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[bookmark: _Toc235905168]1.0 Introduction 
This report critically analyses the customer relationship management (CRM) practices of a premium hair salon and evaluates how customer lifecycle management, quality processes and customer-focused strategies influence customer value, customer loyalty and long-term business performance. As competition within the UK hair and beauty industry continues to increase, organisations must differentiate themselves by delivering exceptional customer experiences throughout every stage of the customer journey.
The report examines the complete customer lifecycle, beginning with customer acquisition and progressing through onboarding, service delivery, retention, advocacy and relationship development. Academic theories relating to relationship marketing, customer lifetime value (CLV), customer centrality and service quality are critically evaluated to demonstrate how CRM contributes towards sustainable competitive advantage.
Customer segmentation techniques are analysed alongside direct and indirect customer value metrics to demonstrate how personalised services improve customer satisfaction and increase profitability. The report also evaluates the organisation's quality management processes using recognised models including SERVQUAL, Total Quality Management (TQM), Deming's Plan-Do-Check-Act (PDCA) Cycle and the Kano Model. These frameworks are critically assessed to determine their effectiveness in managing customer expectations and continuously improving service quality.
The report concludes that customer-centric organisations that integrate effective CRM systems with robust quality management processes are more likely to achieve high customer retention, positive online reputation, increased customer lifetime value and sustainable business growth. Recommendations are provided to enhance customer engagement through digital technologies, employee development, service personalisation and continuous quality improvement.
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The organisation considered within this report is an independent premium hair salon providing luxury hairdressing services including cutting, colouring, styling, specialist treatments and retail haircare products. The salon differentiates itself through exceptional customer service, personalised consultations and the delivery of high-quality professional services.
Unlike budget salons competing primarily on price, premium salons compete through customer experience, staff expertise and relationship development. Customers typically expect longer consultation times, premium products, expert advice and continuity of stylist. Consequently, maintaining long-term customer relationships becomes considerably more valuable than acquiring high volumes of one-time customers.
The salon utilises digital appointment booking software, enabling customers to book appointments online, receive reminders and leave reviews following each visit. Social media platforms such as Instagram and Facebook are also utilised as marketing channels to showcase completed work, promote new services and communicate with prospective clients.
This integrated approach allows customer information to be collected at multiple touchpoints throughout the customer journey, creating opportunities for personalised communication and improved relationship management.
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Customer Relationship Management refers to the strategies, technologies and organisational processes used to attract, develop and retain profitable customer relationships (Payne & Frow, 2017).
CRM extends far beyond software systems; instead, it represents a customer-centric philosophy embedded throughout organisational culture. Successful CRM enables organisations to understand customer needs, predict future behaviour and create personalised experiences that strengthen long-term relationships.
Within a premium hair salon, CRM begins before the customer enters the premises. Potential clients often discover the salon through online reviews, social media content, recommendations or local advertising. Their first interaction may involve browsing the salon's website, viewing stylist portfolios or booking appointments online.
Each interaction contributes towards customer perceptions of quality.
Payne and Frow (2017) argue that effective CRM integrates people, technology and business processes to maximise customer value. This integration is particularly important within premium service industries where emotional engagement significantly influences purchasing decisions.
However, implementing CRM successfully presents challenges. Collecting customer data does not automatically generate customer loyalty. Instead, businesses must transform customer information into meaningful insights that enhance service quality. Failure to personalise communications or respond appropriately to customer preferences can reduce perceived value and weaken relationships.
Consequently, CRM should be viewed as a strategic capability rather than simply a technological solution.

[bookmark: _Toc235905171]3.1 Customer Lifecycle Analysis
Understanding the customer lifecycle enables organisations to manage relationships systematically from initial awareness through to long-term advocacy. Lemon and Verhoef (2016) suggest that each stage of the customer journey contributes towards overall customer experience and influences future purchasing behaviour.
Rather than viewing customer interactions independently, organisations should recognise that every stage influences subsequent behaviour.
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Customer acquisition represents the first stage of the lifecycle and focuses upon attracting potential customers.
Within the premium salon, acquisition activities include:
· Instagram and Facebook marketing 
· Google Business profile optimisation 
· Positive online reviews 
· Referral incentives 
· Local partnerships 
· Word-of-mouth recommendations 
· Professional branding 
Digital marketing has transformed customer acquisition within the hair industry. Prospective clients frequently evaluate salons by reviewing social media portfolios before booking appointments.
This shift reflects the increasing importance of visual evidence and electronic word-of-mouth.
However, acquisition strategies should prioritise attracting suitable customers rather than maximising customer numbers. Premium salons rely upon clients who value expertise and personalised experiences rather than discounted pricing. Excessive promotional discounts may attract price-sensitive customers who demonstrate lower loyalty and reduced lifetime value.
Therefore, customer acquisition strategies should align with organisational positioning.
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Following acquisition, onboarding establishes initial customer expectations.
During the first appointment the salon conducts detailed consultations exploring:
· Hair history 
· Lifestyle 
· Previous treatments 
· Desired outcomes 
· Maintenance requirements 
· Product recommendations 
This consultation stage represents a critical "moment of truth" (Carlzon, 1987), during which customer expectations are either reinforced or weakened.
Effective consultations reduce misunderstandings, improve customer confidence and establish trust between stylist and customer.
Expectation Confirmation Theory (Oliver, 1980) suggests that satisfaction depends upon whether perceived performance exceeds initial expectations. Therefore, realistic consultation discussions remain essential.
Premium salons should avoid over-promising results that cannot realistically be achieved.
Failure during onboarding often results in dissatisfaction despite technically competent service delivery.
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Customer engagement represents the ongoing interactions between the organisation and its customers throughout their relationship. Unlike traditional transactional marketing, engagement focuses on developing emotional connections that encourage customers to interact with the brand beyond individual purchases (Brodie et al., 2013). For a premium hair salon, engagement is achieved by creating personalised experiences that make customers feel valued and understood.
Customer engagement begins during the appointment but extends beyond the salon visit through digital communication, social media interaction and personalised follow-up messages. The salon maintains engagement by sending appointment reminders, seasonal promotions, birthday offers and haircare advice through email and SMS. Social media platforms, particularly Instagram and Facebook, allow stylists to showcase their work while encouraging customers to interact by liking, commenting and sharing content.
The integration of customer data enables stylists to remember previous services, colour formulas, product preferences and personal details discussed during consultations. Such personalisation contributes to relationship development and enhances customer satisfaction because customers perceive that the salon genuinely understands their individual needs.
However, organisations must carefully balance engagement with privacy concerns. Excessive marketing communications may lead to customer fatigue and increase unsubscribe rates. Furthermore, organisations must comply with the UK General Data Protection Regulation (UK GDPR), ensuring customer information is collected, stored and processed ethically. Consequently, effective customer engagement requires strategic communication that delivers genuine value rather than excessive promotional messaging.
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Customer retention is widely recognised as more cost-effective than customer acquisition. Reichheld and Sasser (1990) argue that increasing customer retention by only 5% can significantly improve organisational profitability due to repeat purchases, reduced marketing costs and increased customer lifetime value.
Within a premium hair salon, retention strategies focus upon delivering consistently high-quality experiences that encourage repeat appointments. These strategies include:
· Consistent service quality 
· Personalised consultations 
· Stylist continuity 
· Loyalty reward programmes 
· Digital appointment reminders 
· Follow-up customer care 
· Product recommendations 
· Excellent complaint handling 
One of the most important retention factors is trust between the stylist and customer. Hairdressing involves a high degree of perceived risk because unsuccessful treatments may significantly affect personal appearance and confidence. Consequently, customers often remain loyal to stylists who consistently meet or exceed expectations.
However, customer retention should not be viewed solely through repeat booking statistics. Customers may continue visiting despite declining satisfaction due to convenience or lack of alternatives. Therefore, organisations should measure retention alongside customer satisfaction surveys, Net Promoter Scores (NPS) and online review sentiment to gain a more comprehensive understanding of relationship quality.
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Customer loyalty develops when customers repeatedly choose the same organisation despite the availability of competing alternatives. Oliver (1999) distinguishes between behavioural loyalty, where customers repeatedly purchase services, and attitudinal loyalty, where emotional attachment influences future purchasing decisions.
Premium hair salons should seek to develop both forms of loyalty. Behavioural loyalty increases appointment frequency, while attitudinal loyalty encourages customers to recommend the salon to friends and family.
Loyal customers typically demonstrate several characteristics:
· Higher spending per visit 
· Greater willingness to purchase retail products 
· Lower sensitivity to price increases 
· Greater tolerance of occasional service failures 
· Increased likelihood of recommending the salon 
Relationship Marketing Theory suggests that loyalty develops through trust, commitment and mutual value creation rather than price competition alone (Grönroos, 2017). Consequently, premium salons should invest in relationship building rather than relying on discounts to encourage repeat business.
Despite these advantages, organisations should avoid assuming loyalty is permanent. Consumer expectations continually evolve, and competitors frequently introduce innovative services, technologies and pricing strategies. Therefore, customer loyalty requires continuous investment through service innovation and quality improvement.
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Customer advocacy represents the final stage of the customer lifecycle, where satisfied customers actively promote the organisation through positive word-of-mouth recommendations and online reviews.
In service industries, recommendations from trusted individuals often carry greater credibility than organisational advertising (Kotler et al., 2022). Premium salons particularly benefit from advocacy because prospective customers frequently seek reassurance before booking colour services or significant style changes.
Advocacy generates substantial business benefits including:
· Reduced marketing expenditure 
· Increased customer acquisition 
· Enhanced organisational reputation 
· Higher customer trust 
· Improved online visibility 
· Sustainable competitive advantage 
The salon encourages advocacy by requesting online reviews following appointments and creating shareable social media content showcasing completed hairstyles. Referral programmes further incentivise existing customers to introduce new clients.
However, organisations cannot directly control customer advocacy. Positive recommendations emerge naturally from consistently excellent customer experiences rather than marketing campaigns alone. Therefore, quality service delivery remains the most effective strategy for generating customer advocacy.
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Customer centrality refers to placing customer needs at the centre of organisational decision-making. Shah et al. (2006) argue that customer-centric organisations outperform product-focused organisations because they align business processes around customer value creation.
Within the premium salon, customer centrality influences numerous operational decisions, including:
· Appointment scheduling 
· Staff training 
· Service design 
· Product selection 
· Consultation procedures 
· Complaint handling 
· Pricing strategies 
Rather than designing services based solely on operational efficiency, customer-centric organisations seek to understand customer expectations before developing service processes.
For example, extending consultation appointments may reduce the number of daily bookings but improve customer satisfaction, increase treatment acceptance and strengthen long-term relationships. Similarly, offering refreshments, relaxing surroundings and complimentary consultations enhances the overall customer experience despite increasing operating costs.
Critically, customer centrality requires organisational culture to support customer-focused behaviour. Employees should be empowered to resolve customer issues without unnecessary managerial approval. This responsiveness demonstrates commitment to customer satisfaction and strengthens organisational reputation.
Nevertheless, complete customer centrality presents practical challenges. Organisations must balance customer expectations with commercial viability. Excessive customisation may increase costs and reduce operational efficiency. Therefore, management must identify an appropriate balance between customer satisfaction and business profitability.
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Customer segmentation involves dividing customers into groups with similar characteristics to enable targeted marketing and personalised service delivery (Kotler et al., 2022).
Effective segmentation improves marketing efficiency while enhancing customer satisfaction through relevant communication and tailored services.
The premium hair salon segments customers using several approaches.
Demographic Segmentation
Customers may be segmented according to:
· Age 
· Gender 
· Occupation 
· Income 
· Family status 
These characteristics influence service preferences and purchasing behaviour.

Behavioural Segmentation
Behavioural segmentation focuses upon customer actions, including:
· Appointment frequency 
· Average spend 
· Retail purchases 
· Loyalty programme participation 
· Online engagement 
Behavioural data often provides greater predictive value than demographic information because it reflects actual purchasing behaviour.
Psychographic Segmentation
Psychographic segmentation considers customer lifestyles, personalities and values.
Premium salon customers frequently prioritise:
· Luxury experiences 
· Professional appearance 
· Personal wellbeing 
· Self-confidence 
· Convenience 
Understanding these motivations enables the salon to design services that align with customer expectations.

RFM Analysis
One particularly effective segmentation technique is RFM Analysis, which evaluates customers according to:
· Recency – How recently the customer visited 
· Frequency – How often they visit 
· Monetary Value – How much they spend 
High RFM customers represent the organisation's most valuable clients because they visit regularly and generate significant revenue.
The salon can utilise CRM software to identify these customers and provide personalised rewards, exclusive promotions and priority booking opportunities.
However, organisations should avoid focusing exclusively on existing high-value customers. Emerging customer segments may demonstrate significant future lifetime value if relationships are effectively developed.
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Understanding customer value is fundamental to Customer Relationship Management (CRM), as organisations must identify not only the immediate financial contribution of customers but also the long-term value they generate through repeat business, referrals and brand advocacy. Customer value metrics enable organisations to evaluate the effectiveness of CRM strategies and make informed decisions regarding marketing investment, customer retention and service improvements (Payne & Frow, 2017).
Customer value can be measured using both direct and indirect metrics.

 Direct Customer Value Metrics
Direct customer value metrics measure the immediate financial contribution customers make to the organisation.
Customer Lifetime Value (CLV)
Customer Lifetime Value (CLV) estimates the total revenue a customer is expected to generate throughout their relationship with the organisation (Kotler et al., 2022). Within a premium hair salon, CLV is particularly important because customers typically return every six to eight weeks for maintenance appointments, colouring services and retail product purchases.
For example, a customer spending £120 every eight weeks, purchasing professional haircare products twice yearly and remaining loyal for five years generates significantly greater value than a customer who visits once for a discounted haircut.
Understanding CLV enables the salon to justify investment in personalised consultations, loyalty programmes and CRM software. Although these initiatives increase short-term costs, they enhance long-term profitability by strengthening customer relationships.
However, CLV models rely upon assumptions regarding customer behaviour and retention rates. Changes in personal circumstances, competition or economic conditions may reduce their predictive accuracy. Therefore, CLV should be used alongside other customer performance measures rather than in isolation.
Average Transaction Value (ATV)
Average Transaction Value measures the average amount spent during each customer visit. Premium salons seek to increase ATV through:
· Specialist colouring services 
· Luxury treatments 
· Premium retail products 
· Haircare packages 
Increasing ATV contributes directly to organisational profitability without necessarily increasing customer numbers.
Nevertheless, excessive attempts to upsell products may damage customer trust if recommendations are perceived as sales-focused rather than genuinely beneficial. Ethical selling should therefore remain central to premium service delivery.
Customer Retention Rate
Customer Retention Rate measures the percentage of customers who continue purchasing services over a specified period.
High retention rates generally indicate:
· Strong customer satisfaction 
· Consistent service quality 
· Effective CRM 
· Positive customer relationships 
As acquiring new customers typically costs considerably more than retaining existing customers, retention represents one of the most valuable organisational performance indicators (Reichheld & Sasser, 1990).

 Indirect Customer Value Metrics
Indirect metrics evaluate customer behaviours that contribute to organisational success without directly generating immediate revenue.
Net Promoter Score (NPS)
Net Promoter Score measures customers' willingness to recommend an organisation to others using the question:
"How likely are you to recommend our salon to a friend or colleague?"
Responses categorise customers as:
· Promoters (9–10) 
· Passives (7–8) 
· Detractors (0–6) 
High NPS scores indicate strong customer loyalty and increased likelihood of positive word-of-mouth marketing.
Within premium hair salons, recommendations significantly influence customer acquisition because prospective clients often seek reassurance before booking high-value treatments.
Despite its widespread popularity, NPS has limitations. Customer willingness to recommend does not always translate into actual referrals, and cultural differences may influence scoring behaviour. Consequently, NPS should complement rather than replace broader customer satisfaction measures.
Online Reviews
Online reviews have become increasingly influential within the service sector. Google Reviews, Facebook ratings and specialist salon platforms significantly affect consumer purchasing decisions.
Positive reviews enhance:
· Trust 
· Credibility 
· Search engine visibility 
· Customer acquisition 
Conversely, negative reviews may rapidly damage organisational reputation if complaints remain unresolved.
Premium salons should actively monitor online reviews and respond professionally to both positive and negative feedback, demonstrating commitment to continuous improvement.
Social Media Engagement
Engagement metrics including likes, comments, shares and saved posts provide indirect evidence of customer interest and brand awareness.
Although these metrics do not directly measure profitability, they indicate customer engagement and contribute towards future customer acquisition through increased online visibility.
However, management should avoid prioritising vanity metrics over meaningful business outcomes. High social media engagement does not necessarily translate into increased bookings or customer loyalty.

Quality Management Processes
Service quality represents one of the most significant determinants of customer satisfaction within premium service organisations. Unlike manufacturing industries, where quality can often be objectively measured, service quality is highly subjective because customers evaluate both technical outcomes and interpersonal experiences (Parasuraman, Zeithaml & Berry, 1988).
Consequently, premium salons require robust quality management systems to ensure consistency while continuously improving customer experiences.
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The SERVQUAL model identifies five dimensions through which customers evaluate service quality.
Tangibles
Customers assess the salon's physical appearance including:
· Cleanliness 
· Interior design 
· Professional equipment 
· Staff presentation 
· Product displays 
Luxury surroundings reinforce perceptions of premium quality before the service even begins.
Reliability
Reliability concerns delivering promised services consistently and accurately.
Examples include:
· Starting appointments on time 
· Achieving desired hair colour 
· Maintaining appointment records 
· Providing consistent standards across all stylists 
Reliability builds customer confidence and strengthens long-term relationships.
Responsiveness
Responsiveness refers to employees' willingness to assist customers promptly.
Examples include:
· Answering enquiries quickly 
· Managing appointment changes efficiently 
· Resolving complaints professionally 
· Offering flexible scheduling 
Customers increasingly expect immediate responses through digital communication channels.

Assurance
Assurance reflects customer confidence in employee competence.
Hair salons build assurance through:
· Professional qualifications 
· Continuous staff training 
· Expert consultations 
· Product knowledge 
Customers are more likely to accept premium pricing when they trust stylist expertise.
Empathy
Empathy involves understanding individual customer needs and providing personalised care.
Examples include:
· Remembering customer preferences 
· Tailoring consultations 
· Considering lifestyle requirements 
· Demonstrating genuine interest 
Empathy frequently differentiates premium salons from lower-cost competitors.

[bookmark: _Toc235905182]5.1 Critical Evaluation of SERVQUAL
SERVQUAL provides an effective framework for evaluating service quality. However, critics argue that customer expectations continually evolve, making consistent measurement challenging. Furthermore, perceptions differ significantly between customers, meaning identical services may receive contrasting evaluations.
Therefore, SERVQUAL should be integrated with broader customer feedback systems rather than used independently.
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Total Quality Management represents an organisation-wide philosophy focused upon continuous improvement, customer satisfaction and employee involvement (Deming, 1986).
Within the premium salon, TQM encourages every employee to accept responsibility for service quality rather than relying solely upon management oversight.
Examples include:
· Continuous staff training 
· Regular customer feedback 
· Team meetings 
· Standardised consultation procedures 
· Monitoring service consistency 
One significant advantage of TQM is the development of a quality-focused organisational culture. Employees become actively engaged in identifying improvement opportunities rather than merely following prescribed procedures.
However, implementing TQM requires sustained managerial commitment and significant employee engagement. Without effective leadership, continuous improvement initiatives may gradually lose momentum.











[bookmark: _Toc235905184]7.0  PDCA Cycle (Plan–Do–Check–Act)
Deming's PDCA Cycle provides a structured framework for continuous improvement.
Plan
Identify service improvement opportunities using customer feedback, complaints and performance data.
Do
Implement improvements on a small scale.
For example:
· Revised consultation forms 
· New appointment reminder systems 
· Additional stylist training 
Check
Evaluate outcomes using:
· Customer satisfaction surveys 
· Online reviews 
· Retention rates 
· Staff feedback 
Act
Successful improvements become permanent organisational practices, while unsuccessful initiatives are revised before further implementation.
The PDCA cycle encourages evidence-based decision making rather than relying upon assumptions.
However, successful implementation depends upon effective performance measurement and organisational commitment to continuous improvement.
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The Kano Model categorises customer requirements according to their influence upon satisfaction.
Basic Needs
Customers expect:
· Clean premises 
· Professional hygiene 
· Competent haircuts 
· Safe treatments 
Failure to meet these expectations results in dissatisfaction.
Performance Needs
Customer satisfaction increases proportionately with service performance.
Examples include:
· Colour accuracy 
· Appointment punctuality 
· Consultation quality 
· Technical expertise 
Excitement Factors
Unexpected features that delight customers include:
· Complimentary refreshments 
· Luxury scalp massages 
· Personalised follow-up messages 
· Birthday gifts 
· Exclusive loyalty rewards 
Although customers may not expect these features, they significantly enhance overall satisfaction and differentiate premium salons from competitors.
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Managing customer expectations is one of the most important aspects of Customer Relationship Management (CRM) within the premium hairdressing industry. Customer expectations are shaped by previous experiences, online reviews, social media, recommendations from family and friends, advertising and interactions with salon staff. Satisfaction occurs when the service received meets or exceeds these expectations, whereas dissatisfaction arises when expectations are not fulfilled (Oliver, 1980).
Expectation Confirmation Theory (ECT) suggests that customer satisfaction is determined by the comparison between expected performance and perceived performance (Oliver, 1980). Therefore, premium salons should avoid making unrealistic promises regarding colour transformations or treatment outcomes during consultations. Instead, stylists should communicate honestly about what can be achieved while considering hair condition, previous chemical treatments and maintenance requirements.
The consultation process is therefore one of the most critical stages in managing customer expectations. A thorough consultation enables the stylist to understand the customer's desired outcome while also educating them about realistic results, maintenance requirements, pricing and treatment times. This transparency helps reduce misunderstandings and increases customer confidence.
Technology also plays a significant role in expectation management. Digital booking systems can provide appointment confirmations, pricing information, estimated treatment durations and aftercare advice. Following appointments, personalised follow-up messages allow customers to ask questions and provide feedback, reinforcing the organisation's commitment to customer care.
However, organisations should recognise that customer expectations continually evolve. Social media platforms frequently expose customers to highly edited images and celebrity hairstyles that may be unrealistic or unsuitable. Stylists must therefore balance customer aspirations with professional advice and ethical practice. While refusing an unsuitable treatment may risk disappointing a customer in the short term, it ultimately protects both the customer's hair and the salon's professional reputation.
Consequently, managing customer expectations requires effective communication, technical expertise and honesty throughout every stage of the customer journey.
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The analysis demonstrates that the premium hair salon has developed several effective CRM practices that support long-term relationship development and customer satisfaction. The organisation places considerable emphasis on personalised consultations, continuity of stylist, digital appointment booking and delivering consistently high standards of customer service. These activities align with the principles of Relationship Marketing Theory, which argues that sustainable competitive advantage is achieved through long-term customer relationships rather than short-term transactional exchanges (Grönroos, 2017).
A major strength of the salon is its customer-centric approach. Customer information is used to personalise consultations, recommend suitable products and tailor future appointments. Such personalisation enhances perceived value and encourages repeat business. The salon also benefits from positive word-of-mouth recommendations and online reviews, reducing reliance on expensive traditional marketing campaigns.
The organisation's quality management processes further strengthen customer relationships. The application of SERVQUAL dimensions demonstrates commitment to reliability, empathy and assurance, all of which significantly influence customer satisfaction in professional service environments. Continuous staff development also supports technical competence and service consistency, reducing the likelihood of service failures.
Despite these strengths, several weaknesses remain.
Firstly, customer data could be utilised more strategically. While appointment systems store customer information, there is limited evidence that advanced customer analytics are used to predict purchasing behaviour or identify customers at risk of leaving the business. Implementing predictive CRM could enable proactive customer retention strategies.
Secondly, although online reviews provide valuable customer feedback, relying exclusively on public review platforms may not provide sufficiently detailed insights into service quality. Structured customer satisfaction surveys and post-appointment questionnaires could generate richer information regarding consultation quality, communication, pricing perceptions and overall customer experience.
Another challenge concerns employee consistency. Premium salons often employ multiple stylists with differing levels of experience and technical ability. Variations in service quality may influence customer perceptions and reduce overall consistency. Standardised consultation procedures and continuous professional development can reduce this variability.
The salon also faces increasing competition from independent stylists, mobile hairdressers and franchise salons offering lower prices. Competing solely through service quality requires continuous innovation, investment in employee training and exceptional customer experiences.
From a strategic perspective, customer loyalty should not be assumed to be permanent. Changes in customer lifestyle, financial circumstances or competitor offerings may influence future purchasing behaviour. Consequently, CRM strategies require continual review and adaptation to maintain competitive advantage.
Overall, the salon demonstrates effective relationship management practices but would benefit from greater use of customer analytics, structured feedback mechanisms and evidence-based decision making.
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Based on the analysis undertaken throughout this report, the following recommendations are proposed.
Recommendation 1: Enhance CRM Analytics
The salon should invest in more sophisticated CRM reporting to identify customer booking patterns, average spend, treatment frequency and potential customer attrition. Predictive analytics would enable targeted retention campaigns before customers disengage.
Recommendation 2: Introduce Structured Customer Satisfaction Surveys
Rather than relying solely on online reviews, customers should receive short post-appointment surveys measuring consultation quality, service satisfaction, staff professionalism and overall experience. This would generate actionable data for continuous improvement.
Recommendation 3: Develop a Tiered Loyalty Programme
A structured loyalty programme rewarding repeat visits, retail purchases and customer referrals would increase customer retention while encouraging greater customer lifetime value.
Recommendation 4: Increase Staff Training
Continuous professional development should include both technical skills and customer service competencies. Training in communication, emotional intelligence and complaint handling would further strengthen customer relationships.
Recommendation 5: Strengthen Digital Engagement
The salon should develop more personalised digital marketing campaigns based on customer preferences, previous services and seasonal treatment recommendations. Personalised communication is more likely to increase engagement than generic promotional messaging.
Recommendation 6: Expand Customer Segmentation
Customer segmentation should extend beyond demographic characteristics to include behavioural and psychographic variables. This would allow marketing activities to become increasingly personalised and relevant.
Recommendation 7: Regularly Measure Net Promoter Score (NPS)
Tracking NPS quarterly would provide valuable insight into customer loyalty and identify opportunities to improve advocacy and referral rates.
Recommendation 8: Continue Continuous Quality Improvement
The salon should formally implement Deming's PDCA Cycle as part of routine management practice. Regular review meetings should evaluate customer feedback, operational performance and improvement initiatives.
Recommendation 9: Strengthen Complaint Resolution Procedures
Complaints should be viewed as opportunities for organisational learning. Clear complaint handling procedures should ensure customers receive prompt responses and appropriate resolutions while enabling recurring issues to be identified.
Recommendation 10: Invest in Employee Wellbeing
Employee satisfaction significantly influences customer experience within service industries. Investing in staff wellbeing, recognition programmes and career development is likely to improve employee engagement, reduce turnover and enhance service quality.
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This report critically analysed the customer lifecycle of a premium hair salon through the application of Customer Relationship Management (CRM), customer value theory and quality management principles. The analysis demonstrated that customer relationships extend considerably beyond individual transactions and require strategic management throughout every stage of the customer lifecycle.
Effective customer acquisition, personalised consultations, relationship development, customer retention and advocacy collectively contribute towards increased customer lifetime value and sustainable competitive advantage. Relationship Marketing Theory supports the view that long-term customer relationships are considerably more valuable than short-term transactional sales.
The report also demonstrated that customer centrality should underpin organisational strategy. By placing customer needs at the centre of operational decision-making, premium salons can create differentiated customer experiences that strengthen loyalty and enhance organisational performance.
Quality management frameworks including SERVQUAL, Total Quality Management, Deming's PDCA Cycle and the Kano Model provide valuable mechanisms for evaluating and continuously improving service quality. However, successful implementation depends upon organisational culture, employee engagement and effective leadership.
Critically, customer expectations continue to evolve due to technological developments, social media influence and increasing competition within the hairdressing industry. Consequently, premium salons must continually innovate, monitor customer feedback and adapt CRM strategies to maintain competitive advantage.
Overall, the report concludes that integrating customer-centric CRM practices with robust quality management processes enables premium hair salons to maximise customer value, improve loyalty, strengthen organisational reputation and achieve long-term commercial success.
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