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[bookmark: _Toc176519156]1. Introduction 

This report critically analyses Customer Relationship Management (CRM) and quality management practices within the dog grooming industry, using Perfect Pooch as the business setting. The purpose of the report is to examine how customer relationships are developed throughout the customer lifecycle, from initial acquisition through to retention and loyalty, while examining how quality processes influence customer value and expectations.
In businesses such as dog grooming, customer relationships are built on more than the delivery of a technical service. Customers require confidence that their pets are treated safely, professionally and with individual care. Therefore, factors such as trust, communication, reliability and service consistency are central to creating customer satisfaction and long-term loyalty.
The report explores key principles of CRM, including customer loyalty, customer value, customer centrality, segmentation and the use of customer knowledge to personalise services. It also evaluates quality management approaches including Total Quality Management (TQM), Six Sigma, Deming’s continuous improvement theory, Juran’s Quality Trilogy and Garvin’s dimensions of quality. These models are considered in relation to their ability to improve operational processes and enhance the customer experience.
The findings suggest that effective CRM and quality management should operate together. While CRM enables Perfect Pooch to understand customer needs and preferences, quality systems ensure these expectations are consistently achieved. By linking both approaches, the business can increase customer satisfaction, strengthen loyalty and develop sustainable competitive advantage within the competitive pet care market.
[bookmark: _Toc524340944]2. Understanding Customer Relationships
Customer relationships are essential to the success of service-based businesses because customers often evaluate the entire experience rather than only the outcome. In dog grooming, this includes the quality of the groom, communication with owners, handling of animals, appointment scheduling and confidence in the groomer’s ability.
Strong customer relationships develop when businesses consistently deliver value and meet customer expectations. According to (Homburg et al., 2015) relationship management involves creating long-term connections through trust, satisfaction and ongoing engagement. This is particularly relevant to Perfect Pooch because grooming is a repeat service where maintaining existing customers is essential for stable income and business growth.
Customer relationships are also influenced by the ability of a business to understand individual needs. Recording information such as breed, coat condition, grooming preferences and behavioural notes allows services to become more personalised. This demonstrates customer centrality by placing the customer and their pet at the centre of decision-making.
However, relationship management requires balance. While consistency is important for building trust, excessive standardisation may reduce flexibility when dealing with individual animals and customer preferences. Therefore, Perfect Pooch must combine structured processes with professional judgement to ensure both reliability and personal care.
[bookmark: _Toc1340901336]2.1 Customer Loyalty
Customer loyalty refers to a customer’s willingness to continue purchasing from a business and maintain a positive relationship over time. Loyalty is particularly valuable because retaining existing customers is often more cost-effective than constantly gaining new ones. For Perfect Pooch, loyal customers provide repeat bookings, recommendations and positive reviews, which support business growth.
Bourdeau et al.(2024) identifies loyalty as a commitment to continue using a preferred service despite competitors offering alternatives. However, loyalty is not simply repeat purchasing behaviour. A difference must be made between behavioural loyalty and attitudinal loyalty.
Behavioural loyalty occurs when customers repeatedly purchase a service, but this may happen due to convenience, location or lack of alternatives. For example, a customer may continue visiting the same groomer because it is nearby, even if their satisfaction level is only moderate.
Attitudinal loyalty is stronger because it involves emotional attachment, trust and genuine preference. In dog grooming, this occurs when owners feel confident leaving their pets with the groomer, value the personalised service and recommend the business to others. This type of loyalty is more lasting because it is based on positive experiences rather than convenience alone.
Customer retention is therefore a key objective of CRM. Although gaining new customers is important, retaining existing customers often creates greater long-term value because repeat customers tend to spend more, require less marketing investment and contribute through word-of-mouth referrals. However, retention strategies such as loyalty schemes must be carefully managed because incentives alone do not create genuine loyalty. Customers may return because of discounts rather than because they value the relationship.
For Perfect Pooch, loyalty should be developed through consistent grooming quality, effective communication and personalised customer care. Examples include remembering individual pet preferences, providing aftercare advice and maintaining accurate grooming records. These actions strengthen trust and encourage customers to view the business as a reliable partner in their pet’s wellbeing.
Overall, customer loyalty in dog grooming is created through a combination of reliable service delivery and emotional connection. While behavioural loyalty provides short-term retention, attitudinal loyalty creates stronger relationships that support long-term business success.
[bookmark: _Toc1506689689]2.2 Customer Value
Customer value refers to the perceived benefits a customer receives from a product or service compared with the costs of obtaining it (Hamad & Schmitz, 2019) In the dog grooming industry, value extends beyond price and includes the quality of the groom, convenience, trust, customer service and the confidence that pets are cared for safely and professionally. As a result, customer value is created through both tangible outcomes, such as grooming quality, and intangible benefits, including peace of mind and positive customer experiences.
Customer value can be divided into several areas. Functional value relates to the practical benefits customers receive, such as a clean, well-groomed dog, professional handling and reliable appointment availability. For Perfect Pooch, functional value is created through consistent grooming standards, appropriate equipment, hygiene procedures and accurate understanding of customer requirements.
Emotional value is particularly important within my business because owners often view their dogs as members of the family. Customers are therefore not only purchasing a grooming service but also seeking reassurance that their pet is safe and comfortable. A positive emotional experience, created through trust, communication and compassionate handling, can significantly influence repeat purchasing behaviour.
Customer value can also extend beyond immediate service benefits. A high-quality grooming experience may improve the dog’s comfort, health and wellbeing, creating a longer-term impact for both the pet and owner. Furthermore, we can create social value through reputation, recommendations and online reviews. Positive customer experiences encourage word-of-mouth referrals, which can attract new customers without significant marketing costs.
Kumar et al. (2010) suggest that customer value can be measured through several relationship-based metrics:
Customer Lifetime Value (CLV) the total financial value a customer generates throughout their relationship with the business. 
Customer Referral Value (CRV) (Referral Rock Team, 2023) the value created when satisfied customers recommend the business to others. 
Customer Influence Value (CIV) (Mahajan, 2020) the impact customers have through influencing others, such as online reviews or social media engagement. 
Customer Knowledge Value (CKV) (Anderson, 2025) the value gained from information customers provide, allowing businesses to improve services and personalise experiences. 
These measures demonstrate that customer value is wider than revenue alone. For example, a regular Perfect Pooch customer may generate direct income through repeat grooming appointments but also create indirect value by recommending the business to friends or providing feedback that improves future services.
However, measuring customer value can be challenging. Financial measures such as CLV provide clear data but may overlook emotional factors such as trust and satisfaction. Similarly, reviews and referrals demonstrate reputation but can be subjective. Therefore, Perfect Pooch should use a combination of direct and indirect measures to gain a complete understanding of customer value.
Overall, creating customer value requires us to balance operational efficiency with personalised experiences. In dog grooming, customers are more likely to remain loyal when they believe they receive professional service alongside genuine care for their pet.
[bookmark: _Toc633112891]2.3 Managing Customer Expectations
Managing customer expectations is essential because customer satisfaction is largely determined by whether the service received matches or exceeds what was expected. In dog grooming, expectations may relate to grooming results, communication, appointment reliability, pricing and the treatment of the animal.
The Kano Model, (Mikulić & Prebežac, 2011) research from this explains that customer requirements can be divided into different categories. Basic requirements are expected features that customers assume will be provided, such as hygiene, safe handling and professional grooming standards. Performance requirements directly influence satisfaction, such as the quality of the haircut, communication and appointment flexibility. Excitement factors are unexpected features that increase satisfaction, such as personalised grooming advice, photos of the finished groom or small additional services.
Although the Kano Model is useful for understanding customer expectations, its limitation is that customer preferences can change depending on individual circumstances. For example, one customer may value speed and convenience, while another may prioritise additional reassurance for a nervous dog.
The MoSCoW model (Cotgreave, 2025) provides a practical alternative by categorising services into Must have, should have, could have and won't have priorities. For Perfect Pooch, must-have requirements include animal safety, hygiene standards and accurate grooming. Should-have features may include flexible appointments and personalised communication, while could-have additions may include loyalty rewards or seasonal offers.
Using these models helps ensure resources are focused on features that create the greatest customer value. However, quality systems must remain flexible because customer expectations in my business are often influenced by emotional experiences rather than purely rational decisions.
[bookmark: _Toc135592554]2.4 Customer Centrality
Customer centrality places the customer at the centre of business decision-making by ensuring that products, services and processes are designed around customer needs. In a dog grooming business, this means understanding both the owner’s expectations and the individual needs of each dog throughout the customer relationship.
Customer centrality can be viewed across five stages of the customer relationship. attraction, acquisition, development, retention and termination. During the attraction stage, businesses create awareness through marketing, recommendations and online presence. Acquisition involves converting interest into a first appointment by providing clear information and effective communication. Development focuses on building trust through positive experiences and personalised service. Retention is achieved through consistent quality, customer engagement and repeat bookings. Finally, termination refers to managing the end of the relationship professionally, for example when a customer moves away or no longer requires services.
For Perfect Pooch, customer centrality is demonstrated by adapting services around customer and pet requirements. Recording information such as coat type, previous grooming preferences, behaviour and health considerations allows future appointments to be tailored to each individual dog. This creates a more personalised experience and increases customer confidence.
(Almquist et al., 2016) suggest that businesses create stronger loyalty when they provide value beyond the basic service. In dog grooming, this may include reassurance for nervous owners, convenient booking processes, aftercare advice and a genuine understanding of the pet’s personality.
However, customer centrality can create challenges for small businesses because highly personalised services require additional time and resources. Therefore, Perfect Pooch must balance individual customer attention with efficient operational processes.

[bookmark: _Toc326510958]2.5 Customer Segmentation
Customer segmentation (Coursera Staff, 2024) involves dividing customers into groups based on shared characteristics, allowing businesses to develop more targeted services and communication strategies. Effective segmentation helps organisations understand differences in customer needs and improve customer value.
Perfect Pooch can segment customers using several approaches. Demographic segmentation considers factors such as income, household type and lifestyle. For example, customers with higher disposable income may be more interested in premium grooming packages, while others may prioritise affordability.
Geographic segmentation (Webster, 2023) is also important because dog grooming is usually a local service. Customers are often influenced by convenience, travel distance and accessibility when selecting a groomer.
Behavioural segmentation (Parsons, 2024) focuses on purchasing patterns, such as how frequently customers book appointments. Regular customers who require grooming every four to six weeks represent a different value group compared with occasional seasonal customers.
Psychographic segmentation (Mialki, 2023) examines attitudes and motivations. Some owners may view grooming as essential maintenance, while others consider premium grooming part of their pet’s lifestyle and wellbeing.
Segmentation enables Perfect Pooch to personalise communication and develop services that meet different customer needs. However, segmentation has limitations because customers do not always fit into fixed categories. Individual preferences can change over time, meaning businesses must regularly review customer information rather than relying on assumptions.
[bookmark: _Toc1415072254]2.6 Customer Relationship Management 
Customer Relationship Management (CRM) (Kumar & Reinartz, 2018) involves managing interactions with customers throughout the customer lifecycle to improve satisfaction, retention and loyalty. In service businesses, CRM is particularly valuable because it enables organisations to capture and use customer knowledge to provide personalised experiences.
For Perfect Pooch, CRM involves collecting information such as customer contact details, appointment history, grooming preferences, breed information, behavioural notes and feedback. This knowledge allows future services to be adapted to individual requirements, improving both efficiency and customer satisfaction.
CRM also links closely with knowledge management because businesses must not only collect information but also store, share and apply it effectively. For example, recording that a dog becomes anxious during certain grooming procedures allows future appointments to be planned more effectively, improving animal welfare and customer confidence.
Digital systems can support CRM by improving appointment management, reminders, customer communication and data storage. However, small businesses must ensure that technology does not replace the personal relationships that customers value. Over-automation may reduce the emotional connection that differentiates independent grooming businesses from larger competitors.
Data protection is also an important consideration. Customer and pet information must be stored securely and managed according to UK GDPR and the Data Protection Act 2018. Maintaining confidentiality builds trust and strengthens the customer relationship.
Overall, effective CRM combines technology with personalised service. By using customer knowledge appropriately, Perfect Pooch can improve customer experiences, increase retention and maximise long-term customer value.
[bookmark: _Toc1501566648]3. Understanding Operational Quality Systems
Quality management systems are essential for ensuring that services consistently meet customer expectations. In a dog grooming business, quality is not limited to the final appearance of the dog, it also includes safety, hygiene, communication, reliability and the overall customer experience.
Effective quality systems support CRM by ensuring that the promises made to customers are consistently delivered. If a business successfully manages customer expectations but fails to maintain service quality, customer satisfaction and loyalty will decline. Therefore, quality processes and customer relationship strategies must work together.
[bookmark: _Toc896645112]3.1 Quality Models and Theories
Quality management theories provide frameworks for improving business performance, reducing errors and increasing customer satisfaction. However, service industries such as dog grooming present challenges because outcomes can be influenced by unpredictable factors, including animal behaviour and individual customer preferences.
Different quality approaches offer different benefits. Some focus on preventing errors, others on continuous improvement, and others on understanding customer perceptions of quality. For Perfect Pooch, the most effective approach is likely to be a combination of structured processes and flexibility.
[bookmark: _Toc477295962]3.2 Total Quality Management (TQM)
Total Quality Management (TQM) is a business approach focused on continuous improvement, customer satisfaction and involving all employees in maintaining quality standards (Oakland, 2014) Rather than viewing quality as a final inspection, TQM considers quality as an ongoing responsibility embedded throughout business operations.
In Perfect Pooch, TQM can be applied through consistent grooming procedures, hygiene routines, staff training and customer feedback systems. For example, maintaining a structured grooming process ensures every dog receives the same high standard of care while still allowing adjustments for individual needs.
A major strength of TQM is that it encourages businesses to focus on prevention rather than correcting problems after they occur. This supports customer loyalty because customers are more likely to return when they experience reliable service.
However, TQM can require significant time and resources. Small businesses may find it difficult to implement extensive quality systems due to financial or staffing limitations. Therefore, quality processes must be realistic and appropriate for the size of the organisation.
[bookmark: _Toc1091780326]3.3 Six Sigma 
Six Sigma is a quality improvement methodology focused on reducing variation, preventing defects and improving efficiency through data analysis. It uses the DMAIC process Define, Measure, Analyse, Improve and Control (Hayes, 2010).
Within dog grooming, Six Sigma principles could be applied by identifying common service problems, such as appointment delays, customer complaints or inconsistent grooming outcomes. By analysing these issues, the business can introduce improvements that create a more reliable customer experience.
For example, tracking appointment times may identify where scheduling problems occur, allowing changes to improve efficiency. Monitoring customer feedback may also highlight repeated issues that require attention.
A limitation of Six Sigma is that it was originally developed for manufacturing environments where processes are more predictable. In dog grooming, achieving complete consistency can be challenging because every animal has different behaviour, coat conditions and needs. Therefore, Six Sigma principles should be adapted rather than applied rigidly.
[bookmark: _Toc1224432531]3.4 Deming’s Quality Management
Deming’s approach to quality management focuses on continuous improvement, reducing variation and improving organisational systems rather than blaming individuals for mistakes Deming (1986) argued that businesses should focus on creating reliable processes that prevent problems. In Perfect Pooch, this could involve standardised consultation procedures, regular equipment checks, staff development and reviewing customer feedback.
The Plan-Do-Check-Act (PDCA) cycle reflects Deming’s belief that improvement should be continuous. For example, Perfect Pooch could introduce a new booking system, monitor customer responses, evaluate effectiveness and adjust where necessary.
A strength of Deming’s theory is that it encourages long-term improvement rather than short-term solutions. However, a limitation is that highly structured systems may not fully account for unpredictable situations, such as nervous or difficult-to-handle dogs. Therefore, professional judgement remains essential.
[bookmark: _Toc1192866192]3.5 Juran’s Quality Trilogy
Juran’s Quality Trilogy consists of three key areas: quality planning, quality control and quality improvement (Juran & Godfrey, 1999). Quality planning involves identifying customer needs and designing services to meet them. In Perfect Pooch, this includes understanding grooming requirements, breed characteristics and customer expectations before appointments begin.
Quality control ensures standards are maintained during service delivery. This may include hygiene checks, safe handling procedures and reviewing grooming outcomes. Quality improvement focuses on identifying opportunities to enhance performance over time. Customer feedback, complaints and repeat booking patterns can provide valuable information for improvement.
Juran’s approach is valuable because it connects customer expectations with operational processes. However, like other quality models, it requires regular monitoring and commitment, which may be challenging for smaller businesses with limited resources.
[bookmark: _Toc1706655234]3.6 Garvin’s Dimensions of Quality
[bookmark: _Toc2100482481](Garvin, 1986) identified eight dimensions of quality that help businesses understand how customers judge service performance. These include performance, reliability, conformance, durability, serviceability, aesthetics, perceived quality and features.
Several of these factors are relevant to dog grooming. Performance relates to achieving the preferred grooming outcome, while reliability involves providing steady service each visit. Service quality reflects how effectively the business responds to customer questions or problems, and perceived quality is influenced by reputation, reviews and customer trust.
Garvin’s model highlights that quality is not only measured by technical outcomes but also by customer opinion, this is particularly important in dog grooming because customers examine both the finished groom and the experience of leaving their pet in someone else’s care.
However, some aspects are more difficult to measure in service environments because customer opinions are personal. Therefore, Perfect Pooch should combine customer feedback with operational measures to gain a complete understanding of quality.
[bookmark: _Toc410772371]3.7 Implementation of Quality Processes 
Quality management principles are implemented at Perfect Pooch through structured processes planned to ensure a steady service delivery and improve customer experience. The customer journey begins with the booking and consultation process, where customer requirements, grooming preferences and any behavioural concerns are recorded. This information supports CRM by creating a knowledge that allows future appointments to be personalised.
During the grooming process, quality is maintained through structured procedures. These include hygiene routines, equipment checks, safe handling practices and structured grooming stages such as preparation, washing, drying, styling and final inspection. These processes support TQM rules by ensuring quality is included into everyday activities rather than assessed only after the service has been completed.
Customer feedback is also used as part of ongoing improvement. Reviews, repeat booking patterns and direct communication provide information that can identify areas for improvement. This reflects Deming’s approach of reviewing processes, making changes and regularly improving service.
Digital record keeping supports both CRM and operational efficiency by storing information such as grooming history, customer preferences and previous issues. This allows employees to make informed decisions and reduces the risk of errors.
However, quality processes must remain flexible because dog grooming involves unpredictable factors such as animal behaviour, coat condition and individual customer expectations. Therefore, Perfect Pooch combines structured procedures with professional judgement to maintain quality while still providing personalised care.
By implementing these processes, Perfect Pooch can improve reliability, reduce service failures and strengthen customer trust, directly contributing to higher satisfaction and long-term loyalty.
[bookmark: _Toc651541807]3.8 Evaluation of the Most Suitable Quality Approach 
Among the quality models reviewed, Total Quality Management (TQM) is the most appropriate approach for Perfect Pooch because it supports continuous improvement, customer satisfaction and employee involvement key priorities in a small service focused grooming business. TQM also allows flexibility, which is essential when working with animals whose behaviour and needs vary.
Deming’s focus on continuous improvement is useful, but his model was designed for large manufacturing environments and requires adaptation for a grooming setting where unpredictability is common. Juran’s Trilogy provides helpful structure through planning, control and improvement, yet it focuses more on managing quality tasks than building a customer cantered culture.
Six Sigma offers tools for reducing errors, but its data heavy resource incentive nature makes it impractical for a small grooming business. Garvin’s factors help evaluate customer perceptions but do not provide a full operational improvement framework.
Overall, TQM offers the strongest foundation because it combines useful elements from other models while remaining flexible enough to support personalised care. By applying TQM alongside selected tools from Deming and Juran, Perfect Pooch can improve consistency, reduce service failures and maintain the customer focused approach that owners value.
[bookmark: _Toc1969915983]4. Connecting Quality to Customer Experience and Outcomes
Quality management and CRM work together to create positive customer experiences and long-term loyalty. CRM helps Perfect Pooch understand customer needs, while quality systems ensure services are delivered consistently.
Customer experience begins before the appointment. Branding, reviews and clear service information shape first impressions and influence booking decisions. During the relationship stage, quality processes build trust. Consultations clarify expectations, and recording details such as breed, coat condition and behaviour enables personalised service, reflecting customer centrality.
Operational quality systems (mike, 2014) create functional value through hygiene routines, safe handling and consistent grooming standards. Emotional value is equally important, as customers need reassurance that their pet is treated with care.
Quality failures such as poor communication or inconsistent results damage trust and may lead to customer loss, highlighting the need for preventative quality management. Linking CRM and quality also supports continuous improvement, as feedback and complaints reveal opportunities to improve processes, such as adjusting appointment availability.
Quality systems must remain flexible because dog grooming involves unpredictable factors like animal behaviour and varied customer needs. Structured processes should support, not replace, professional judgement and personal interaction.
Overall, loyalty is strengthened when CRM and quality work together. Quality systems create reliable experiences, while CRM ensures services remain responsive to customer needs. For Perfect Pooch, combining both approaches enhances relationships, increases customer value and supports long-term competitiveness.
[bookmark: _Toc1121654159]5. Recommendations
Based on the analysis, the following recommendations are suggested to improve customer engagement, experience and loyalty at Perfect Pooch.
: Develop an integrated CRM system
Perfect Pooch should continue developing digital customer records that store grooming history, preferences, behavioural information and feedback. This would improve personalisation, communication and decision-making while supporting effective knowledge management.
: Introduce regular customer feedback measurement
Customer satisfaction should be monitored through online reviews, post-appointment feedback forms and direct communication. Analysing feedback would allow the business to identify improvements and respond quickly to concerns.
: Strengthen personalised customer communication
Using appointment reminders, personalised grooming advice and follow-up messages would improve customer engagement. Small, personalised interactions can strengthen emotional loyalty and encourage repeat visits.
: Continue quality improvement activities
Perfect Pooch should regularly review grooming procedures, hygiene standards and customer feedback to support continuous improvement principles from Deming and Juran. Staff training should also continue to maintain professional standards.
: Monitor customer value and loyalty indicators 
The business should measure both financial and relationship-based outcomes, including repeat booking rates, customer lifetime value, referrals, online reviews and satisfaction levels. A balanced approach will provide a clearer understanding of business performance.
Implementing these recommendations would allow Perfect Pooch to strengthen CRM practices, improve service quality and maximise customer value while maintaining the personal approach that differentiates independent dog grooming businesses.
[bookmark: _Toc1434733405]6. Conclusion
This report has critically analysed Customer Relationship Management and quality management within Perfect Pooch, demonstrating how both approaches influence customer value, expectations and loyalty.
The analysis shows that successful customer relationships depend on more than providing a grooming service. Customers evaluate the complete experience, including communication, trust, reliability and confidence in how their pets are treated. Customer loyalty is therefore influenced by both behavioural factors, such as repeat bookings, and attitudinal factors, such as emotional connection and recommendation.
Customer value was shown to include functional, emotional and social elements. While financial measures such as Customer Lifetime Value provide important information, they do not fully represent the emotional factors that influence loyalty within pet care services. Therefore, Perfect Pooch should consider both direct and indirect measures when evaluating customer relationships.
Quality management theories including TQM, Six Sigma, Deming, Juran and Garvin provide useful frameworks for improving consistency and customer satisfaction. However, these approaches must be adapted because dog grooming involves unpredictable situations that cannot always be controlled through standardised processes alone.
Overall, the report concludes that linking CRM with effective quality management provides the strongest foundation for sustainable business growth. By combining structured operational processes with personalised customer care, Perfect Pooch can continue to improve customer experiences, strengthen loyalty and create long-term competitive advantage.
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