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The purpose of this report is to critically analyse the customer relationship management (CRM) strategy of a small eyelash technician business operating within the UK beauty industry. With a strong emphasis on social media marketing to acquire clients and a loyalty scheme designed to retain them, this report explores how service quality, segmentation, and customer lifecycle management intersect to enhance customer value and build sustainable business growth.

The business in question is a sole trader eyelash extension service based in the UK, offering classic, hybrid, and volume lash sets, as well as infills and lash removal. The primary target market includes women aged 18-35, with a focus on students, young professionals, and beauty-conscious individuals. Services are provided in a home-based salon setting, enabling low overheads and personalised service delivery. Operating in a highly competitive and saturated beauty market (British Beauty Council, 2022), customer retention and consistent client satisfaction are vital for business longevity and differentiation.

This report focuses on key areas that are essential for small service-based businesses: CRM, the customer lifecycle, value creation, segmentation, and quality management. These areas are critically evaluated through academic models such as the Customer Lifecycle Model (Buttle & Maklan, 2019), SERVQUAL (Parasuraman et al., 1985), and the Customer Lifetime Value framework (Kotler & Keller, 2016). The analysis aims to identify how the business can improve customer acquisition through targeted social media strategies, enhance customer retention through loyalty schemes, and increase perceived value by maintaining high service quality and personalisation.

Analysing these different dimensions are somewhat  relevant for small businesses where word-of-mouth, online reviews, and social footprints significantly impact success (Trustpilot, 2023). Moreover, small enterprises often operate with limited resources, making strategic CRM and digital marketing even more crucial for maximisin customer value (Federation of Small Businesses, 2022).

The structure of the report is as follows: Section 2 introduces the theoretical framework; Section 3 discusses the business context and customer profile; Sections 4 to 7 critically examine, quality processes, retention, and CRM strategy integration; Section 8 presents challenges and recommendations; and the report concludes with a summary of key findings.
[bookmark: _Toc202699432]2. Methodology and Theoretical Framework
[bookmark: _Toc202699433]2.1 Methodology
This report adopts a case-based analysis approach, examining a real-world eyelash technician business operating in the UK’s beauty sector. The analysis is rooted in secondary research, drawing on relevant academic literature, marketing and service quality frameworks, and industry insights to critically evaluate how CRM and customer lifecycle strategies are applied in practice.
Given the business’s small-scale, service-based nature, this qualitative approach enables a contextual exploration of customer acquisition, value creation, and retention processes. The analysis is informed by practical observations from day-to-day operations and supported by scholarly evidence and current best practices in marketing, CRM, and service quality management. Using this approach allows for meaningful application of theory to a niche but rapidly growing sector within the UK’s personal care industry (British Beauty Council, 2022).

[bookmark: _Toc202699434]2.2 Theoretical Framework
Several well-established models will guide the analysis:
· Customer Lifecycle Model (Kotler & Keller, 2016) will be used to structure the customer journey, from awareness and acquisition through to loyalty and advocacy.
· The AIDA Model (Strong, 1925), a foundational marketing framework, will support the analysis of social media acquisition strategies by examining how content captures Attention, generates Interest, creates Desire, and drives Action.
· RFM (Recency, Frequency, Monetary value) and Customer Lifetime Value (CLV) models (Hughes, 1994; Gupta & Lehmann, 2003) will be applied to measure and evaluate the long-term value of clients and the financial impact of loyalty schemes.
· Service quality will be assessed using the SERVQUAL model (Parasuraman et al., 1988), which evaluates service delivery across five key dimensions. Additionally, the Kano Model (Kano, 1984) will be used to classify and prioritise client expectations, distinguishing between basic, performance, and delight attributes in lash services.
· The IDIC Model (Peppers & Rogers, 2004) will be utilised to analyse CRM strategy, focusing on identifying, differentiating, interacting with, and customising for clients.
· Finally, the Value Proposition Canvas (Osterwalder et al., 2014) will be employed to align client needs with service offerings, ensuring that the business consistently delivers customer value.
Together, these frameworks provide a robust structure for evaluating the business’s customer management practices, guiding strategic insights and evidence-based recommendations.
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The customer lifecycle for a small eyelash technician business includes five stages: Awareness → Booking → Service → Retention → Advocacy.
Awareness: Primarily driven by Instagram and TikTok through branded reels, before-and-after images, and user-generated content. Paid ads and influencer partnerships extend local reach (British Beauty Council, 2022; Ofcom, 2023).
Booking: Handled via DMs or platforms like Fresha and Booksy (Fresha, 2024). Highlights and FAQs streamline the process by answering common questions upfront.
Service: Delivered in a 1:1, often home-based setting. Key factors include professionalism, hygiene, timeliness, and client communication. A great experience encourages rebookings and social sharing.
Retention: Boosted through loyalty schemes (e.g., stamp cards), rebooking incentives, and personalised reminders based on treatment history.
Advocacy: Happy clients share reviews (Google, booksy, Instagram) and refer others. This is reinforced by thank-you gifts, reposts, and referral rewards. 70% of UK consumers trust reviews like personal recommendations (Trustpilot, 2023).
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The AIDA model (Strong, 1925) effectively evaluates how a lash technician uses social media to guide clients through the customer journey:
Attention: Instagram/TikTok reels with trending audio and GRWM content grab attention quickly. Local hashtags and geo-tags enhance reach (Ofcom, 2023).
Interest: FAQs, behind-the-scenes content, and hygiene tips build trust and educate clients on lash options.
Desire: Testimonials, reviews, and custom lash “maps” boost emotional appeal. A curated feed and social proof drive aspiration.
Action: CTAs like “Book Now” links and story swipe-ups guide clients to book via platforms like Fresha. Quick DM replies also support conversions.

Challenges:
Cancellations disrupt income: solve with clear policies and app-based reminders.
DM delays can deter new clients: automation tools or AI chat help streamline booking (Fresha, 2024).
Customer Journey Mapping helps visualise these touchpoints and identify friction for improvement.

Customer Journey Map
	Stage
	Touchpoints
	Emotional State
	Opportunities/Issues

	Awareness
	Instagram reels, TikTok videos, tagged posts
	Curious / Interested
	Use trends to capture visibility

	Booking
	DM, booking link, highlight FAQs
	Excited / Anxious
	Delay in responses, no-shows, clarity in terms

	Service Experience
	In-person appointment
	Comfortable / Observing
	Ensure professionalism and hygiene

	Retention
	Loyalty card, follow-up messages, rebooking reminders
	Valued / Connected
	Missed upsell opportunities, no automated reminders

	Advocacy
	Google/booksy eviews, referral codes, story reposts
	Proud / Loyal
	Encourage user-generated content and reward referrals



This lifecycle mapping shows how digital platforms are integrated with service processes to influence customer behaviour. Social media not only functions as a discovery tool but also shapes client expectations and satisfaction. When aligned with effective CRM and service quality processes, it becomes a driver of both short-term bookings and long-term loyalty.

[bookmark: _Toc202699438]4. Customer Relationship Management (CRM) Practices
CRM in a small, service-based business such as a UK eyelash technician practice is crucial for both client acquisition and retention. In this context, CRM encompasses the tools, touchpoints, and strategies that enable the business to manage relationships, deliver consistent value, and drive long-term client loyalty. This section explores how CRM is implemented across acquisition, retention, and personalisation strategies using established academic frameworks such as the IDIC model, Customer Lifetime Value (CLV), and RFM segmentation.

[bookmark: _Toc202699439]4.1 Acquisition Through Social Media
Acquisition for a lash business is heavily driven by visual content on social media, particularly Instagram and TikTok, which are key platforms for the UK’s beauty and personal care market (Ofcom, 2023). Content strategies include:
· Instagram highlights showing lash styles, prices, FAQs, and client transformations.
· Strategic use of local hashtags (e.g., #LondonLashes or #ManchesterLashTech) to increase discoverability.
· Influencer reposts and user-generated content (UGC) to build social proof.
· Video testimonials from satisfied clients to reinforce trust and authenticity.
The IDIC model (Identify, Differentiate, Interact, Customise) by Peppers and Rogers (2004) provides a framework to assess CRM at the acquisition stage. Through social media insights, the lash tech can identify potential clients, differentiate based on engagement (e.g., followers who regularly interact), interact through DMs and comments, and eventually customise offerings (such as “student discounts” or “first-time client packages”).
These strategies facilitate relationship marketing by fostering two-way communication and emotional connections with followers (Chaffey & Ellis-Chadwick, 2019). Engagement metrics (likes, saves, shares) are used to refine content and attract the most relevant customer segments.
While social media provides a cost-effective acquisition channel, challenges such as algorithm dependency and platform saturation require ongoing adaptation and content creativity to maintain visibility and engagement.
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Retention is supported through a paper-based or digital loyalty card scheme, which typically rewards clients with a free lash service or discount after a set number of visits (e.g., “Buy 5 infills, get 1 free”). Referral incentives, such as offering both the existing client and their friend 10% off, further promote word-of-mouth marketing—particularly effective in trust-driven, service-based industries (Trustpilot, 2023).
These loyalty strategies can be assessed using the Customer Lifetime Value (CLV) model, which measures the net profit attributed to the entire future relationship with a customer (Gupta & Lehmann, 2003). For a lash technician, even modest increases in client retention can have significant financial impact over time. For example, a client returning for bi-weekly infills at £35 per visit represents over £900 in annual revenue.
The implementation of a loyalty scheme reinforces a customer-centric business model, which focuses on long-term relationships rather than one-off transactions (Kotler et al., 2019). Through CRM tools or manual tracking, the business can monitor visit frequency and service preferences, thereby encouraging proactive rebooking and upselling opportunities.
However, without automation (e.g., email reminders or CRM software integration), the effectiveness of such loyalty efforts may be constrained by time and administrative capacity, a common limitation for sole traders (FSB, 2022).

[bookmark: _Toc202699441]4.3 Segmentation and Personalisation
Effective CRM also relies on the ability to segment and tailor communication. The RFM model (Recency, Frequency, Monetary value) is useful for categorising clients based on how recently and frequently they visit, and how much they spend per service (Hughes, 1994). For instance:
· High-frequency, high-spend clients might receive exclusive early booking access.
· Occasional clients may be targeted with re-engagement messages or seasonal promotions.
· First-time clients may be sent aftercare tips and personalised thank-you notes to build trust.
Using platforms like Instagram or booking software (e.g., Fresha), lash technicians can integrate personalisation into CRM efforts. Examples include birthday messages, tailored offers based on past services, or reminders for upcoming infills—which not only improve customer experience but also increase the likelihood of repeat bookings (Fresha, 2024).
Personalisation enhances value, especially in a high-contact, appearance-focused service like lash extensions. Clients who feel recognised and valued are more likely to become repeat customers and advocates for the brand (Reinartz & Kumar, 2002).
That said, the extent of personalisation achievable is often limited by the scale and digital capabilities of small service businesses. The use of free CRM tools, email automation platforms like Mailchimp, or built-in features in booking software can support these efforts without requiring significant investment.

[bookmark: _Toc202699442]5. Measuring Customer Value
Understanding customer value is a  fundamental to strategic decision-making in small service-based businesses. For a lash technician, customer value is not only about immediate revenue but also the long-term potential of a client to contribute financially and promote the brand. This section explores both direct and indirect customer value, supported by the application of the Customer Lifetime Value (CLV) and Recency-Frequency-Monetary (RFM) models.

[bookmark: _Toc202699443]5.1 Direct and Indirect Customer Value
Direct customer value is determined by the tangible income generated by each client. In the context of an eyelash technician business, this includes the average spend per appointment, frequency of visits, and the potential for upselling services, such as lash removals, tinting, or aftercare products.
For example, a client booking bi-weekly hybrid lash infills at £40 per session could generate over £1,000 annually, not accounting for potential upsells. If the technician encourages occasional upgrades to volume lashes at £55, the revenue per client can increase significantly. As such, maximising direct value involves not only retaining clients but also offering tailored, higher-value services.
On the other hand, indirect customer value refers to the additional benefits a client provides beyond direct spending. This includes client referrals, positive reviews, and social media engagement—all of which are crucial in a visually-driven industry like beauty (Trustpilot, 2023). Clients who tag the business in Instagram stories or leave Google Reviews enhance brand visibility and credibility, contributing to new client acquisition with minimal marketing cost (British Beauty Council, 2022).
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The Customer Lifetime Value (CLV) model helps estimate the long-term worth of a client, factoring in retention and frequency. A simplified CLV formula is:
CLV = (Average Spend per Visit) × (Visits per Year) × (Average Retention in Years)
Assuming:
· Average spend = £40
· Visits per year = 20
· Retention = 2 years
CLV = £40 × 20 × 2 = £1,600
This figure provides a useful benchmark for budgeting marketing efforts and loyalty incentives. Spending £10 to acquire or retain a customer who is likely to generate over £1,500 becomes a sound investment.
To segment clients further, the RFM (Recency, Frequency, Monetary value) model (Hughes, 1994) is especially practical:
· Recency: How recently a client visited (e.g., within the last month).
· Frequency: How often they book (e.g., weekly, monthly).
· Monetary Value: How much they spend on average.
Using this model, clients can be categorised into meaningful segments:
· “VIPs” – high recency, high frequency, high spend. These clients may receive priority booking or thank-you gifts.
· “Steady Regulars” – regular visitors with moderate spend. Encouraged to try premium upgrades.
· “Newbies” – first-time clients, who may be nurtured through welcome offers and aftercare support.
· “Lapsed Clients” – those who haven’t booked recently, targeted with re-engagement promotions or surveys to understand churn reasons.
Segmenting in this way enables targeted marketing, improves retention, and ensures resources are allocated efficiently. For example, a technician might reserve premium time slots for VIP clients or offer seasonal packages to re-engage infrequent visitors.
Moreover, platforms like Fresha or GlossGenius offer basic CRM tools that track client activity, helping small businesses apply these models in real time without costly software (Fresha, 2024).

[bookmark: _Toc202699445]6. Quality Processes and Customer Expectations
In the beauty industry, especially within small service-based businesses such as a UK-based eyelash technician, the perception of service quality is directly linked to client satisfaction, retention, and word-of-mouth referral.

[bookmark: _Toc202699446]6.1 Service Quality Standards
High service quality in a lash business is multi-dimensional, including hygiene standards, consistency in lash application, and punctuality of appointments. These elements contribute significantly to both the perceived professionalism of the business and the emotional trust clients place in the technician (Parasuraman et al., 1988).
· Hygiene: Due to the close proximity of eye-area treatments, strict hygiene is a non-negotiable standard. The UK’s Health and Safety Executive (HSE) outlines infection control procedures applicable to personal services (HSE, 2023). This includes using disposable tools where possible, sanitising tweezers, and wearing PPE. Failure in this area risks both client health and business reputation.
· Consistency in lash application: Consistent results build trust and encourage client retention. The technician must deliver lash sets tailored to client preferences (e.g., classic, hybrid, volume), applying precision and attention to detail. Consistency supports the "reliability" and "assurance" dimensions of the SERVQUAL model (Parasuraman et al., 1988), both of which are critical in beauty services.
· Appointment punctuality: Managing back-to-back appointments and avoiding delays signals professionalism and respect for the client’s time. This relates to tangibles (e.g., a clean, organised space) and responsiveness, all key aspects in SERVQUAL.
These quality control efforts reflect the principles of Total Quality Management (TQM), a philosophy that integrates quality into all aspects of service delivery. TQM prioritises customer focus, continuous improvement, and staff involvement (Oakland, 2014). Even in a sole trader setting, self-auditing practices, client feedback integration, and regular skill upgrades (e.g., CPD-certified lash courses) contribute to a TQM-oriented approach.
Maintaining high standards builds emotional confidence in the technician, increasing loyalty and long-term client value (Zeithaml et al., 1996). In a saturated UK beauty market, attention to quality is what differentiates sustainable businesses from short-lived ones.

[bookmark: _Toc202699447]6.2 Managing Customer Expectations
Meeting or exceeding client expectations is crucial in service industries. For lash technicians, expectation management starts before the appointment and continues post-treatment.
· Pre-appointment guidance: Clear instructions (e.g., arriving makeup-free, patch test policies) help clients prepare properly. These are often communicated via Instagram highlights or automated messages through booking platforms (e.g., Fresha). Misalignment between expectations and reality can cause dissatisfaction even if the service itself was objectively well delivered.
· Aftercare instructions: Educating clients on lash maintenance (e.g., avoiding oil-based products, not wetting lashes for 24 hours) helps prolong results and supports client satisfaction. Providing aftercare leaflets or digital versions contributes to consistency.
· Transparent pricing: Full clarity on prices, cancellation policies, and add-on charges is essential to avoid perceived “surprise costs”. Trustpilot (2023) notes that price transparency is one of the top factors influencing positive reviews in the UK beauty industry.
These practices align closely with the Expectation-Confirmation Theory (ECT), which posits that satisfaction arises when the perceived performance of a service meets or exceeds expectations (Oliver, 1980). When clients are properly informed and receive consistent service, they are more likely to experience positive confirmation and become repeat customers.
The Kano Model (Kano, 1984) further categorises client expectations into three areas:
· Basic needs: Hygiene, safety, punctuality. These are expected and must be consistently met to avoid dissatisfaction.
· Performance needs: Quality of lash sets, comfort during the treatment. The better these are delivered, the more satisfied the client.
· Delighters: Unexpected extras such as complimentary aftercare kits, birthday discounts, or personalised thank-you notes. While not expected, they enhance satisfaction significantly and build emotional loyalty.
Applying the Kano Model allows the lash technician to prioritise service improvements efficiently focusing first on meeting baseline needs, then developing personalised touches that exceed client expectations.
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The integration of quality assurance processes with Customer Relationship Management (CRM) strategies is essential for fostering customer loyalty in the competitive UK beauty industry. 

[bookmark: _Toc202699449]7.1 How Quality Drives Loyalty
Loyalty can be categorised into emotional loyalty which stems from personal trust and satisfaction and transactional loyalty, which is driven by incentives such as discounts and rewards (Dick & Basu, 1994). In a lash business, both types of loyalty are important, but it is the integration of consistent service quality with CRM-based engagement that converts one-time visitors into loyal clients.
For example, if a technician consistently delivers flawless lash sets, maintains strict hygiene protocols, and communicates clearly and respectfully, clients are more likely to form emotional bonds and develop trust. This trust becomes especially important in the beauty sector, where services are personal, and results are highly visible. According to Zeithaml et al. (1996), service quality significantly influences behavioural intentions such as rebooking and recommending services to others.
Transactional loyalty, on the other hand, is typically encouraged through loyalty schemes such as “book five infills, get the sixth free” or referral incentives that reward both the existing client and the new referral. While effective, such schemes risk commodifying loyalty if they are not coupled with genuine service excellence. Without the emotional component, clients may defect to competitors offering better incentives (Rowley, 2005).
The most successful loyalty strategies, therefore, combine the two: quality forms the foundation for satisfaction and trust, while CRM-driven incentives reinforce repeat behaviour. Platforms like Fresha or GlossGenius help automate this integration, allowing lash techs to track client histories, offer personalised rewards, and send automated thank-you or birthday messages (Fresha, 2024).

[bookmark: _Toc202699450]7.2 Critical Evaluation of Business Practices
Strengths
A major strength of the lash technician business is its personalised approach to service delivery. Tailored lash styles, aftercare support, and friendly interactions help the technician form strong client relationships. This aligns with customer-centric business models, which place the client at the heart of operational decision-making (Kotler et al., 2019). Additionally, a strong online brand presence through platforms like Instagram and TikTok boosts visibility and brand personality, contributing to client acquisition and social proof (British Beauty Council, 2022).
Weaknesses
However, there are notable challenges. The business’s over-reliance on social media for client communication and acquisition poses a risk. Algorithms can change unpredictably, and platform downtime could disrupt bookings and marketing. Moreover, scalability is limited in a sole-trader model without the support of automated systems for CRM and scheduling. As the client base grows, manually tracking visits, preferences, and loyalty data becomes inefficient.
Recommendations for Improvement
To address these limitations, the lash technician could implement tech solutions that support scalable CRM functions:
· Booking Platforms: Tools like Fresha or booksy allow online appointment booking, automated reminders, and revenue tracking.
· Client Databases: Using a CRM system enables segmentation (e.g., VIP clients, first-timers), tailored offers, and performance analytics.
· Feedback Integration: Automated feedback forms post-appointment could improve service quality and identify early signs of dissatisfaction (Oliver, 1980).
Investing in these tools allows the technician to deliver a consistently high standard of service while freeing time to focus on client relationships and skill development. This enhances both the efficiency and professionalism of the business, building trust and loyalty in an increasingly digital customer environment.

[bookmark: _Toc202699451]8. Challenges, Limitations, and Opportunities for Growth
For small service-based businesses such as an independent eyelash technician, scaling operations presents a unique set of challenges. While growth often brings increased visibility and revenue potential, it also introduces complexity in maintaining service quality, managing client expectations, and applying customer insights effectively. This section evaluates the main barriers to sustainable expansion and explores feasible opportunities that support long-term success

[bookmark: _Toc202699452]8.1 Challenges in Managing Growth While Maintaining Quality
A key challenge is maintaining service quality as demand grows through referrals, viral content, or seasonal promos. Increased bookings can lead to appointment overload, waitlists, and time pressure, risking the quality, hygiene, and personalised care that drive loyalty (Zeithaml et al., 1996). Rushed services may result in inconsistent results and lower satisfaction.
Rising demand also raises burnout risk, impacting mental health and business performance. The NHBF (2023) highlights wellbeing and time management as major stressors for self-employed beauty professionals.

[bookmark: _Toc202699453]8.2 Limitations in Customer Data Collection or Analysis
Another significant constraint is the lack of formal customer data tracking tools. Without a structured CRM system, key information such as visit frequency, purchase history, client preferences, and satisfaction levels is either inconsistently recorded or held in informal formats (e.g., Instagram DMs or handwritten notes). This limits the ability to perform effective segmentation, estimate Customer Lifetime Value (CLV), or deliver personalised marketing communications (Kotler et al., 2019).
Manual systems also reduce the accuracy of loyalty programme tracking. For example, paper-based loyalty cards are prone to loss or fraud and do not integrate with financial or performance analytics. 

[bookmark: _Toc202699454]8.3 Opportunities for Growth
Despite these limitations, several realistic opportunities can support both scalability and efficiency:
· Automation: Using platforms like Fresha, booksy, or Timely automates client booking, appointment reminders, feedback collection, and payment processing (Fresha, 2024). 
· CRM Integration: Lightweight CRM tools provide dashboards for tracking client behaviours and segmentation by RFM (Recency, Frequency, Monetary value). This enhances targeted promotions and improves loyalty management.
· Strategic Partnerships: Partnering with UK-based beauty brands (e.g., Nouveau Lashes, LashBase) for cross-promotion, training discounts, or product samples can increase service credibility and brand value. Collaborations also open doors to bulk purchasing deals or affiliate marketing opportunities.

[bookmark: _Toc202699455]8.4 Acknowledging Gaps and Offering Solutions
To bridge current gaps, the technician should consider:
· Transitioning from informal client logs to digital client cards and analytics dashboards.
· Creating a structured feedback loop (automated post-treatment surveys).
· Allocating monthly time for strategic reviews of client data and service performance.
· Testing new loyaltyy  schemes that link directly to booking platforms for tracking and insights.
These measures improve operational control, enhance customer insights, and support a more sustainable growth trajectory. Embracing technology and strategic collaborations enables the lash technician to elevate both the client experience and business resilience.

[bookmark: _Toc202699456]9. Conclusion and Recommendations
[bookmark: _Toc202699457]9.1 Summary of Key Insights
This report has explored how an independent eyelash technician operating within the UK personal care industry can optimise customer relationships through a strategic blend of CRM, service quality, and lifecycle management. By mapping the customer journey from awareness to advocacy, the business can better identify and respond to key touchpoints—particularly through social media platforms like Instagram and TikTok.
The use of the AIDA and Customer Lifecycle models highlights the role of digital engagement in client acquisition, while frameworks such as RFM and CLV support more targeted segmentation and value analysis. Quality frameworks, including SERVQUAL, TQM, and the Kano Model, demonstrate how hygiene, consistency, and client-centred care are fundamental to building both emotional and transactional loyalty.
While the business benefits from a strong online presence and personalised service, challenges remain around scalability, manual customer data tracking, and over-reliance on social media algorithms. Integrating CRM tools and automating customer communications would improve efficiency and long-term sustainability.

[bookmark: _Toc202699458]9.2 Practical Recommendations
Recommendations to Strengthen and Scale the Business:
1. Use CRM & Booking Tools
Adopt platforms like Fresha or Booksy for tracking bookings, client value, and loyalty—enabling smarter rebooking and marketing.
2. Optimise Loyalty Schemes
Apply CLV/RFM data to create tiered rewards (e.g., VIP, New, Returning). Incentivise referrals and social media tags with perks.
3. Enhance Feedback & Expectations
Automate surveys and review feedback regularly. Share clear pre- and aftercare info to reduce cancellations and boost satisfaction.
4. Form Strategic Partnerships
Collaborate with brands like LashBase or London Lash Pro for co-marketing, training offers, or product bundles to grow credibility and revenue.
These actions improve retention, client value, and long-term growth.
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