultural transformation, creating a high threshold for small and medium-sized enterprises (SMEs) with limited resources and time. Dale also noted in 2015 that TQM projects can still fail if they are only implemented superficially and do not win genuine employee engagement. In addition, the broad and vague nature of TQM itself can make it difficult for organizations to measure the outcomes of its implementation. Despite these challenges, TQM remains a valuable framework for fostering a quality-focused and customer-centric organizational culture.

3.3 Six Sigma
Six Sigma is a data-supported methodology whose core goals are to reduce defects and improve process efficiency. It relies on statistical analysis and follows the DMAIC framework—Define, Measure, Analyze, Improve, Control—which was first cited in Antony’s 2006 study.
The key advantage of Six Sigma is that it solves problems in a structured, systematic way. By focusing on quantifiable outcomes, it helps all types of organizations identify the root causes of defects, implement targeted improvement measures, and ultimately achieve significant cost savings and efficiency gains.
However, the applicability of this methodology in small and medium-sized service-sector enterprises remains controversial. It was originally developed for manufacturing scenarios with highly standardized and quantifiable processes, while service processes are often variable, rely on interpersonal interactions, have low predictability, and are difficult to quantify. In addition, applying Six Sigma requires professional training and relevant specialized expertise, which may not be feasible for small businesses. The implementation costs and complexity may outweigh the benefits, especially for organizations with limited resources. For the cleaning service company House Proud, it is possible to simplify and apply some elements of Six Sigma, such as process mapping and root cause analysis, but adopting the entire full set of methods is unrealistic. This further confirms the core proposition that quality frameworks must be adapted and adjusted to an organization’s specific context, rather than being applied rigidly.

3.4 Deming
W. The core contributions of W. Edwards Deming to the field of quality management have exerted an extremely profound impact on modern quality management practices. According to Deming’s 1986 exposition, his core philosophy covers three central dimensions: continuous improvement, leadership development, and systems thinking. The Plan-Do-Check-Act (PDCA) cycle tool he proposed is widely used across the industry, as it can support all types of organizations in iteratively optimizing their business processes,
and it is particularly well-suited to the resource conditions of small and medium-sized enterprises. Deming also argued that organizations should effectively manage variation in processes, rather than seek to eliminate such variation entirely. His ideas align with the core principles of Total Quality Management (TQM), but feature greater flexibility and fewer constraints. Taking the housekeeping agency House Proud as an example, the adoption of the PDCA cycle can effectively improve its service delivery quality and customer satisfaction.

3.5 Juran
Joseph Juran’s quality management approach centers on the “Juran Trilogy”, which consists of three modules: quality planning, quality control, and quality improvement. This theory was first put forward in Juran’s 1988 research, and this framework provides a structured implementation path for quality management throughout the full lifecycle of services. Quality planning requires identifying customer needs and designing matching actionable processes;
when applied to the cleaning service scenario, this translates to defining service standards, training staff, and establishing clear execution procedures. Quality control focuses on monitoring service performance and ensuring standards are followed, while quality improvement involves identifying areas for optimization and driving the implementation of changes. Another core contribution of Juran is his emphasis on the impact of the cost of poor quality. Service failures can lead to customer dissatisfaction, negative word-of-mouth, and customer churn, and these consequences hit small and medium-sized enterprises (SMEs) particularly hard, as reputation is a core pillar that allows SMEs to attract and retain customers. However, implementing this framework requires systematic data collection and analysis, which presents challenges for small organizations. Even so, the simplified principles of planning, control, and improvement can still be used to enhance service quality.

3.6 Garvin
In 1987, Garvin proposed eight dimensions of quality: performance, features, reliability, conformance, durability, serviceability, aesthetics, and perceived quality.
This set of dimensions was originally designed for product-focused industries, but it can be adapted to fit service scenarios after adjustments.
In the service sector, reliability and responsiveness hold particularly critical positions: customers demand that services be delivered stably and on time, while responsiveness reflects an organization’s ability to meet customer needs in a timely manner;
additionally, empathy and credibility—elements not explicitly covered in Garvin’s model—are also core factors that shape customer perceptions.
The core advantage of Garvin’s framework is its multi-dimensional approach, which recognizes that quality is a collection of multiple factors rather than a single attribute. However, when applied to the service industry, it must be adjusted and interpreted, as some dimensions such as durability have very low suitability for service contexts. This model also highlights the importance of perceived quality—which is influenced by customers’ expectations and experiences—and strengthens the link between quality management and customer experience, since customer perceptions ultimately determine satisfaction. Overall, an operational quality system is a core tool for optimizing service delivery and improving customer experience, but its effectiveness depends on how well it fits an organization’s specific context and is integrated into daily operations. For small and medium-sized enterprises such ashouse proud, adopting a simplified and flexible quality management plan delivers far better results than complex frameworks that consume large amounts of resources.

4. Connecting Quality to Customer Experience Outcomes
The relationship between operational quality systems and customer experience is both close and complex. While quality management focuses on improving processes and keeping services consistent, customer experience is more personal and shaped by how customers feel about their interactions with a business (Lemon & Verhoef, 2016). Because of this, businesses should not treat quality and customer experience as separate areas but instead understand how closely they are linked.
Quality systems provide the foundation for a good customer experience. When processes are reliable, services are delivered consistently, which reduces mistakes and improves trust. For example, Deming’s PDCA cycle helps businesses continuously improve, while Juran’s trilogy ensures that quality is planned, monitored, and improved over time. These approaches help meet basic customer expectations and deliver a reliable service.
However, consistency alone does not guarantee a positive customer experience. One weakness of traditional quality systems is that they focus too much on standardisation and not enough on personalisation. Customers expect services to meet their individual needs, which creates a challenge for businesses trying to balance efficiency with flexibility (Shah et al., 2006).
CRM systems can help solve this issue. By collecting and using customer data, businesses can personalise their services while still keeping processes efficient (Payne & Frow, 2005). For example, House Proud could record customer preferences, allowing cleaners to tailor their work without losing consistency. This shows how using customer knowledge can improve both quality and relationships.
Customer feedback is also important in linking quality to experience. It helps businesses understand how customers feel and identify any gaps between what was expected and what was delivered. This links to the SERVQUAL model, which focuses on customer expectations and perceptions (Parasuraman et al., 1988). However, relying only on feedback can be reactive, so businesses should also aim to be more proactive by using data to predict customer needs.
The idea of value co-creation also highlights that customers play an active role in their experience (Vargo & Lusch, 2004). This means outcomes are not only shaped by the business, but also by customer behaviour and communication. For example, clear communication can improve results, while misunderstandings can lead to dissatisfaction even if the service itself is good.
For House Proud, combining quality systems with customer-focused strategies can improve both efficiency and satisfaction. Standardised checklists can ensure consistent cleaning, while small personal touches can meet individual needs. This helps deliver both practical and emotional value, which can improve customer loyalty. However, businesses should not rely too heavily on systems and forget the human side of service. In industries like cleaning, employee behaviour has a big impact on how customers feel. This means training, communication, and a positive work culture are just as important as processes.
Overall, businesses need to balance consistency with flexibility. By combining quality systems, customer data, feedback, and continuous improvement, they can create better and more personalised customer experiences.

5. Conclusion
This assignment explored the importance of understanding and managing customer experience by combining customer relationship management with operational quality systems. It showed that customer experience is shaped by factors like loyalty, value, expectations, and how organisations operate.
One key point is that customer relationships don’t automatically add value—they need to be carefully managed and aligned with business goals. Ideas such as attitudinal loyalty, value co-creation, and customer centrality highlight the need for a strategic, well-rounded approach. It’s also important to recognise that customer value goes beyond profit, including things like referrals, influence, and shared knowledge.
The discussion of quality systems showed that models like TQM, Six Sigma, and the work of Deming and Juran can improve service delivery. However, they need to be adapted to fit the organisation, especially for small businesses with limited resources, as overly rigid systems can be counterproductive.
Overall, quality management and customer experience are closely linked. Quality systems provide consistency, while customer relationship strategies allow for personalisation and stronger engagement. Balancing these two is key to delivering a great customer experience.
In the end, organisations need a flexible, customer-focused approach that brings together quality, relationships, and value creation. This involves ongoing learning and adapting to customer needs. For small businesses like House Proud Cleaning Services, this can support long-term growth and competitiveness.
6. Recommendations
Based on the analysis, the following steps can help improve both customer experience and overall performance:
Use a simple CRM system
House Proud Cleaning Services should introduce an easy-to-use, affordable CRM system to store customer details and preferences. This will help improve communication and allow for more personalised service.
Improve customer feedback
The business should regularly collect feedback through surveys, follow-ups, or online reviews. This information should be used to identify issues and guide improvements.
Keep quality management practical
Instead of complex systems like full Six Sigma, the company should use simple tools such as the PDCA cycle and cleaning checklists. These are easier to manage and still support consistency.
Balance consistency and personalisation
Standard processes should ensure reliable service, while customer data can be used to tailor services to individual needs.
Invest in staff training
Employees are key to customer experience. Training should cover both cleaning skills and communication, and staff should feel empowered to respond to customer needs.
Focus on key customer groups
The business should identify its most valuable customers and tailor services and communication to better meet their needs.
Highlight what makes the business unique
House Proud Cleaning Services should promote its strengths, such as eco-friendly cleaning, reliability, and personalised service, to stand out from competitors.
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