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Understanding and Engaging in the Customers Experience within an Aesthetic Salon
1. [bookmark: _Toc202698142]Executive Summary
This report presents an analysis of the aesthetic salon, the practitioner as a sole worker. It critically analyses the client’s life cycle, quality assurance processes and business management tools, to identify opportunities for improving the clients experience and value. The report begins exploring what quality process the salon holds, the use of digital booking platforms and practices benchmarked against the industry standards.  Managing client expectations is explored as a crucial factor to ensure satisfaction and retention. The report concludes with a critical evaluation and recommendations needed for strategic enhancements.  
2. [bookmark: _Toc202698143]Introduction 
In the competitive beauty industry, it will become vital to understand and engage in the customers experience within an aesthetic salon, for business success. Particularly in areas where trust, experience and values are important. This report aims to focus on exploring and evaluating the customer’s experience. The salon does provide a personalised aesthetic treatment to suit the client’s needs, and they can use the booking platform, Booksy, to manage appointments, customer interaction and history. The aim of this assignment is to critically explore the client’s journey at the salon, identify processes that create value for the client and any that may hinder the service value. The report will evaluate how customer expectations are managed and how customer relationship management (CRM) supports retention. Additionally, the report will evaluate the benefits and challenges of developing and maintaining customer relationships in a salon setting where resources and time must be balanced against expectations of a high-quality service. The report will conclude with recommendations for improvement and growth. A mixture of academic theory and practical examples form the salon will be used to support this evaluation. 
3. [bookmark: _Toc202698144]Understanding quality processes in the salon
[bookmark: _Toc202698145]3.1 Defining Service Quality 
The Servqual model, helps to develop a foundation in understanding perceived service quality. (Aboubakr, Et al, 2022). There are five stages, tangible which is the physical environment, equipment and appearance, reliability, how reliable is the service? Responsiveness, is the aesthetic clinic responsive to clients and help to prompt the service? Assurance, how knowledgeable is the practitioner? Do they create trust? And empathy, attention to the clients wants and needs. These stages provide a structure to evaluate the customers experience of quality. Quality has many different values and can be captured from different angles, therefore analysing quality can help to identify and manage conflict and improve business growth.  (Martin, Et al,. 2025) 
[bookmark: _Toc202698146]3.2 Current Quality Assurance Method in Beautifully Aesthetic 
Martin (2025) suggests that practitioners need to have specific competencies to create processes, that measure quality. From workplace experience, competencies such as product knowledge, technique, complication management, timing and customer experience, all support to set quality processes within the aesthetic industry. A quality assurance method used in the aesthetic salon, is Booksy appointment scheduling, used to manage bookings, missed appointments, reduce administration time and help to reduce mistakes, i.e. forgetting to record client appointments. The booking application used, Booksy (Dorbian, 2018), also benefits the client by providing text message reminders, allowing the client to take control of their booking through rescheduling or cancelling, and supporting the business by embedding a 48-hour cancellation policy. This helps to protect against no shows. 
Other quality processes embedded into the salon include cleanliness and product ordering. Cleaning the salon requires specific upkeep of cleanliness procedures, therefore monitoring this process carefully is key to protecting clients and staff. The salon offers aesthetic treatments, like anti-wrinkle injections or facial dermal fillers, that need to be treated in hygienic conditions. (Qamar, & Al-Hinai,. 2024).  The salon needs correct cleaning products and tools, to be able to follow this process. Surfaces are cleaned before and after every client, as well as fresh personal protective equipment (PPE) used. The salon also holds a sharps waste bin and a clinical waste bin, helping to stop any cross contamination. In the salon, products such as Clinell antibacterial spray are used to clean treatment tools and surfaces. Cleaning stock is checked weekly by the practitioner and often noted down as a reminder to replenish, if needed. 
Furthermore, product ordering is carried out weekly, based on treatments booked in and prescriptions required. Some products, such as anti-wrinkle injections, formerly known as “Botox”, requires a prescription, that can only be obtained through a prescriber. There is “Botox” that can be bought off the black market, circulating the United Kingdom (UK), therefore, to remain regulated, the products must be quality controlled to upkeep the businesses integrity and client safety. 
The aesthetic salon offers a loyalty subscription, allowing the client to sign up to a subscription to receive regular treatments at a discounted price. This helps to build a positive customer experience. Clients within the salon are likely to try other services as a result. Other loyalty programmes used specifically through Booksy are loyalty discounts only available to previous users. 
Marshall (2013) suggests that it is important to stay ahead within your field. Practitioners should stay at the front of their competition by completing continuous personal development (CPD) or by becoming accredited. The industry lacks regulation, therefore gaining a regulated qualification can help to gain trust and popularity within the area. By completing further courses, new treatment may be added to stay in the front of the local competition. 
Relevant to the aesthetic industry, the salons processes are created around the client for safety and trust. Despite being a limited company, the salon consists of one worker, the practitioner, who is solely responsible for generating all processes. 
While the salon meets recognised professionalism and hygiene standards (Hudson, & Ramsay, 2019), it could be argued that further enhancements may bring the salon in line with the beauty industry’s best practice. For example, training to the highest level, obtaining a level seven master’s degree in Aesthetics. High performing salons (Schneider, 2018), often distribute client feedback surveys. The aesthetic salon does not hold any process for obtaining client feedback. (Goodman, 2009). These can help to identify client experience and identify any future treatments wanted. Without negative feedback, services are less likely to be improved. Further development of customer loyalty programmes may also enhance customer loyalty and trust. 
[bookmark: _Toc202698147]3.3 Benchmarking Against the Industry Standards
The salon does well to maintain areas of hygiene, digital booking and holds relevant qualifications, however larger clinics are likely to have ISO 9001 quality management systems or digital feedback programmes to improve. This is something to consider for further development. As mentioned above, obtaining a high regulated qualification would set the industry standard in quality training. Whilst training is important, it could be argued that experience is key to upholding the industry standards. While the practitioner is trained at level four, they also have six years’ experience within their field. Is this enough to stand out from the local competition? What is the unique selling point (UPS)? Whilst experience and qualifications are key, this may not be enough in the everchanging industry. (Durrans, Et al,. 2020). 
[bookmark: _Toc202698148]3.4 Impact on Customer Perception and Value
The salons quality processes directly affect customer trust and satisfaction. (Li & Wang 2021) Such as good salon hygiene can project the impression of professionalism and safety, critical in invasive aesthetic treatments. Clients can visually see that the salon hygiene is clean and tidy, treatment products are discussed, showing certification and regulated marks, ensuring product safety before a treatment is carried out. These procedures are vital when it comes to client trust, loyalty, retention, showing the integrity of the practitioner. Customers value honesty and transparency within the aesthetic industry as there are often negative examples shared across social media and the news, highlighting the lack of regulations.  (Portela Et al,  2023). 
A digital booking system used, Booksy, may enhance accessibility and responsiveness. The booking software the salon uses is called ‘Booksy’, and has been a reliable booking software, having supported the salon with regular bookings, providing the client reminders and is responsive. This may support the client to feel valued before entering the salon. According to Offering a Quality Service (2018) making every client feel valued is key. The reminders are effective for those with busy lives and provides easy access for the client to change, cancel or alter the booking themselves. The practitioner is also to be contacted by mobile phone, where their number is provided on all social media accounts and often responds within a 48-hour timeframe. Clients may want to walk-in to the salon to discuss treatments on operating days. All of these options lead to the customer feeling valued and in control of their journey.
According to Accreditation, Quality Assurance, (2023), assurance is gained with accreditation. The accreditation of the salon, that might be regulated qualifications, salon accreditation or being part of an aesthetic accreditation that is primarily aimed to maintaining high standards by checking the insurance and products within the business. 
All of this helps to build trust and loyalty as the client is likely to have confidence in using the services. 
[bookmark: _Toc202698149]3.5 Limitations and challenges
Miller and Ridge (2020) suggests there is no margin when practitioners work alone. There is limitation to lone working in a business, such as being able to scale. Quality processes rely on one person and feedback is unable to be obtained from employees or colleagues. This may reduce opportunity to improve procedures and there would not be any external audits. The aesthetic salon shows good quality procedures when focusing on appointment management, hygiene in the salon and quality checking products. However, it could be argued that the booking system doesn’t allow for human error or if clients cancel within the cancellation policy window, 48 hours, with no funds in their bank account, does Booksy allow them to book back in? How many times does the system allow for cancellations? Or does the practitioner allow cancellations on a case-by-case basis? All these questions could be considered based upon client loyalty and past bookings. There may be room to elevate best practices through feedback and documenting capturing. Should the correct cleaning product not be replenished, how would the practitioner ensure client safety? Does the practitioner always remember to place orders being a lone worker? 
Despite this, the boutique model allows for personalisation. This is often valued more highly than systematisation in client driven industries (Boulding, Et al, 1993). Analysing the customer life cycle in the salon. 
The client lifecycle is based upon the stages to which a client moves through with a business. From their initial awareness to becoming a loyal advocate, the cycle mimics the client’s journey and experience. There are seven stages of the customer life cycle. (Ramírez-Durán, Et al,. 2021). Awareness, acquisition, booking/conversion, service delivery, aftercare and support, retention and loyalty. Through each stage, the salon can identify where the customer value has been lost and help to maximus customer satisfaction. In the aesthetic salon, awareness is usually created through social media posts and stories, word of mouth, referrals and by the Booksy platform. 
[bookmark: _Toc202698150]4.1 Awareness 
Informational posts, client before and after pictures, as well as social media stories, are all useful tools to help build authenticity. Often leaving the client with a sense of trust. At the aesthetic salon, there is one worker, often limiting market reach. Larger clinics will likely have a larger budget to spend on marketing teams, whereas the aesthetic salon will have limited resources, rely on organic reach and may be slower or harder to control. Does this mean that by having less people in the business, this creates less chance of being seen locally? According to Ball (Et al,. 2018) workers should accept responsibility for all actions. Therefore, it is important to consider that the practitioner will be responsible for everything. 
[bookmark: _Toc202698151]4.2 Acquisition 
Awareness and consideration begin when a client books their consultation. Booksy helps to simplify this process, making the treatment prices transparent, quick to book appointments and allows the client to take control of changing their appointment. Other features such as reading client reviews, encourages conversion. This stage is trust-building, leading the client to book in. When a client chooses to book in for a treatment, the business moves into the conversion stage. This reduces admin time and builds reliability. 
[bookmark: _Toc202698152]4.3 Booking and Conversion
Awareness and consideration begin when a client books their consultation. Booksy helps to simplify this process, making the treatment prices transparent, quick to book appointments and allows the client to take control of their appointment. Other features such as reading client reviews, encourages conversion. This stage is trust-building, leading the client to book in. When a client chooses to book in for a treatment, the business moves into the conversion stage. This reduces admin time and builds reliability. Conversion allows the practitioner to demonstrate safety procedures, provide evidence of quality and safe products, project a clean and tidy space, as well as listening to the clients wants and needs. This may lay the groundwork for retention. According to Kolter & Kellor (2016) it costs 5 times more to gain a new client compared to an existing client. This minimises risk of client abandonment and creates further reliability.
[bookmark: _Toc202698153]4.4 Service Delivery 
The treatment consists of the consultation, the treatment and the immediate aftercare. With the practitioner providing a one-to-one service, this supports empathy and assurance as clients value being heard and gaining information. The salon also manages their time effectively, allowing time between clients to prepare for hygiene procedures to be completed and supporting client privacy. This all aligning with Servquals model. (Mecev, & Goles, 2015). Customer centrality is the view that the customer's needs, wants and predispositions must be the starting-point for all decision-making within the organisation. (Eze, 2025) 
[bookmark: _Toc202698154] 4.5 Aftercare and Support
Retention is often maintained through Booksy rebooking reminders, deals or special offers to other services. Retention is also promoted through emotional engagement. A client will create a relationship with the practitioner if they feel valued. Loyal customers will often generate reviews for the business, refer their services to friends and family, and provide constructive feedback. Booksy facilitates this by encouraging customers to leave feedback based on the service and treatment they have received. The salon may offer priority book, loyalty discounts and celebrate client milestones, such as birthdays. The practitioner provides a thank you gift, that reminds the client to leave a review.
[bookmark: _Toc202698155]4.6 Repeat Visits and Retention 
Some treatments require top ups every 3-6 months if the problem area is to be kept up. Loyal customers would return to keep up with treatments as recommended. Loyalty is built through trust, results and comforts rather than discounts or schemes; however, subscriptions aim to reward loyal customers and repeat business. Booksy provides client data which could be used to track retention rates and send personalised reminders. It is also a good tool to identify common treatments to review treatments offered within the salon. Can Booksy help to monitor segmentation? Understanding the salons client base means segmenting by treatment type, frequency of visits and demographic. These segments help to tailor communications, promotions and social media design. Younger clients may respond to Instagram before and after images, whereas an older client may respond better to informational posts. Direct value often comes from clients directly spending, such as on facial packages and indirect value focuses on positive experiences. By using Booksy’s built in metrics and feedback, the salon can measure these to make better business decisions. 
The customer lifecycle in the aesthetic salon is driven by trust, value and personalisation. Tools like Booksy and high hygiene standards help to increase customer loyalty and value, however through segmentation and refined loyalty strategies, this could help the salon to elevate the customers experience and value further. 
[bookmark: _Toc202698156]4.7 Advocacy and Referral 
Satisfied clients often share results with family and friends online or recommend the salon. While there is no formal referral programme, an area with significant potential to increase lifetime value (Liang, Et al, 2025). Evaluating customer relationship management
[bookmark: _Toc202698157]5.1 Engagement and Retention 
Customer relationship management (CRM) reviews strategies that the salon uses to analysis customer buying data. Its aim is to improve business growth. In aesthetics, where treatments or a service is delivered, the customers trust, experience and satisfaction are crucial. The salon relies on Booksy to manage client engagement. This section explores client acquisition through to loyalty, critically evaluating all benefits and challenges. Initial engagement is built on visibility and credibility. Booksy reviews, Instagram and testimonials drive customer acquisition. Yet CRM could be strengthened by capturing and analysing user behaviours, such as abandoned bookings or most-viewed services. The salon benefits by having customer relationships and consistent aftercare that builds trust. Clients can often feel known, not just served. Without structures segmentation, engagement lack precision. Automation tools can help track visit frequency and send targeted updates. 
[bookmark: _Toc202698158]5.4 Customer Segmentation 
Weinstein (2004) suggests that segmentation is based on data captured, such as treatment type or frequency, that can be placed into categories. Such information captured by Booksy is first-time clients, regular clients, high-spend clients and lapsed clients. Each group receives tailored communications, like regular clients receiving 10% off treatments. It could be argued that this information alone is not enough to grow the salon. Further information that would benefit the growth of the salon could be age, gender, popular treatments and would help steer the services and promotions on social media. 
[bookmark: _Toc202698159]5.5 Customer Value 
Direct customer value is measured by how much the client is spending and which treatments are bought frequency. Indirect value includes word of mouth referrals, Booksy, Google and Facebook reviews, and any other social media shares. These can be tracked to identify high-value clients. This data can help the salon to target retention strategies (Stephen 2023). Such strategies may include gathering feedback, promoting special packages to loyal clients or marketing certain services on social media. 
[bookmark: _Toc202698160]5.6 Benefits and Challenges of CRM
There are benefits of the current Booksy system used within the salon. Such benefits include quick and easy booking system for the client, creating personalisation. With the easy use software and being able to self-manage appointments, this may create trust and flexibility. Some challenges may interfere with the growth of the salon. Such challenges may include limited ability to scale marketing or social media presence. This is due to lack of resources. 
While Booksy proves itself to be a useful tool for the business, it could be considered whether the business could explore further CRM systems that might offer multi functions that Booksy does not? Such as understanding analytics, to decipher useful information. (Enkateswaran, Et al,. 2025). 
6. [bookmark: _Toc202698161]Managing customer Expectations 
[bookmark: _Toc202698162]6.1 Defining Customer Expectations 
A customer’s expectations are met when they become satisfied with the outcome of their treatment. (Wu, Et al,. 2020). In aesthetics, expectations are based on safety, professionalism and visible results. Managing these effectively helps to enhance satisfaction, minimise complaints and improve customer loyalty. Feedback helps to understand client expectations. Marketing and social media images, testimonials help to create impressions on what clients can expect, therefore transparency will help the client to form expectations on their desired treatment. Word-of-mouth generates expectations from real life results. Parks (2017), suggests credentials help to form expectations, for example, if there was a doctor offering aesthetic treatments and a level 4 practitioner, the client would expect the doctor to be better based on their credentials. However, this may not be the case as they lack an artistic eye. 
[bookmark: _Toc202698163]6.2 Strategies to Manage Expectations
Business tools such as the Kano Model, can help to manage expectations and manage dissatisfaction. (Madzík, Et al,. 2024). At the aesthetic salon, the booking in processes help to align actual service with expectations, such as treatment consultations. With a one-to-one consultation discussing the treatment and the results, this helps the practitioner to provide honest advice and ensure the client understands limitations before committing. Honest social media content is becoming harder to see. With some companies using AI and photoshopping apps, it can be difficult to stand out from the crowd, however fake images, provide fake expectations. Consent forms and aftercare documents are important for mapping the client’s journey and demonstrating good standards and procedures. At the salon, an app called Faces is used for every client, detailing the treatment they received, and the aftercare document is automatically sent via email so that they can refer to afterwards if needed. 
[bookmark: _Toc202698164]6.3Challenges in Managing Expectations
Challenges may arise in the salon if there are unrealistic social media photos which can create tension even when treatments are successful. If there was no consultation, the client may not fully understand what they can expect, therefore their expectation may be unrealistic. Time can affect expectation management as some clients want to try and squeeze their treatment in without a formal consultation. Communication has been key in any industry, however if the client doesn’t understand what the practitioner has advised, then the client is likely to not have their expectations met. (Olsson, Et al,. 2022). 
[bookmark: _Toc202698165]6.4 Best Practice 
Larger aesthetic clinics may use the expectation management tool such as GAPS Model, the Servqual model, which identifies five gaps (Lee 2022) between customer expectations and perceptions as a source of dissatisfaction. This may also provide digital tools, digital analysis or expectation questionnaires. This tool may be useful at the aesthetic salon. 
[bookmark: _Toc202698166]6.5 Implications for Customer Value
Managing expectations is tied to what the client perceives values as. According to Stephen (2022), value is also how well the treatment is matched to the clients expectations as when met, clients become loyal advocates.  By actively shaping the clients’ expectations, in services where the result is the focus, the salon an protect and enhance its customer value position. Emotional value is also considered a factor when reviewing customer value. The hierarchy of emotional value may be considered to help elevate the customers value. (Altman, Et al,. 2023)
7. [bookmark: _Toc202698167]Critical reflection on customer value creation 
The aesthetic salon uses functions such as convenient booking systems, hygiene procedures and can demonstrate authentic results through before and after images. Building trust with the client supports loyalty and repeat business. However, there are some gaps that may bring value to the salon. Having no feedback system in place can bring missed opportunities for the salon. Clients may feel overlooked as a result. Critically, the salon needs to consider their pricing against local competition as this may be key to obtaining new clients that have been referred.  Marketing products too cheap may result in clients questioning the integrity of the business and pricing too expensive may attract high end clients, however they may not be loyal if they can receive the same service for a cheaper cost. The salon has no referral scheme, therefore without encouraging word of mouth, the salon solely relies on the customers experience. 
8. [bookmark: _Toc202698168]Recommendations 
A feedback system, capturing the clients experience, would enable the salon to grow the business. Questions asking the client about treatments they are interested in, to which the salon currently does not offer, may bring business growth and attract repeat business with loyal clients. Implementing a system that can collect and analyse the feedback given. There are free business tools that can create questionnaires, such as Google, often having a one-off monthly cost and integrates a free business email address. 
To encourage repeat business, the salon could introduce a referral scheme. Often salons will provide discounted treatments, money off or other loyalty benefits to clients that recommend the business to their family and friends. 
Furthermore, the salon may look at upgrading a CRM system that can help capture analytics, even connecting with the Booksy, to identify buying trends, client segments such as characteristics, all to which would be beneficial when creating social media adverts or introducing treatment offers. Depending on how the business aims to grow, the salon may consider employing staff to directly help with some of the responsibility. As a solo working within any business, often the worker would deal with multiple roles, marketing and human resources (HR) to name a few, often leaving little time to focus on projects. 
9. [bookmark: _Toc202698169]Conclusion 
This report has analysed the customer life cycle, quality processes within the salon and highlighted how trust and professionalism, drive customer loyalty. Clients like personalised experiences, to enable them with feeling valued. Current salon strengths are quality products, hygiene processes and good relationships built with clients. As the salon grows, the practitioner may need to consider updating the CRM system to be able to read the required data that can help to level up the salons sales. To enhance customer value, the salon may need to consider embedding a feedback system to fully understand their clients wants and needs. All of this can help the salon to stay in the competition and encourage loyal customers to continue using the business for other services. Lastly, the salon may look at developing a loyalty scheme for referrals, to really drive word of mouth. 
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