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Executive Summary

This report critically examines AteamforStorage Ltd, a company that has provided self-storage, removals, and vehicle hire services for nearly a decade, to assess how its customer lifecycle, CRM practices, and quality processes impact customer engagement, satisfaction, and loyalty. The purpose of this study is to identify strengths and weaknesses in the company’s approach to customer experience and provide actionable recommendations to enhance customer value and business performance.
Analysis indicates that AteamforStorage Ltd maintains strong personal relationships with its customers, delivering value through attentive service, flexible storage options, and responsive communication. 
Emotional and functional value, particularly during high-stress periods such as house moves, is a significant driver of customer satisfaction. However, the company lacks a formalised CRM infrastructure, which constrains data-driven decision-making and limits the ability to systematically track customer interactions and lifetime value. 
Similarly, while service quality is generally high, the absence of structured quality monitoring and formalised feedback loops prevents continuous improvement and limits scalability.
Key recommendations include the adoption of a centralised CRM system (such as HubSpot or Zoho) to automate tracking and improve retention, implementation of structured SERVQUAL-based surveys to gather measurable quality feedback, and the establishment of quality KPIs to formalise service standards. 
By integrating CRM data with systematic quality processes, AteamforStorage Ltd can enhance customer satisfaction, foster long-term loyalty, and strengthen competitive advantage. 
The report demonstrates that a holistic approach to customer experience, encompassing emotional, functional, and relational factors, is essential for sustaining growth in the self-storage and removals sector.












1. Introduction 

AteamforStorage Ltd was founded nearly ten years ago and has established itself as a regoinal provider of self-storage solutions, removals, and vehicle hire. 
The company caters primarily to domestic and small business customers who require secure storage or transport of goods. In a competitive market, customer experience is a critical differentiator. 
For AteamforStorage, delivering consistent service quality, responding promptly to enquiries, and maintaining trust are essential to customer retention and advocacy.
The importance of customer experience (CX) is widely recognised in contemporary marketing and operations literature. Lemon and Verhoef (2016) define CX as the “customer’s internal and subjective response to any direct or indirect interaction with a company.”
 In the self-storage sector, where services are often episodic and emotionally charged (e.g., during house moves), understanding and managing these experiences can influence satisfaction, loyalty, and lifetime value. Simililarly, Payne and Frow (2005) emphasise the role of relationship marketing and the need to design organisational processes that enhance value over the customer lifecycle.
This report critically examines AteamforStorage’s approach to managing the customer lifecycle, implementing CRM practices, and maintaining quality standards. 
The analysis incorporates theoretical frameworks, including the Value Pyramid, SERVQUAL model, Kano Model, PDCA cycle, and CRM Value Chain, and aligns them with operational realities. In particular, the report highlights how the company delivers emotional, functional, social, and life-changing value to its customers and identifies gaps where formal systems could improve outcomes.


The report is structured as follows: 
Section 2 explores the customer lifecycle, mapping touchpoints and identifying pain points. 
Section 3 analyses CRM practices and customer value metrics, integrating theory and operational application. 
Section 4 examines quality processes and controls, highlighting strengths, weaknesses, and improvement opportunities. 
Section 5 synthesises findings, connecting customer experience, quality, and loyalty, while 
Section 6 provides SMART recommendations to strengthen performance. The report concludes by emphasising the importance of a holistic, data-informed approach to CX and sustainable growt






2. Understanding the Customer Lifecycle
2.1 Academic Foundation
The customer lifecycle refers to the sequence of stages a customer passes through when interacting with an organisation, from initial awareness to post-purchase behaviour and advocacy. 
According to Lemon and Verhoef (2016), lifecycle management involves understanding customer needs and delivering value at each touchpoint to maximise satisfaction and retention. 
Payne and Frow (2005) argue that lifecycle management is central to relationship marketing, as it enables organisations to tailor interactions and improve customer lifetime value (CLV).


Stages of the Customer Lifecycle:

1. Awareness: Customer becomes aware of the company through advertising, word-of-mouth, or online presence.
2. Consideration: Customer evaluates services, compares options, and assesses suitability.
3. Acquisition: Customer makes initial contact or purchase.
4. Service/Use: Customer engages with the service, e.g., storing goods, hiring a vehicle.
5. Retention: Customer continues to use services, renews contracts, or hires vehicles repeatedly.
6. Advocacy: Satisfied customers refer others, leave reviews, or provide testimonials.















2.2 Application to AteamforStorage Ltd
Awareness:
AteamforStorage employs local SEO, Google Ads, social media campaigns, and relies heavily on word-of-mouth referrals. Awareness is crucial in a competitive market with multiple storage providers.


Consideration:
Prospective customers contact the company via phone, website, or social media. They receive quotes tailored to storage size, duration, and removals requirements, reflecting the company’s functional and emotional value proposition.
Acquisition:
Customers book storage units, vans, or removal services. The quotation and booking process is semi-automated but largely handled by staff, enabling personalisation.
Service/Use:
Customers interact directly with staff during move-ins, collections, or vehicle hire. Staff provide guidance, packing advice, and flexible scheduling, creating emotional reassurance during stressful relocation periods.
Retention:
Repeat customers are common due to satisfaction with reliability, professionalism, and security. However, the company does not formally track repeat customers or implement structured retention strategies, relying instead on personal follow-up and ad hoc communications.
Advocacy:
Satisfied customers often leave Google and Facebook reviews, provide referrals, and occasionally post testimonials on social media. These forms of advocacy drive new business and reinforce the company’s reputation.












2.3 Customer Value and the Value Pyramid
Customer value can be categorised as:
· Emotional: Reduces stress and anxiety during moves.
· Functional: Secure storage, flexible access, and dependable removals.
· Social impact: Enhances reputation among peers via reliable service.
· Life-changing: Simplifies complex house moves, reducing risk of loss or damage.


Desired vs Perceived Value:
Desired value reflects what customers hope to gain (security, convenience), whereas perceived value is what they actually experience. AteamforStorage’s personalised service enhances perceived value but is constrained by limited digital systems for tracking satisfaction.
Value Pyramid (Appendix A

[image: A diagram of a pyramid]






2.4 Analysis and Gaps
While AteamforStorage excels in personalised functional and emotional value, gaps exist:
· Limited automated engagement (e.g., booking reminders, loyalty offers).
· Lack of data analytics to track retention and customer preferences.
· No structured post-service follow-up or systematic advocacy strategies.
Models applied:
· Customer Journey Map (Appendix B)
· Kotler’s Five Product Levels
· Grönroos’ Relationship Marketing Theory


3. Customer Relationship Management (CRM) and Customer Value Metrics (Approx. 750 words)
3.1 Academic Foundation
CRM is a strategic approach to managing an organisation’s interactions with current and potential customers. 
According to Buttle (2009), CRM aims to acquire, retain, and develop profitable relationships by collecting, analysing, and acting on customer data. Payne (2006) highlights the CRM Value Chain, linking customer portfolio analysis, value creation, multichannel integration, and performance measurement.

3.2 Current CRM Practices at AteamforStorage Ltd
· Manual Tracking: Customer interactions are recorded in spreadsheets and emails.
· Personalised Service: Staff use memory and notes to tailor service.
· Feedback Channels: Google and Facebook reviews provide qualitative insight.
Strengths:
· Close personal relationships, fast response times, flexible service.
Weaknesses:
· Lack of centralised CRM limits insights into retention rates, customer lifetime value, and engagement patterns.
Opportunities:
· Implement CRM software (HubSpot, Zoho, Kinnovis) for automated tracking, email follow-ups, and loyalty monitoring.


3.3 CRM Processes and Strategies
CRM involves:
1. Data Collection: Customer contact, preferences, transaction history.
2. Analysis: Segmenting by value, frequency, and satisfaction.
3. Action: Personalised communications, loyalty programmes, upselling.
4. Evaluation: Track retention, CLV, NPS scores.

Pollack (2014) Model: CRM lifecycle diagram (Appendix C) illustrates acquisition, retention, and development.
Customer Retention Strategies:
· Segmentation: B2C (individual storage users) vs B2B (small business storage or contract clients).
· Surveys: Post-service satisfaction feedback.
· Loyalty tools: Discounts for repeat hires, referral incentives.

Table 1 – B2C vs B2B Characteristics:
	FEATURE
	B2C
	B2B

	DECISION TIME
	Short
	Longer

	PURCHASE DRIVERS
	Emotional/functional
	ROI/efficiency

	RELATIONSHIP
	Personal
	Professional



	
	
	
	
	


3.4 Customer Value Metrics
· Direct Metrics: Retention rate, hire frequency, revenue per customer.
· Indirect Metrics: Reviews, referrals, social media engagement.
· CLV Calculation: Expected profit from a customer over their relationship period.
· Net Promoter Score (NPS): Gauges likelihood of advocacy.

CRM software integration examples:
· Kinnovis: Task tracking, quotations, follow-ups.
· Stripe: Payment processing.
· FreeAgent: Accounting integration.
· Easily: Appointment and vehicle booking.

3.5 Application and Analysis
Despite strong personal engagement, AteamforStorage lacks systematic CRM data collection, limiting strategic decision-making. Integrating CRM software would allow predictive analytics, identify high-value customers, and facilitate targeted campaigns, enhancing customer satisfaction and loyalty.

4. Quality Processes and Controls 
4.1 Academic Foundation
Service quality is a critical determinant of customer satisfaction and loyalty. Garvin (1984) identifies eight dimensions of quality: performance, features, reliability, conformance, durability, serviceability, aesthetics, and perceived quality, which collectively provide a holistic understanding of how customers evaluate service. For service industries, Parasuraman, Zeithaml, and Berry (1988) developed the SERVQUAL model, comprising five dimensions: reliability, assurance, tangibles, empathy, and responsiveness, to assess service quality and manage customer expectations effectively.
Total Quality Management (TQM) principles (Deming, 1986) emphasise continuous improvement, employee involvement, and process standardisation. The Kano Model further differentiates between basic, performance, and excitement needs, highlighting how exceeding expectations can delight customers. These frameworks provide a foundation to evaluate AteamforStorage Ltd’s quality processes.


4.2 Quality Systems at AteamforStorage Ltd
Physical infrastructure and services:
· Secure storage units with CCTV, 24/7 access, and monitored security.
· Fleet maintenance: Vans and lorries are regularly serviced, clean, and insured.
· Professional removal services: Staff are trained to handle items carefully, ensuring damage-free delivery.
· Customer interaction: Friendly, responsive staff provide guidance and reassurance.
Current Challenges:
· Lack of formal documentation of service standards.
· Service quality is staff-dependent, leading to variability.
· Absence of structured post-service surveys limits data collection.






4.3 Analysis Using SERVQUAL
Reliability: Deliveries and storage access are generally dependable, but delays occasionally occur during peak periods.
Assurance: Staff demonstrate knowledge and professionalism; however, training is informal and inconsistent.
Tangibles: Facilities and vehicles are well-maintained, reflecting positively on perceived quality.
Empathy: Personalised interactions enhance emotional value, but not formally captured in CRM.
Responsiveness: Quick responses to inquiries are common, yet no automated system ensures timely follow-up.

4.4 Quality Improvement Opportunities
PDCA (Plan–Do–Check–Act) Cycle Application:
1. Plan: Define quality standards for storage, vehicle hire, and removals.
2. Do: Train staff and implement service protocols.
3. Check: Gather data via surveys, complaints, and service logs.
4. Act: Adjust processes to address gaps and improve satisfaction.
Lean Principles:
1. Specify value from the customer’s perspective.
2. Identify value streams and eliminate inefficiencies.
3. Enable flow of processes without interruption.
4. Implement pull systems for resources as needed.
5. Pursue perfection via continuous improvement.
Kano Model Application:
· Basic Needs: Secure storage, timely access.
· Performance Needs: Professional handling, reliable vehicle hire.
· Excitement Needs: Personalised packing advice, flexible scheduling, small perks (e.g., damp control packs for sensitive items).
Internal Customer Satisfaction: Staff satisfaction correlates directly with external service quality; regular team briefings and training ensure consistency.





4.5 Critical Analysis
While AteamforStorage delivers functional and emotional quality, the lack of formal quality control systems constrains scalability. Applying TQM, PDCA, and SERVQUAL systematically would:
· Standardise service quality.
· Provide measurable KPIs (e.g., delivery punctuality, damage rate).
· Enhance accountability and customer satisfaction.

5. Critical Evaluation: Linking Customer Experience, Quality, and Loyalty 
5.1 Integration of CRM, Quality, and Loyalty
Research indicates that customer loyalty is strongest when service quality and CRM practices are aligned (Reichheld, 2003). AteamforStorage demonstrates strengths in:
· Personalised service creating emotional attachment.
· Reliability of storage and vehicle hire enhancing functional value.
· Positive reputation driving advocacy.
However, weaknesses include:
· Informal CRM limiting tracking of high-value customers and opportunities.
· Ad hoc quality feedback preventing continuous improvement.
· Lack of structured retention programmes, constraining repeat business growth.

5.2 Customer Centrality and Lifecycle Application
AteamforStorage partially aligns with the five stages of customer centrality (Pre-relationship, Early, Development, Long-term, Final) by providing personalised service, yet systematic engagement tools are absent:
· Pre-relationship: Marketing awareness campaigns are effective but not data-driven.
· Early: Initial contact is personalised but lacks automated follow-ups.
· Development: Repeat customers benefit from ad hoc loyalty, no formalised programmes.
· Long-term: Strong relationships exist but retention metrics are not systematically tracked.
· Final/Advocacy: Customers refer others spontaneously; structured advocacy campaigns are lacking.
Customer satisfaction and loyalty graph (Appendix D) visualises correlation between service quality and repeat hire frequency, highlighting the impact of emotional and functional value.

5.3 Managing Customer Expectations
Brand Promise: AteamforStorage promises “safe, reliable, and personalised storage and removals services”. Meeting expectations requires alignment between:
· Operational quality (vehicles, storage).
· Communication (timely updates).
· Service innovation (damp control solutions, flexible scheduling).
Kano and MoSCoW Models (Appendices E–G) illustrate prioritisation of basic, performance, and delight factors, tailored to AteamforStorage.
Customer engagement value (Appendix H) demonstrates how personalised touchpoints, feedback mechanisms, and loyalty incentives enhance overall CLV.

5.4 Customer Experience Imperatives
Customer experience combines quality, product, price, place, and promotion:
· Quality: Consistency of service delivery.
· Product: Storage units, van hire, removals.
· Price: Competitive yet reflective of service reliability.
· Place: Convenient local access and delivery coverage.
· Promotion: Social media, Google Ads, word-of-mouth.
Understanding customer behaviour through heuristic vs systematic processing, triggers, and loyalty building (Appendix I) allows predictive interventions for retention.

5.5 Buyer/Seller Relationships
AteamforStorage operates across transactional, value-added, and collaborative relationships. High trust is evident in repeat customers and B2B partnerships. Solomon et al. (2010) buying behaviour continuum illustrates the mix of habitual, limited, and extended decision-making among customers, guiding service design and CRM focus.











6. Recommendations 
	Issue
	Evidence
	Recommendation
	Expected Impact
	Theory Link

	No central CRM
	Manual tracking, missed retention insights
	Implement HubSpot CRM to centralise customer data and automate follow-ups
	Increased retention, streamlined communication
	Buttle CRM Value Chain

	Limited feedback
	No structured post-service surveys
	Quarterly SERVQUAL-based surveys
	Identify gaps, enhance satisfaction
	Parasuraman et al., 1988

	Informal quality monitoring
	No KPIs or standardised reporting
	Introduce monthly quality KPIs (response times, damage rate, satisfaction score)
	Enhance accountability, reduce service variability
	Deming PDCA Cycle

	Loyalty underdeveloped
	Repeat customers not tracked
	Develop loyalty programme with referral and repeat hire incentives
	Increase CLV and advocacy
	Kano Model, NPS

	Digital engagement
	Limited automated communication
	Implement email/SMS reminders and promotional campaigns
	Improved awareness, retention, and acquisition
	Relationship Marketing Theory


















7. Conclusion 
AteamforStorage Ltd demonstrates strong personalised customer service, delivering functional and emotional value through secure storage, reliable removals, and flexible vehicle hire. Customers appreciate the attentiveness, professionalism, and responsiveness of staff, fostering loyalty and advocacy.
Critical analysis, however, highlights gaps in formal CRM systems, quality monitoring, and structured loyalty initiatives. The company relies on manual processes and ad hoc personal engagement, limiting its ability to systematically capture customer insights, track retention, and enhance service quality consistently.
By adopting a centralised CRM system, implementing structured SERVQUAL-based feedback, defining KPIs, and developing loyalty programmes, AteamforStorage can integrate quality, customer experience, and retention strategies. This would enable more effective management of the customer lifecycle, enhance perceived value, and strengthen long-term loyalty and competitive advantage.
In conclusion, while current practices foster strong relationships and high satisfaction, formalised systems and continuous improvement frameworks are necessary to scale operations and maximise customer lifetime value. Integrating CRM with quality management and loyalty strategies provides a holistic approach to customer experience, ensuring sustainable growth and business success in the self-storage and removals sector.
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9. Appendices 
· Appendix A: Value Pyramid for AteamforStorage Ltd 
· Appendix B: Customer Journey Map 
· Appendix C: Kano Model Diagram 
· Appendix D: MoSCoW Prioritisation Model 


Appendix A: Value Pyramid for AteamforStorage Ltd Top of Form
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Bottom of Form

Appendix B: Customer Journey Map
	Stage
	Customer Actions
	Touchpoints / Channels
	AteamforStorage Support

	Awareness
	Searches online / hears referrals
	Google Ads, SEO, word-of-mouth
	Local marketing, online presence

	Consideration
	Requests quote / compares options
	Website, phone, social media
	Personalised quotes, responsive communication

	Acquisition
	Books storage or van hire
	Phone/email/website
	Staff guidance, payment processing

	Service / Use
	Moves goods, hires van
	In-person interaction
	Professional, timely service, assistance

	Retention
	Reuses services
	Email follow-ups, phone calls
	Ad hoc loyalty gestures, repeat hire discounts

	Advocacy
	Recommends / posts reviews
	Google / Facebook reviews
	Encouraged referrals, testimonials




Appendix C: Kano Model – AteamforStorage Needs
	Feature Type
	AteamforStorage Example

	Basic Needs
	Secure storage, vehicle reliability

	Performance Needs
	Timely delivery, clean vans, friendly staff

	Excitement Needs
	Personalised packing advice, free damp control packs, flexible scheduling




Appendix D: MoSCoW Prioritisation
	Priority
	Task / Feature
	Example

	Must
	CRM implementation
	HubSpot setup

	Should
	Quarterly customer surveys
	SERVQUAL feedback

	Could
	Loyalty programme with referral incentives
	Repeat hire discounts

	Won’t
	Non-essential website redesign
	No immediate redesign
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