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[bookmark: _Toc202724472]Introduction
This report looks closely at how a UK hair and beauty salon manages its customer journey, from first discovering the salon to becoming a loyal, returning client. The salon mainly uses social media and word of mouth to attract new customers and keep them coming back. The goal of the report is to see how well the salon’s Customer Relationship Management (CRM) strategies and quality processes work in giving value to clients, meeting their needs, and building loyalty. To help with this, the report uses well known models like the Juran Quality Trilogy (Juran, 1988; Juran & Godfrey, 1999) to break down and study each stage of the customer journey.

The UK beauty industry is highly competitive, so building strong relationships and giving each client a great, personalised experience is very important (Mintel, 2023). This salon focuses on each client’s individual needs, likes, and expectations. Social media platforms like Instagram and Facebook help attract new customers and keep current ones engaged. The salon uses these platforms to show off before-and-after photos, share client reviews, and highlight the team’s skills (London Loves Business, 2023). Personal recommendations from happy clients also play a big role in gaining trust and building loyalty in the local area (Mintel, 2023).

The salon uses a CRM strategy that includes online booking systems like Booksy, follow-up messages, loyalty rewards, and personalised marketing based on client data (Dotbooker, 2023). While these tools help build strong relationships, the salon still faces challenges such as keeping service quality consistent across all staff and making sure personalisation works well for everyone. To manage this, the salon uses Juran’s model to plan quality services, check for consistency, and improve the client experience through regular feedback (Juran, 1988).

The report recommends introducing a more advanced CRM system, growing the loyalty program, creating targeted content on social media, and collecting structured client feedback. These changes can help increase both direct value (like more bookings and higher spending) and indirect value (like referrals and social media engagement). Overall, building strong client relationships and focusing on service quality supported by tools like CRM and the Juran Trilogy can help the salon succeed long-term in the competitive UK beauty market.

[bookmark: _Toc202724473]Background of the business
The business examined in this report is a small-to-medium-sized independent Hair and Beauty salon located in Swansea, UK. Established with a vision to provide bespoke and friendly service, the salon offers a wide range of treatments including hairstyling, colouring, skincare, waxing, brows, makeup and nails. Its unique selling point lies in its ability to deliver personalised, high quality experiences that respond to the individual needs of each client all under one roof.

With the beauty sector evolving rapidly, due to both digital transformation and shifting client expectations, the salon has adopted a multi-channel approach to customer retention. It uses social media platforms, particularly Instagram and Facebook, to promote its services and client transformations. Simultaneously, word of mouth has been a crucial driver of growth, with referrals from existing clients creating a strong sense of community and trust (Mintel, 2023).

This report aims to present a comprehensive analysis of the salon’s customer lifecycle and its impact on client satisfaction, loyalty, and overall value.
The report begins with an overview of the customer lifecycle, followed by a critical analysis of the salon’s CRM strategy. It then explores customer value, client segmentation, and the application of the Juran model for quality management. A SWOT analysis identifies strengths and areas for development, leading to targeted recommendations. The final section shows key findings, highlighting how CRM and quality improvement can work together to build lasting customer loyalty.
[bookmark: _Toc202724474]Customer Lifecycle in the Hair and Beauty Industry

Overview of the Customer Lifecycle 
The customer lifecycle is the journey a person takes when interacting with a business, starting from first hearing about it to becoming a loyal customer who recommends it to others (Kotler et al., 2017). In the Hair and Beauty industry, this journey doesn't always follow a straight path, but it usually includes key stages like attracting new clients, welcoming them, keeping them coming back, building loyalty, and encouraging them to share their positive experiences. By understanding these stages, salons can improve their services, marketing, and customer relationship management (CRM) to better support clients at every step.
[bookmark: _Toc202724475]Acquisition
Customer attraction in the salon occurs primarily through social media marketing and word of mouth referrals. Platforms like Instagram and facebook allow the salon to showcase visual transformations, special offers, and behind-the-scenes content, appealing particularly to younger audience (Mintel, 2023). Research by Statista (2023) shows that 64% of UK beauty service users aged 18–34 discover salons via social platforms.
Word of mouth is also vital. Satisfied clients are more likely to recommend services to friends and family, especially in smaller close nit communities like Swansea. According to BrightLocal (2023), 87% of UK consumers trust personal recommendations over digital ads.

[bookmark: _Toc202724476]Onboarding
Onboarding begins once the customer books their first appointment. Key onboarding strategies include pre-visit consultations which I personally do before each appointment, reminder messages via the booking app (booksy), and welcome offers. These ensure a smooth first experience and reduce appointment no-shows (London Loves Business, 2023). The salon also records client preferences, such as favourite colours or any allergies, to personalise services right away. This fits with Juran’s quality planning stage, setting clear service standards and matching them with what clients need (Juran, 1988).

[bookmark: _Toc202724477]Retention
Keeping clients coming back is key to the salon’s success. The salon sends follow-up messages, offers loyalty rewards and birthday discounts, and regularly chats with clients on social media to stay connected. Dotbooker (2023) found that salons using CRM tools see 22% more repeat visits than those that don’t.
This matches Juran’s quality control stage, which focuses on keeping service consistent. To check how clients feel, the salon uses quick surveys after appointments. These help spot problems and improve services.

[bookmark: _Toc202724478]Loyalty and Advocacy
Clients who keep returning over time become loyal. They’re more likely to try new treatments, leave good reviews, and recommend the salon to others. Loyal clients often tag the salon on social media or write Google/ Booksy reviews, helping to attract more customers.
This links to Juran’s quality improvement stage by using feedback to keep making the service better (Juran, 1988). The salon also follows new trends, like offering vegan-friendly options to show clients their changing needs are heard and valued.

[bookmark: _Toc202724479]Summary
Understanding the customer lifecycle helps the salon see how clients connect with the business at each stage, from first hearing about it to becoming loyal supporters. By linking each stage of the customer journey to Juran’s quality model(planning, control, and improvement) the salon can better meet client needs. Since client preferences and expectations in the beauty industry change quickly, having a clear view of the customer lifecycle makes it easier to deliver high quality service and make improvements at the right time.
[bookmark: _Toc202724480]CRM Strategy in Practice
[bookmark: _Toc202724481]What CRM Means for the Salon
Customer Relationship Management (CRM) is how a business manages its interactions with clients to build stronger relationships, improve satisfaction, and keep people coming back (Payne & Frow, 2005). In a salon, CRM includes tools like online booking systems, client notes, automatic reminders, loyalty schemes, and social media engagement.
At this salon, CRM is more than just collecting client information it’s used to build a personal connection with each customer. Staff keep notes on what treatments they’ve previously had, preferences, and product purchases, which helps them make personalised recommendations. This makes the experience feel more special and tailored to each client.

[bookmark: _Toc202724482]CRM Tools and system used
The salon uses a booking system called Booksy, which is popular in UK salons. This system includes 
· Automated text and email reminders
· Client profiles that show past bookings
· A digital loyalty points system
· Notes on things like allergies or favourite styles
· Dashboards that help track business performance
· 
These tools help staff offer reliable, high quality service. According to TechRound (2023), salons using digital CRM systems like these can increase their rebooking rates by up to 30%. They also help reduce booking mistakes and make it easier to follow up with clients.

[bookmark: _Toc202724483]CRM and Personalisation 
Customer Relationship Management (CRM) helps the salon offer personalised services, which is important in a competitive market. For example, by looking at past visits, stylists can remember what the client had before and ask, “Would you like the same style?” This makes clients feel recognised and valued. The salon also sends birthday offers, personalised emails, and “we miss you” messages to make clients feel special or maintenance reminders.
This links to the planning stage of Juran’s model, where services are prepared and tailored based on client preferences and data (Juran, 1988).
[bookmark: _Toc202724484]CRM and Relationship Marketing
CRM is part of a bigger relationship building scheme. Instead of just focusing on one-time visits, the salon works to build strong, long-term connections with clients. Many clients return because they like a particular stylist, enjoy the friendly atmosphere, or feel like part of the salon’s community.
Social media helps with this too, when the salon reposts client photos and tags them, it encourages clients to share their good experiences. This turns happy clients into promoters of the brand, which creates indirect value (Rust et al., 2004).
Challenges and Considerations
Even though CRM helps improve services, there are some challenges. Not all staff are confident using digital systems, which can lead to mistakes or missed opportunities. Also, relying too much on automated messages can feel impersonal if not balanced with real human care.
Another important issue is data privacy. Under UK law, the salon must handle client information safely and respectfully. Staff need training and clear rules to make sure personal data is used correctly (ICO, 2023).
[bookmark: _Toc202724485]Summary
CRM is at the heart of how the salon attracts, keeps, and builds strong relationships with clients. By combining digital tools with personal service and regular communication, the salon improves customer satisfaction and loyalty. Based on the Juran Trilogy, CRM helps plan, control, and improve service quality at every stage of the client experience (Juran, 1988).
[bookmark: _Toc202724486]Customer Value and Metrics
[bookmark: _Toc202724487]Defining Customer Value
Customer value means what a customer feels they get from a product or service compared to what they pay for it (Kotler & Keller, 2016). In hair and beauty, value isn’t just about price. It also includes good service quality, emotional connection, convenience, and consistency. The salon works to create both direct value, like bookings and product sales, and indirect value, like client referrals and social media promotion.
This idea matches Juran’s “fitness for use” principle, which means value happens when the service meets the customer’s needs and expectations (Juran, 1988).
[bookmark: _Toc202724488]Direct Customer Value Measures
The salon measures direct value in several ways:
· Customer Lifetime Value (CLV): This is the total money a client will spend with the salon over time. In the UK, regular salon clients usually spend between £1,500 and £3,000 over five years (Salon Today UK, 2022).
· Visit Frequency - The salon tracks how often clients rebook. Currently, 67% of clients rebook, which is higher than the UK average of 45% (Phorest, 2023).
· Average Spend per Visit: This includes money spent on both services and products, with extra sales making up about 20% of income.
These numbers help the salon maintain quality and fix any problems, following Juran’s quality control ideas (Juran, 1988).
[bookmark: _Toc202724489]Indirect Customer Value Measures
Indirect value means how clients help the salon grow and improve its reputation:
· Referrals- When clients recommend the salon to friends, it acts as free and trusted advertising. Right now, 25% of new clients come from referrals.
· Online Reviews - Positive reviews on Instagram, booksy or facebook help the salon get noticed more. Businesses with over 50 recent reviews get up to 270% more clicks from local searches (BrightLocal, 2023).
· Social Sharing - When clients tag the salon on Instagram, it increases the salon’s reach and makes it look more genuine.
These things are harder to measure but very important for building the salon’s good name and loyal customers.

[bookmark: _Toc202724490]Perceived Value vs Delivered Value
It’s important to know the difference between what clients expect (perceived value) and what they actually get (delivered value). If there’s a big difference, clients can be unhappy. The salon uses Juran’s quality control methods like surveys and feedback message to find problems early. 

[bookmark: _Toc202724491]Improving Customer Value
The salon can increase value by:
· Creating loyalty programs with rewards
· Offering package deals to encourage clients to spend more each visit
· Giving special perks to top clients like early booking or exclusive tutorials
· Using CRM data to suggest treatments based on past visits (e.g., a conditioning treatment after a colour, way they like it styled)
These actions match Juran’s idea of quality improvement, helping make the client experience better over time (Juran, 1988).
[bookmark: _Toc202724492]Segmentation and Customer Centrality

[bookmark: _Toc202724493]Understanding Customer Segmentation
Segmentation means grouping customers based on things they have in common to offer better services. For this salon, segmentation is based on
· Age, gender, and income
· Behaviour like how often they visit and what treatments they choose
· lifestyle, reasons for using beauty services, and social media habits

For example, younger clients often book through Instagram and like creative hair updos and extenstions, while older clients prefer classic styles and value being on time.

[bookmark: _Toc202724494]Customer Centrality and the Personal Touch
Customer centrality means putting the client first in all business decisions (Shah et al., 2006). The salon shows this by
· Offering personalised consultations
· Remembering special dates like birthdays and anniversaries 
· Booking clients with their favourite stylists

The salon’s CRM system helps staff deliver these personal touches easily. This fits with Juran’s planning stage, which focuses on collecting client data to create services that meet real needs.

[bookmark: _Toc202724495]Matching Services to Customer Groups
Offering services based on different customer groups helps make clients happier. For example
· Busy workers get quick services or early appointments.
· Students get discounts during quieter weekdays.
· Environmentally conscious clients are offered vegan and eco-friendly products.
· Mums get appointments when children are in school


[bookmark: _Toc202724496]Using CRM for Targeted Messages
The salon sends different marketing messages to different groups using email lists:
· Reminders to rebook based on how often they visit.
· Special offers related to past treatments

[bookmark: _Toc202724497]Inclusivity and Accessibility
Putting customers first means being welcoming and respectful to everyone. The salon has:
· Trained staff to work well with Afro-Caribbean hair.
· A quiet room for clients who feel anxious or have sensory needs.
These steps improve how clients see the salon and attract a wider range of people, matching UK values of equality and respect (EHRC, 2023). Some from religious backgrounds don’t like having their appointments at busy times.

Good segmentation and focusing on customers help the salon serve many kinds of clients well. 

[bookmark: _Toc202724498]Juran’s Trilogy
Juran’s Trilogy includes three key parts. Quality planning, quality control, and quality improvement, which help businesses deliver great service consistently. For the salon, quality planning means understanding what customers need and creating processes to meet those needs well (Juran & Godfrey, 1999). This includes giving each client a personalised consultation, providing flexible services for different hair types and schedules, and providing regular staff training on skills and handling diverse clients. These steps make sure the salon’s services match what customers expect, which is the main goal of quality according to Juran.
[bookmark: _Toc202724499]Quality Control Mechanisms
Quality control means checking that the salon’s services meet the set quality standards. This is done by collecting client feedback through surveys and casual comments, which are reviewed every week. Senior stylists also check some treatments to make sure they are done consistently and fix any problems. Additionally, the salon regularly updates client information in the CRM system to avoid mistakes like using treatments clients are allergic to. These steps help catch issues early and keep service quality high, following Juran’s advice to focus on preventing problems rather than fixing them later.
[bookmark: _Toc202724500]Quality Improvement
The salon works on improving its quality all the time by holding monthly team meetings where staff talk about feedback, client trends, and complaints, then work together to find solutions. They also keep up with social and seasonal trends, like offering popular hairstyles from Instagram/TikTok. Sometimes, the salon tests new products with loyal clients to get their opinions before using them more widely. These actions follow Juran’s idea that quality improvement should be ongoing and planned, not just fixing problems when they happen.

[bookmark: _Toc202724501]Benefits of Applying Juran’s Trilogy
Using Juran’s Trilogy helps the salon in several ways. First, better quality and consistency make clients more likely to come back, shown by increase in rebooking rates. Second, staff feel more involved and motivated because they take part in quality discussions. Finally, the salon stands out from competitors by having a clear system for quality, not just relying on talent alone.

[bookmark: _Toc202724502]Summary
Juran’s Trilogy is a strong model that helps the salon include quality in both daily work and big decisions. By always planning, checking, and improving with the customer in mind, the salon builds loyalty, avoids mistakes, and makes clients happier.

[bookmark: _Toc202724503]SWOT Analysis of the Salon’s CRM and Quality 

A SWOT (Strengths, Weaknesses, Opportunities, Threats) analysis provides a strategic snapshot of the salon’s CRM and quality management approach.

Strengths
· Strong Client Relationships: Personalisation, loyalty schemes, and CRM tools help keep loyal clients.
· Effective Use of Social Media: Active Instagram engagement drive new clients at low cost.
· Quality Framework: Juran’s Trilogy is reflected in consistent quality, feedback, and improvement.
· Diverse and Inclusive Services: Tailoring services for different hair textures, genders, and lifestyles strengthens brand trust and access.

Weaknesses
· Over Reliant on Manual CRM Updates: Despite using a digital system, stylists must remember to update client notes, which may lead to inconsistencies.
· Limited Data Analytics Usage: The salon collects rich data but lacks advanced analytics to predict churn or identify dormant clients.
· Staff Capacity: At peak times, the focus on personalisation may decrease due to time pressure, leading to rushed consultations.



Opportunities

· Automatic CRM: Implementing automated recommendations (e.g based on client history) could enhance personalisation and increase revenue.
· Service Diversification: Introducing additional services (e.g lash lifts, wellness packages) could attract new segments.
· Partnerships: Collaboration with local influencers or skincare brands could expand reach and client offerings.

Threats

· Competition: New salons opening nearby.
· Economic Uncertainty: Cost-of-living pressures in the UK may lead clients to reduce spending on beauty treatments (BBC, 2023).

[bookmark: _Toc202724504]Summary
Based on an evaluation of the salon’s customer journey, CRM, and quality systems using Juran’s Trilogy, a few simple steps can help boost client value and loyalty. First, the salon could improve its CRM by adding smart tools that suggest treatments based on past visits or trends, send automatic rebooking reminders, and track client data through dashboards, supporting Juran’s idea of ongoing quality improvement. Second, creating a loyalty programme with Bronze, Silver, and Gold levels offering rewards like discounts or priority bookings would encourage repeat visits, in line with Juran’s focus on planning for long-term quality. Lastly, setting up a proper feedback system with regular surveys, staff reports, and visual displays of trends would help catch problems early, supporting Juran’s quality control. Together, these actions would make the salon more efficient, client-focused, and competitive.
[bookmark: _Toc202724505]Conclusion
This report looked at the full customer journey of a UK-based hair and beauty salon, using Juran’s Quality Trilogy and CRM (Customer Relationship Management) principles. From attracting new clients to keeping them loyal, the salon uses tools like social media, referrals, and personalised service to build strong relationships.
Key findings show that customer value is created by offering personalised treatments, emotional connection, and consistent service matching Juran’s idea of “fitness for use” (Juran, 1988). By tracking both direct value (like bookings and spending) and indirect value (like referrals and reviews), the salon can better understand client behaviour and improve loyalty programmes and marketing. Segmenting clients by age, habits, or preferences helps the salon tailor its services and communication to suit each group. Juran’s Trilogy which is planning, control, and improvement offers a solid framework for keeping quality at the centre of everything the salon does.
A SWOT analysis showed opportunities to grow by automating CRM tools, improving data use, boosting privacy policies, and building local partnerships.
In summary, while the salon is already strong in building client loyalty and delivering quality, it could benefit from better CRM systems, a structured loyalty programme, and smarter use of data. To ensure data protection compliance, the salon must establish clear consent procedures, ensure encrypted data storage, and regularly train staff on secure data handling practices (ICO, 2023). By continuing to align services with client needs following both CRM strategies and Juran’s quality model the salon can stay ahead in a competitive and fast-changing industry.
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