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[bookmark: _Toc1798168074]Introduction
This report addresses and analyse the importance of customer relationship management with examples based on the business Tanya Regan Coaching which is a self-employment business where the owner offers spiritual services and coaching.
[bookmark: _Toc219990181]The purpose and history of customer relationships 
When running or starting any business- customer relationships are a vital part of the business. The relationship between the business and the customer can be described at the backbone of a business success. The result of the relationship dictates the customer experience and the likelihood of future transactions. (Qualtrics, 2023)

[bookmark: _Toc1833375470]The evolution of business- customer relationships 
The relationships between the business and customer has been studied by many, the below history breakdown of the relationship is taken from the journal by Jagdish N Sheth and Atul Parvatiyar and it demonstrates the evolution of the customer experience (Sheth & Parvatiyar, 1995)

Pre-Industrial Era (Before Mass Production)
· Relationships were the only way of building a business. Most business was local, small and there was little competition from big brands. For example, butchers, newsagents, milkmen or salons. Customers and business owners alike were often known personally.
· Direct relationships between customers and businesses-built trust and loyalty.
· Sales and interactions were in often in person, and the business often maintained long-term connections with the customer even through generations.
Industrial Revolution (Mid-18th to 19th Century)
· With mass production and distribution, customer relationships become more transactional
· Companies' priorities changes from small and local to volume and efficiency creating mass markets.
· Personal relationships started to disappear as businesses grew and expanded and most business became suppliers to big companies or ‘middle men’.
 Post–World War II Era (1950s–1970s)
· Transactional relationships and marketing took over—emphasis on the 4Ps (Product, Price, Place, Promotion) was created.
· Relationships were not considered a central objective; success was defined by market share and volume.
Introduction of Relationship Marketing (1980s–1990s)
· As the market for majority of things became saturated and competition increased, businesses needed new ways to retain customers.
· The cost of new customers rose, so retention and loyalty became key.
· Advances in technology (databases, direct marketing, CRM software) made it easier to manage customer relationships at scale.
· Relationship marketing became a strategy, focusing on the value of long-term relationships with the customer over one-time sale
In summary the need to small business to have a good customer relationship is vital to keep and business going. With main competitors taking over a vast share of the market- small business have an opportunity to rebuild the personal side of sales for the better. 
[bookmark: _Toc2080309781]Customer relations
[bookmark: _Toc678779487] Customer life cycle
Customer life cycle is “the process of tracking the steps a consumer takes on their journey to making a purchase.” (Maza, 2020)
The process of buying a washing machine based on the  framework by  Qualtrics (Qualtrics, 2025) is a good example of how this frame work is used
· Awareness- Washing machine breaks and they need a new one. The customer first notices the brand or there is a want/ need the product. They become aware by searching, seeing ads, word of mouth or recommendations.
· Consideration- They begin evaluating options, comparing features, reviews, and pricing across brands. Majority of this consideration would be done online, however asking friends and family is also a key stage in this cycle. 
· Purchase- When ready, they complete a transaction—buying the product online or in-store.
· Retention- The brand keeps them engaged via personalized follow-ups, loyalty programs, helpful content, or customer support. For this example, delivery and installation would keep the customer engaged or fitting the machine and warranties and purchasing other items from the brand with a discount making the customer feel valued. 
· Advocacy- Loyal customers become brand promoters—leaving reviews, referring friends, or participating in referral programme. This could also include the purchase of other products within the brand.
The above frame work can also be used for Tanya Regan Coaching:
· Awareness- The customer sees the business page or decides they want the service  or hear about the services from someone else
· Consideration- They look further into the company this can include reading reviews. They may price check against other similar services and ask the options of others
· Purchase- The purchase the service using the booking system.
· Retention- They have a positive experience and feel they had value for money. They book other services and will use the business in the future
· Advocacy - They tell friends and family about the positive experiences they had, they leave a positive review and purchase gift vouchers for others. For this business word of mouth plays a large part in gaining new customers as around 80% of customers are referred by someone they know. 
To further assess the customer life cycle- the RACE model (Sheth & Parvatiyar, 1995) below can be used to boost marketing potential for reach, act convert and engage. 
Reach- When considering reach- social media and online marketing would play a large part in reaching customers. Online marketing is vital according to Chalkward.com (Wolmarans, 2024) as it is cost effective, has larger reach (global), has options for add based targeting/ algorithms, and instant search results 
Act- which is where customer take the steps to buy the product/ service and decides. They click the booking link, visit the website, contact the business. Making this easy and attractive will improve the chances of the sale being completed. 
Convert- this is where the sale is processed, and figures get added to revenue/ profit.
Engage- where customers almost do some of the advertising - post on social media, word of mouth and leave positive reviews.  
Image RACE model
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In summary, understanding the customer life cycle is an important part of attracting and retaining customers.
[bookmark: _Toc517109821]Sales relationships 
When building customer relationships, sales relationships are vital to driving a successful business. New world sales (NWSales, 2024) even goes as far as stating ‘building the relationships is more important than closing the deal’ 
The relationship continuum shows the different ends of the scale for sales relationships (Open Library, 2022)
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· Transactional relationships- both parties have little to no interest in maintaining an ongoing relationship. This is usually a sale based on the best price at the time and convenience- i.e. filling up the car with fuel at the next station. 
· Functional relationships- these are relationships based on habit and contentment that needs are being met. For example, visiting the same corner shop to get milk as it's on the way home, is always reasonably priced and it reliable. If this shop was to close it would be an inconvenience to drive to a different one instead. 
· Affiliate selling relationships- this is where a level of expertise and trust is required. For example, an electrician or builder. They have the expertise in the field and the buyer needs to be able to trust their judgment and advice. 
· Strategic relationship- this is where both parties commit time and money into a project to gain profit. Both parties need to commit to make the union a success. For example, the company that makes planes needs engines- and the company that makes engines needs planes to put them in. Here both parties benefit from working together. There are often areas to this relationship outside making a sale- like training and advertising. These working relationships build over time and trust of one another. 
Something to consider is the authenticity of a company. Industry Minds (2022) evidence that being authentic as a business builds trust leading to loyal, returning customers and an increase in profits. If a customer does not trust you- they are unlikely to do business with you.
[bookmark: _Toc2048233209]Customer Value
The customer experience is based on what value is offered to them. It's about the desired value from the customer- what the customer wants and the perceived value- what they get 
Customer value is key to maintaining relationships (potentially long-term ones) with existing customers and gaining repeat business (Maza, 2020)
The customer's perceived value is based on their thoughts and feeling towards the product, what impact it has had and the customers perception of the product. For example, jeans were seen as work wear until a James Dean film featured him wearing them in 1955. Now the jeans stood for more than work wear- they represented rebellion and independence and resulted huge sales and jeans becoming a fashion trend which is still ongoing. (Mail Chimp, 2023) 
The value of the product can also change during the process- what they wanted, what they got and what use they have had for the product since purchasing. 
This experiences can be broken down within the following areas-
· Functional value- customer gives the business money, feedback, experience, and results, in return for product, advice, guidance, service and time
· Emotional- Questions such as is the customer happy? Are they likely to share their experiences with friends/ family? Do they feel better after the experience?
· Life changing- the potential for life changing result- according to the article by Simon- Lewis for Wired.com (Simon-Lewis, 2017) apple changed the use and need for a phone but making it a computer, camera and diary all in one. Statements from this article backups the life changing effects apple has had- for the good and bad.
· Social impact- does the product/ service help to connect with others? What has it added to society, has it built a community.
Facilitating the above to Tanya Regan Coaching, the customer experience and value would be
· Functional value- customer provides money for services, leaves positive reviews on social media and booking platforms- in return they receive a spiritual service, guidance or physical products such as crystals.
· Emotional- due to the nature of the service the customer will feel an emotional release, feel uplifted and more assured their situation. This business received most clients via word of mouth and therefore this section of customer value is an important one to consider. 
· Life changing- where as these services have potential to change people perspectives and outlook it could be argued the service could be life changing
· Social impact- the community of where this business sits would have a social impact connecting with likeminded individuals and other customers through the group sessions.
Whereas these examples show the importance of understanding the importance of customer value- it is worth consideration that the product value is subjective (quickonomics, 2024) 
This is demonstrated with Tanya Regan Coaching- the services are valuable to those who want them or are interested in this niche’ market - but those who are not interested would hold no value in the products or services. 
Trends and ‘fads’ can also influence value as may seem valuable at the time as they have a social value- but after the trend has expired the value of that product and the social value decline. 
A quote by Woodruff R.B (Woodruff, 1997) “A customer perceived preference for and evaluation of those products attributes, attribute performances, and consequences arising from use that facilitate (or block) achieving the customer’s goals and purposes in use situations.”

The below image shows the customer value in more details (cleverisum, 2020) breaking down each section into more details. Tanya Regan Coaching offers high emotional value using this model. It decreases anxiety, improves wellness, its classed as therapeutic. 
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The evidence behinds creating customer value suggests that this is a vital part of a successful business alongside the product value. 

[bookmark: _Toc1273726560]Customer value formula

A formula to weigh up customer value can assit in assessing the value of a product.
Customer Value = Benefits – Cost. (CV=B-C). Cost being what the customer is willing to pay and benefits are what they will get from the purchase
Benefits to the customer to consider
· Product quality- tailored services
· Advantages of ownership of the product
· Image
· Brand association
· Experience
· Sucess of product
· Access to a solution
· Long term effect 
This can be evidence using Tanya Regan Coaching- the customer pays £65 for a 1:1 spiritual service. They get an hour appointment, tailored service, guidance and help, the experience and sometimes a solution. There for the customer is getting a lot of value against the cost of the session. This can then lead to further customer value and they are more likely to purchase the higher prices services and become a regular customer. 
[bookmark: _Toc768296838]How to create and measure customer value

Making a business stand out against competitors is a vital part of a successful business (David, 2024). Considering the business Tanya Regan Coaching- driving customer value would be the niche of mindset coaching. There are plenty of other businesses that offer the spiritual services. However, this business offers mindset coaching in addition. This is advertised via social media platforms in the form of videos.
The strengths of the business are- its relatable, flexible and delivers results. The business advertises real customer feedback and experiences via statements, review and videos of clients discussing their experience. 

The target market is women who want more freedom of time and who want to invite more abundance in their life. By understanding the target audience advertising can be tailored to this market and social media content adapted to attract such clients. By attracting the correct clients and customers the likely hood of them having more value is increase alongside it being more cost effective and productive (Hubbard, 2019)
Pricing for Tanya Regan Coaching is based on the business providing a premium service not a cheap one, therefore offering a high value service for the customer.

Using the customer value formular (purchases x cost = the customer life time value) for Tanya Regan Coaching the average customer has 3 sessions per year, prices at £65 per session. 5 X £65 = £325. Each customer hold a potential value of £325 over 12 months.


[bookmark: _Toc1339535100]Customer experience 
‘A customer experience is a customer’s perception of their rational, physical, emotional, subconscious, and psychological interaction with any part of an organisation.  
These perceptions influence customer behaviours and build memories, which drive customer loyalty and thereby affect the economic value an organisation generates.’ (Shaw & Hamilton, 2015)
Understanding the customer experience is a vital part to business success according to the journal of business research (Sheth et al., 2023)
Referring to the customer experiences as CX it highlights some key advantages such as
· CX enhances customer loyalty and retention- when customers have a positive experience, they are more likely to make repeat purchases and make referrals
· CX makes the company stand out for good or bad. The customers memory of the experience will determine if they use the business again or avoid it.
· Positive CX increases sales.
Previously the main focus on the customer experience was the 4 P’s
· Product
· Price
· Place
· Promotion
The below image gives further depth to each section (EPM, 2025)
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However further research indicates ‘feeling and memories’ are what shapes the customer experience and not just the four P’s alone. Its now understood that customers
· Decide emotionally and justify rationally
· Are irrational 
· Customers’ minds can conflict with themselves
· Understand & predict customer habits and behaviors
· Only customer memories build customer loyalty (The Marketing Society, 2017)

So a different approach should be considered. Triggering a positive memory for the customer is more likely to create value. To do this understanding the ideal customer and who the business is trying to attract is important. 

Using a cycle of trigger, behavior and outcome can assist in targeting the right customers and triggering a positive memory for them

[image: ]

Trigger- what gets the customers attention, behavior- change in mind for the customer and outcome- the purchase. 

Understanding that customers emotional is the driving force behind their decision asking helps to put the focus on creating a positive memory for them. Many customers will make decisions when frustrated and angry leading to regret and blame. This can also result in them spending more money as they acted irrationally making them either buy the wrong product or buy twice. 

Three key factors to building a positive memory for customers are
· Benevolence- being friendly, kind, open and trustworthy
· Competence- being efficient at the job
· Honesty- being open and honest.

To build trust- understanding what the customer wants is a key factor, each customer/ business relationship will require different things. 

When a customer has a positive experience, they are more likely to become loyal and make repeat purchases. Focusing on efficiency, smoothness of transactions, ease of booking and communication lead to the customer having a positive experience alongside quality of the product (Kille, 2024) 
Communication is ‘touch points’ of contact- email, social media, text messages etc.

For Tanya Regan Coaching- the booking system is easy, clear and uses a well-established booking app. Customers receive touch points via confirmation text message and a follow up appointment reminder message the day before. The contact for this business is simple and easy to assess as the business can be found on all social media platforms- each with a clear contact link. In addition to this, the business contact number is readily available on all platforms. 








[bookmark: _Toc1924066924] Customer expectations
[bookmark: _Toc35512656]Loyalty schemes
According to Loyalty Lion (Woolnough-Rai, 2023) customer loyalty schemes can

· Improve retention and reduce churn. 
· Improve revenue- loyal customers spend 67% more than new ones.
· Increase CLV (customer lifetime value) Loyalty programmes provide longevity and increase average order value as loyalty members spend between 13-20% more over time than those who are not part of one
· Increase frequency of purchase- for example building loyalty rewards for free products. Coffee chains like Costa are a prime example of this being successful. 

Where it might be argued that this article is from a company which offers loyalty programmes for businesses-  statistics show 76% of consumers think that loyalty schemes are part of their relationships with a brand, 50% of customer change their spending behaviour to move up a loyalty scheme, and 83% will continue to do business with a company if they will have a loyalty scheme. (Saleh, 2016) showing the clear link between loyalty schemes and customer retention. 
[bookmark: _Toc21492907]Why does making the customer feel special matter?
An article by Linked In (Linked In, 2023) highlights some of the benefits of customer appreciation from a business perspective as it
· Makes customers happy- when they are happy they are likely to turn into repeat customers as they had a positive experience
· Builds relationships- acts of appreciation such as a personalised message breaks the ice with the customer and opens the doors of communication and encourages productive and honest feedback to better improve services.
· Shows the human side- this is especially important with online companies- no customer wants to feel like just a ‘number’ to a business, they want to be seen as human but also know there is a human on the other side.
· Gives a competitive edge- many businesses miss out on this vital part of customer value- therefore you may even attract customers away from those who miss out appreciation 
· More selling opportunities- understanding customer demand by building relationships enables a business to adapt and tailor products and the customer may even ask for recommendations for other products or services the business may offer.
· Employee wellbeing- when customers are happy and feel valued and appreciated- they are likely to be happier and as an effect be friendlier and understanding to staff- and vice versa. 
The only counter argument to having happy customers is based on receiving constructive feedback. Bill gates has been quoted saying "Your most unhappy customers are your greatest source of learning."  (Toth, 2020)
Whereas gaining feedback is an essential part of building a business- unhappy customers are unlikely to use the services again to see if improvements have been made or recommend a friend. Therefore, gaining feedback from valued, loyal and happy customers can be more beneficial for a business. 

[bookmark: _Toc2027555293]Centrality and segmentation
[bookmark: _Toc883757758]Customer centrality. 
Customer centrality is “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” (Blythe, 2009)
This is the focus on meeting the customer needs so that they in return add value to the business in the return of sales. 
The below image shows the key areas to focus on whilst keeping the customer as the focus. The areas are marketing- targeting your marketing strategies to a specific customer base, sales- purchases customers make, communication- how would you customer preferred to be contacted and what level of communication does the business maintain and follow up- calls, email, surveys etc to check customer satisfaction. 
 [image: ]

The five stages of a customer relationship according to Blythe (2009) are
1.Pre-relationship  - this is where the customer starts to look for the business / supplier. Understanding why they have made this choice is important- was its dissatisfaction with the previous one? Are they new to the market?
2.Early stage –this is where the customer is likely to make a small order to test the product. In the example of Tanya Regan Coaching, they may purchase a small, priced product like an hour 1:1 before committing to the higher prices 6-week programme.
3.Development – if the customers' expectations are met, here they would invest in further products or services. Displaying that customer centrality has taken place. A returning, customer who receives vale and adds it to the business. 
4.Long term –this is where the customer becomes regular, or the supplier becomes a regular trading relationship.
5.Final – customers become regulars and relationships become ‘the norm’. 

[bookmark: _Toc868606008]Customer segmentation

‘Customer segmentation is a marketing strategy where a business divides its customers into smaller, more manageable groups based on shared traits such as demographics, behavior, or needs.’  (Alam, 2023)

The four types of segments are
· Geographic
· Psychographic
· Demographic
· Behavioural.

Tanya Regan Coaching customer segments are
· Geographic- any location as services are offered online
· Psychographic- those who apricate and are open minded to alternative therapies
· Demographic- Women of any age over 18 (due to the nature of spiritual services)
· Behavorial- Those who are willing to make an investment in themselves. The pricing for services targets those who have flexibility with their money to invest in a high price and those who understand that a premium service offers more value than a cheaper one. 

Customers to build a relationship with are those who are active on social media and open to share their experiences. Those who are committed to their appointments- this is secure by the upfront payment required on all services. 

Customer who do not fit the segmentation are men, those who are not willing to pay the higher prices and those who are not interested in the community the business is part of. 

Targeting a specific market can help reach the right customers. There are 3 main types of targeting:

•Undifferentiated- sending the same promotional message to all.
•Concentrated design- a promotional message that suits a single specific segment.
•Differentiated design- more than one promotional message, with each communicating different benefits.

[bookmark: _Toc2066523485]Quality processes
To assess quality process the Juan model can be used (John Cunningham Wood & Wood, 2005)
[image: ]
· Quality planning- activities to adhere to the vision, mission and goals of the business
· Quality control- the checks and inspections conducted
· Quality improvement- changes made to improve and introduce new targets
· Quality management- customer, focus, leadership and continuous improvement

[bookmark: _Toc968818579]Conclusion
In conclusion the evidence shows that customer relationship management is a vital part in running a successful business.
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