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In today’s increasingly customer centric market environment, businesses regardless of size, must place a strong emphasis on understanding and effectively managing their customer lifecycle which was invented by Lewis in 1898. This report critically examines the customer relationship management (CRM) practices and quality processes within Graceful Nails and Beauty, a home-based salon operating as a sole trader business. Salesforce (2024) says “CRM stands for customer relationship management, which is a system for managing all of your company’s interactions with current and potential customers”. The aim is to provide an in depth analysis of how the business attracts, serves, and retains clients, and how it manages customer expectations to build long-term loyalty and value.
Graceful Nails and Beauty offers a range of personalised beauty treatments including manicures, pedicures, gel and BIAB nails, brow shaping, and other bespoke beauty services. As a microbusiness operating in the service industry, customer satisfaction, loyalty, and word-of-mouth marketing are crucial for sustainable success. The personal nature of the service delivery creates both opportunities and challenges in maintaining consistent quality and building strong customer relationships.
This report will explore each stage of the customer lifecycle from acquisition to loyalty, grounded in relevant academic theories and models, including the CRM Value Chain, Customer Lifetime Value (CLV), and SERVQUAL. “Tracking customer lifetime value (CLV) helps you retain existing buyers and generate loyalty that lasts into future purchases” according to Jain(2023). Whereas in short SERVQUAL is a widely accepted framework that enables businesses to systematically assess the perceived quality of their services by comparing customers' expectations with their actual experiences (Zeithaml, et al 1980’s). It will also analyse both direct and indirect customer value, customer segmentation, and the concept of customer centrality in the business's daily operations. Furthermore, the report will evaluate how quality processes, both formal and informal are implemented to enhance service delivery and manage customer expectations effectively.
The objective is to critically assess these practices in relation to academic frameworks, identifying both strengths and areas for improvement. The insights gained will inform evidence-based recommendations aimed at enhancing customer value, driving loyalty, and supporting the long-term success of Graceful Nails and Beauty.
[bookmark: _Toc203069599]Overview of Customer Lifecycle and CRM
The customer lifecycle refers to the various stages a customer goes through in their relationship with a business from initial awareness and acquisition, through to retention and loyalty or advocacy. For a personalised service business like Graceful Nails and Beauty, understanding and managing this lifecycle is essential to sustaining long-term customer relationships and generating repeat business. Customer Relationship Management (CRM) involves the strategies, tools, and processes used to manage interactions with customers throughout this lifecycle. As a sole trader, the CRM approach at Graceful Nails and Beauty is primarily informal but deeply personalised, relying on one-to-one communication, appointment tracking, loyalty incentives, and customised treatments to foster strong client relationships. The CRM Value Chain (Buttle, 2004) provides a useful theoretical lens here, highlighting key stages such as customer portfolio analysis, customer intimacy, and value creation. These are particularly relevant in a home salon context, where personalised service and trust are critical to success. By actively managing each stage of the customer journey from the initial booking to post-treatment follow-up, Graceful Nails and Beauty cultivates strong emotional engagement, increases the likelihood of repeat visits, and encourages word-of-mouth referrals, which are vital for growth in a competitive, localised service market.
[bookmark: _Toc203069600]Customer Value Metrics and Customer Centrality
In today’s competitive beauty industry, understanding customer value and maintaining a customer-centric approach is essential for small businesses like Graceful Nails and Beauty. As a home-based salon, it thrives by delivering personalised, high-quality services that meet and exceed client expectations. Central to it’s success are effective customer value metrics and a strong emphasis on customer centrality, placing the client at the heart of all business decisions.
Customer value can be classified into two key types (NHS, 2022): direct and indirect. Direct customer value refers to the immediate financial contribution a customer makes through their purchases over time. This is typically measured through metrics like Customer Lifetime Value (CLV), which estimates the total revenue a customer will generate throughout their relationship with the business. For Graceful Nails and Beauty, direct value is observed through regular bookings, service upgrades, and purchase of add-on treatments.
Indirect customer value, on the other hand, encompasses the benefits a customer brings without directly purchasing services (Kumar, 2018). This includes referrals, positive reviews, social media promotion, and word-of-mouth recommendations. In a service-oriented and trust-based industry like beauty therapy, indirect value plays a crucial role. A satisfied client at Graceful Nails and Beauty may refer friends, leave five-star reviews, or share their experiences online, all of which increase the salon’s visibility and attract new clients without added marketing expense.
To measure and enhance customer value, Graceful Nails and Beauty can rely on key performance indicators:
Customer Lifetime Value (CLV) - helps the salon estimate how much a client is worth over their time with the business. For example, if a client books a £30 manicure every three weeks for two years, their CLV could exceed £1,000. This helps prioritise efforts on retaining high-value clients through personalised services and loyalty schemes.
Net Promoter Score (NPS) - gauges client satisfaction and likelihood to recommend the salon to others. Clients are asked, “How likely are you to recommend Graceful Nails and Beauty to a friend or family member?” on a scale of 0 to 10. High scores suggest strong customer loyalty and indicate high indirect value.
Customer Retention Rate is another vital metric. For a home salon, repeat bookings are a key indicator of customer satisfaction and service consistency. A high retention rate reflects well on the salon's ability to deliver value continuously.
Customer centrality refers to placing the customer at the heart of the business strategy. At Graceful Nails and Beauty, this principle is evident in every interaction. From initial consultation to post-treatment care, the salon prioritises each client’s unique preferences, skin needs, and lifestyle. As a self-employed beauty therapist, the owner builds genuine relationships with clients, enabling trust and openness which are core elements of a customer-centric model.
This centrality is further supported by tailoring services to client feedback and preferences. For instance, if a client prefers a specific nail shape or a quiet, relaxing session, these notes are remembered and acted upon in future appointments. This level of personalisation builds emotional loyalty and strengthens customer relationships over time.
Two well-regarded service models that underpin this approach are the Kano Model (Noriaki and Kano, 1980’s) and SERVQUAL. The Kano Model classifies customer expectations into three categories: basic needs, performance needs, and delighters. For Graceful Nails and Beauty, basic needs might include cleanliness, punctuality, and safe products. Performance needs involve the quality and duration of treatments. Finally delighters are unexpected extras such as a complimentary hand massage or remembering a client’s favourite polish.
The SERVQUAL model identifies five dimensions of service quality: reliability, assurance, tangibles, empathy, and responsiveness. Graceful Nails and Beauty scores highly in these areas
· Reliability is ensured through consistent service quality.
· Assurance is built through professional knowledge and certifications.
· Tangibles refer to the cleanliness and aesthetic appeal of the home salon setup.
· Empathy is shown through personalised attention.
· Responsiveness is reflected in timely replies and flexible booking options.
Together, these models help evaluate and improve the salon’s customer service experience, reinforcing its centrality strategy.

At Graceful Nails and Beauty, customer value metrics and customer centrality play a key role in driving the success of the home-based salon. By focusing on personalised service and building strong relationships, Graceful Nails ensures high customer retention and satisfaction which are key indicators of long-term value. Repeat bookings, referrals, and client loyalty reflect the salon's customer lifetime value, while feedback and recommendations serve as informal Net Promoter Scores(NPS). With a customer-centric approach, Graceful Nails and Beauty prioritises the needs and preferences of each client, creating a tailored and welcoming experience that keeps them coming back.
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Customer segmentation and targeting play a pivotal role in the success of Graceful Nails and Beauty, a self-employed, home-based salon that offers personalised beauty treatments. In a highly competitive and relationship-driven industry, understanding and categorising clients based on shared characteristics allows the business to deliver tailored services, build stronger connections, and build long-term loyalty (PricewaterhouseCoopers, 2024). The salon effectively segments it’s customer base using a combination of demographic, behavioural, psychographic, and geographic factors. Demographically, Graceful Nails and Beauty primarily serves women aged between 25 and 55, including working professionals, stay-at-home mothers, and semi-retired individuals. These clients typically have a moderate to high disposable income and place importance on self-care, appearance, and well-being. This insight helps the salon design offerings that appeal specifically to this group, such as packages that fit into a busy schedule or treatments that promote relaxation.
Behavioural segmentation is equally significant. Graceful Nails and Beauty distinguishes between frequent, loyal customers who visit regularly and occasional clients who book services for special events or seasonal occasions. The salon collects insights into service preferences, booking patterns, and responsiveness to promotions, enabling it to provide highly relevant incentives. For instance, regular clients might benefit from loyalty rewards, complimentary add-ons, or early access to new services, while less frequent customers could be enticed with special occasion discounts or reactivation offers.
Psychographic segmentation helps the salon delve deeper into client motivations and values. Some clients are drawn to the indulgent, luxurious experience, seeking premium treatments and personal attention. Others view beauty services as practical maintenance and prefer quick, efficient treatments. By recognising these differences, the salon tailors it’s customer experience from the ambiance to consultation style to align with individual expectations, creating a sense of personalisation and care.
Geographic segmentation is also naturally built into the salon’s strategy, given its home-based model. The clientele typically resides within a 5–10 mile radius, emphasising convenience and accessibility. The therapist uses this proximity to build a community-based reputation and attract local clients through word-of-mouth and neighbourhood promotions.
This thoughtful segmentation enhances customer relationships by enabling highly personalised service delivery and communication. The business tailor’s appointment reminders, promotional messages, and service recommendations to each segment’s preferences. Younger clients might receive social media updates or text reminders, while older clients may prefer traditional communication like phone calls or appointment cards. This attention to preference not only improves engagement but also strengthens client satisfaction and loyalty.
Segmentation is also closely tied to customer lifecycle management. New clients are welcomed with introductory offers or referral incentives to encourage trial and early loyalty. Active clients are maintained with tailored experiences, while lapsed clients are re-engaged with personal outreach and targeted promotions. Understanding where a client falls within the lifecycle enables the salon to nurture each relationship appropriately, increasing both retention and revenue over time.
By aligning its segmentation strategy with customer needs, Graceful Nails and Beauty adopts a high level of client satisfaction and emotional connection. Each decision from marketing and communication to service customisation is driven by an understanding of what different client groups value most. This customer-centric approach ensures that the salon not only meets but exceeds expectations, reinforcing trust and encouraging repeat business.
Overall, effective segmentation and targeting empower Graceful Nails and Beauty to deliver a more meaningful, individualised experience. In a sector where trust and personal rapport are key, this strategy is fundamental to sustaining a loyal customer base and cultivating lasting success.
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Quality processes play a vital role in shaping customer value at Graceful Nails and Beauty, a home-based beauty therapy salon where personalised service and high standards are essential for success. Despite being a small, self-managed business, the salon adopts quality assurance practices inspired by established frameworks such as Total Quality Management (TQM) (American Society for Quality, 2024) and ISO standards (ISO, 2024), adapted to its scale and context. These processes focus on continuous improvement, customer feedback, hygiene, and safety protocols, all of which contribute to consistent service delivery and enhanced client satisfaction.
The principles of TQM are reflected in the salon’s commitment to listening to client feedback and adjusting services accordingly. The therapist regularly seeks input from customers after treatments and uses this information to improve techniques and service offerings. Hygiene and safety measures are rigorously maintained, which is crucial in a beauty environment where trust and health considerations are paramount. Although Graceful Nails and Beauty does not hold formal ISO 9001 certification, it aligns informally with many of the standard’s principles by documenting procedures, ensuring a clean environment, and monitoring service quality consistently. Attention to detail in each treatment echoes the goals of Six Sigma’s focus on minimising errors, even if not applied in a formalised way according to Hayes (2024).
These quality processes significantly enhance customer satisfaction by meeting and often exceeding client expectations. In a home salon setting, clients expect not only skilled treatments but also professionalism, cleanliness, and a welcoming atmosphere. By delivering on these expectations reliably, Graceful Nails and Beauty secures repeat business and generates positive word-of-mouth, which is crucial for growth in a local market. The salon’s strict hygiene and safety standards build client trust, reducing anxiety about treatments and encouraging clients to explore additional services or recommend the salon to others, thereby increasing both direct and indirect customer value.
However, there are challenges associated with maintaining quality assurance in a solo operation. Limited resources and time may restrict the ability to formalise quality controls or analyse feedback systematically. The therapist’s personal biases and workload can occasionally impact consistency, underscoring the need for ongoing self-discipline and dedication to customer-centric standards to mitigate these risks.
The GAP Model (Indeed Editorial Team, 2023) of Service Quality provides a valuable framework for understanding the impact of quality processes on customer satisfaction at Graceful Nails and Beauty. This model identifies key gaps that can occur in service delivery: the knowledge gap between customer expectations and management’s understanding - the policy gap between understanding and service specifications - the delivery gap between specifications and actual service - the communication gap between service delivery and external messaging and the perception gap between expected and perceived service. By actively engaging clients for feedback, maintaining clear service protocols, delivering consistent treatments, communicating transparently about services and aftercare, and exceeding expectations through personalised care, the salon effectively minimizes these gaps, leading to higher satisfaction levels.
Additionally, the SERVQUAL model further supports this analysis by focusing on five dimensions essential to service quality: reliability, assurance, tangibles, empathy, and responsiveness. Graceful Nails and Beauty excels in reliability through consistent service delivery and assurance by demonstrating professional expertise and compliance with health standards. The clean and comfortable salon environment addresses tangibles, while empathy is shown through tailored treatments and personal attention. Responsiveness is evident in flexible booking options and prompt communication. These dimensions collectively enhance the client experience and strengthen loyalty.
In conclusion, the quality assurance processes at Graceful Nails and Beauty, though adapted for a small, home-based business, are crucial for enhancing customer value. Through informal adherence to TQM principles, rigorous hygiene and safety practices, and attention to detail, the salon builds trust and satisfaction among its clientele. The application of the GAP Model and SERVQUAL framework highlights how closing service gaps and focusing on key quality dimensions translate into positive customer perceptions and loyalty. Despite the challenges inherent in a solo operation, the salon’s ongoing commitment to quality and personalised service provides a strong foundation for sustainable business success and lasting client relationships.
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Managing customer expectations and building loyalty are critical components of Graceful Nails and Beauty’s success as a home-based beauty therapy salon. Given the personal nature of beauty treatments, the salon’s ability to understand what clients expect and to consistently meet or exceed those expectations forms the foundation of lasting relationships and repeat business.
Graceful Nails and Beauty begins by actively listening to customers to understand their needs and preferences. This involves informal consultations during appointments and follow-up conversations after treatments, which provide valuable insights into client desires, comfort levels, and satisfaction. The therapist also uses this feedback to set realistic expectations around service outcomes, treatment duration, and aftercare requirements. Transparent communication plays a key role in managing expectations, ensuring clients know exactly what to anticipate, which reduces the risk of disappointment and builds trust.
One important strategy for managing expectations is personalised service. Graceful Nails and Beauty tailor’s treatments to individual clients, adapting techniques and product choices to suit different skin types, nail conditions, and lifestyle preferences. This customisation shows clients that their unique needs are recognised and valued, which enhances satisfaction and loyalty. In addition, the salon provides clear advice on maintaining results at home, ensuring clients feel supported beyond the appointment itself.
To build customer loyalty, the salon implements several engagement strategies. Loyalty programs, for instance, reward repeat clients with discounts, complimentary add-ons, or special offers on their birthdays. These incentives encourage continued patronage and foster an emotional connection with the brand. The therapist also maintains ongoing engagement through personalised communication, such as appointment reminders, thank-you messages, and updates about new services or seasonal promotions. This consistent contact helps keep the salon top of mind and reinforces the client relationship.
Graceful Nails and Beauty also leverages word-of-mouth marketing by encouraging satisfied clients to refer friends and family. Referral incentives, such as discounts on future treatments, reward both the referrer and the new client, creating a mutually beneficial loyalty cycle. This approach is particularly effective in a local, community-oriented business where personal recommendations carry significant weight.
The use of loyalty models like the Loyalty Ladder helps to conceptualise Graceful Nails and Beauty’s approach to nurturing customers. At the base are prospects who are introduced to the salon through promotions or referrals. With positive experiences, these individuals become customers, then regular customers as they return for repeat services. As loyalty deepens, some clients advance to the advocacy stage, actively recommending the salon to others. The salon’s personalised service and communication strategies aim to move clients steadily up this ladder, creating not just repeat business but also brand ambassadors.
Similarly, the Customer Pyramid model highlights the importance of focusing resources on high-value clients who contribute most to the business. Graceful Nails and Beauty identifies its loyal, frequent clients and offers them premium experiences and rewards, reinforcing their commitment. At the same time, the salon nurtures less frequent clients with targeted offers designed to increase their engagement and move them up the pyramid.
In evaluation, these strategies work well for a small, personalised business because they emphasise relationship-building over mass marketing. The salon’s hands-on approach allows it to adapt quickly to client feedback and maintain high satisfaction levels, which are essential for loyalty in the beauty sector. However, the effectiveness of these strategies depends on consistent execution and the therapist’s ability to manage time between service delivery and client engagement activities.
In conclusion, Graceful Nails and Beauty effectively manages customer expectations through clear communication and personalised service, while encouraging loyalty using tailored loyalty programs, ongoing engagement, and referral incentives. By applying loyalty models such as the Loyalty Ladder and Customer Pyramid, the salon strategically nurtures its client base, turning first-time visitors into long-term advocates. This customer-centric approach not only drives repeat business but also strengthens the salon’s reputation and competitive position within the local market.
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Graceful Nails and Beauty shows clear strengths in it’s customer management strategy, particularly through its personalised service, attentiveness to feedback, and strong client relationships. As a home-based salon, it benefits from close, direct interactions with clients, allowing the therapist to tailor treatments and communication effectively. This aligns with customer-centric theories such as the Loyalty Ladder and SERVQUAL, which emphasise reliability, empathy, and responsiveness.
One of the business’s key advantages is its ability to offer individualised care that raises trust and loyalty. Clients often move from first-time visitors to regulars and even advocate due to this personal touch. Informal feedback mechanisms like verbal reviews during or after appointments, support quality assurance, even if no formal systems are in place.
However, the informal nature of these practices can also be a limitation. Without structured tools for tracking customer satisfaction or managing data, the salon risks missing trends or areas needing improvement. For instance, models like the GAP Model or Total Quality Management (TQM) could help identify service gaps more systematically if applied.
Segmentation is currently intuitive, based on familiarity rather than structured demographics or behaviours. While this approach works on a small scale, using basic CRM tools or client databases could enhance targeting and retention, especially as the client base grows. More detailed data would support lifecycle marketing, such as personalised offers for lapsed clients or targeted promotions for specific customer groups.
A potential counterpoint is that implementing formal systems might disrupt the salon’s personal atmosphere. However, thoughtfully chosen tools such as digital booking with notes, or short post-visit surveys could improve service without sacrificing charm.
In summary, Graceful Nails and Beauty is strong in relationship-driven customer care but would benefit from integrating simple, structured methods to track satisfaction, segment customers, and ensure consistent quality. This would enable the salon to scale its success while maintaining the personalised approach that sets it apart.

[bookmark: _Toc203069605]Conclusion and Recommendations
Graceful Nails and Beauty, as a sole trader operating from a home garden salon, offers a unique and personalised service experience. Key findings reveal that strong customer relationships, consistent service quality, and personalised attention are the main drivers of customer loyalty. However, challenges exist in managing customer data, ensuring consistent quality, and maximising customer satisfaction in a home-based setting without formal systems.
To enhance customer relationship management (CRM), it is recommended to implement a simple digital booking and client tracking system such as Fresha or Square that enables appointment scheduling, service history tracking, and automated reminders. For quality management, creating a checklist for hygiene, tools, and service steps can help maintain professional standards consistently. Regular feedback collection, through short post-service surveys or follow-up messages, will provide insights into customer satisfaction and areas for improvement.
These strategies are evidence-based and have proven effective for small service businesses seeking to professionalise operations without incurring high overheads. Implementing these improvements will not only streamline daily operations but also elevate the client experience, fostering loyalty and word-of-mouth referrals essential to the growth of a sole trader business like Graceful Nails and Beauty.
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