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[bookmark: _Toc825524265]Introduction
The purpose of this report is to provide a thorough and in-depth analysis of the customer lifecycle within a restaurant workplace, incorporating a critical understanding of quality processes and their implications on customer value and expectation management. The report will examine customer relationship management (CRM) (Chaffey, 2024), strategies by exploring direct and indirect customer value metrics, customer centrality and segmentation. The aim is to determine the best ways to keep customers feeling happy and valued, building customer loyalty for them to return, basing the analysis on the company's quality processes.
[bookmark: _Toc1239692463]Customer Lifecycle Analysis
Marketing analysts (Sterne & Cutler,1990) created the idea of the customer lifecycle, which outlines the various phases a consumer experiences when engaging with a company. They created a matrix that segmented the customer lifecycle into five phases, the segments include:
Awareness – Customers becoming aware of the restaurant through marketing, word-of-mouth or online presence.
Engagement and First Experience – The initial visit shapes customer perceptions, influenced by service quality, ambiance and food quality.
Retention and Loyalty Development – Repeat visits and positive experiences foster emotional engagement and brand loyalty.
Advocacy and Referral – Satisfied customers become brand advocates, recommending the restaurant to others
An E-Metrics paper was published by (Gore, 2013) further detailing the concept of the customer lifecycle through marketing which increases customer value. The customer lifecycle is a way of describing the different stages a customer goes through during their interaction with the company's brand. According to (Magids et al., 2015), companies should seek emotional connections because they have a great chance to develop new consumer values. When they do, the rewards can be significant. It’s the main elements of your relationship with them, the emotions they have, the choices they make and their interactions with your business. Customer lifecycle marketing describes the process of marketing to customers based on the lifecycle stage they are in. It’s the marketing decisions you make to address the feelings/emotions and attitudes of your customers. Using tried-and-true campaigns that have previously worked at that stage to target customers through the best marketing channels, boosting customer lifetime value. Remembering that the client lifecycle is non-linear is crucial. The customer journey does not follow a direct path to client loyalty in the modern age of digital commerce. Some customers might not take the predicted route, even though graphic representations show a sequence of stages towards an ideal customer. Every customer’s journey is unique, depending on their activities some may skip phases, become one-time customers, or dropout early. To develop a successful lifecycle marketing strategy, the company must have an established understanding of customer behaviour, the needs of your target audience and the many phases of the purchasing process for your particular market (Kaliyur, 2023).
[bookmark: _Toc1014837086]Role of Direct and Indirect Customer Value Metrics
In the restaurant industry, utilising both direct and indirect customer value metrics is essential for delivering exceptional dining experiences and fostering loyalty. Restaurants can assess the financial impact of menu optimisation and the long-term income potential of regular customers with the use of direct indicators like Average Order Value (AOV) and Customer Lifetime Value (CLV) (Kumar & Reinartz, 2016). On the other hand, indirect metrics, such as social media engagement, Net Promoter Score (NPS), and customer evaluations, show stronger emotional bonds and have the power to influence word-of-mouth referrals from new customers in the future (Heskett et al., 1994). Marketing strategies that effectively use customer value metrics both direct and indirect are typically grounded in data-driven personalisation, segmentation and continuous feedback loops. Examples on how they are applied are as follows:
Customer Segmentation and Personalisation - Restaurants can use Customer Lifetime Value (CLV) and visit frequency to segment guests into loyalty tiers, offering rewards such as personalised discounts or VIP seating. This helps tailor offers to frequent diners and boost retention (Niemann et al., 2022).
Loyalty and Referral Programs - By analysing Average Order Value (AOV) and repeat visit rates, restaurants can create loyalty programs that reward frequent spenders. Referral bonuses for example, a free appetiser when a friend dines, can be tied to customers with high Net Promoter Scores (NPS) (Nguyen & Simkin, 2021).
Experience Management and Service Improvement - Using customer feedback and social media mentions, restaurant managers can adjust service delivery or menu options. Platforms such as Yelp and Google Reviews act as informal customer satisfaction tools that provide actionable insight (Lee & Lambert, 2023).
Value-Based Targeting in Advertising - Restaurants can match ads to customers who show strong brand loyalty, such as environmentally conscious diners, by promoting sustainable sourcing or vegan menu items. Targeting these values helps attract like-minded customers (Kim & Jang, 2022).
Cross-Selling and Upselling Initiatives - Based on purchase history, restaurants can suggest pairings such as desserts or wine during reservations or ordering. This increases AOV and enhances the dining experience (Wu & Chen, 2023).
[bookmark: _Toc139371888]Customer Engagement and Retention
Enhancing customer engagement and retention in the restaurant industry requires emotional and functional engagement. Emotional engagement focuses on creating meaningful experiences that resonate with customer's values, such as personal greetings or locally sourced menus, while functional engagement addresses efficiency and satisfaction through prompt service, or user-friendly reservation systems (Bowden et al., 2021).
[bookmark: _Toc1577153755]The Kano and MoSCoW Models - Customer Engagement Value
The Kano model categorises customer expectations into basic needs, performance needs and delighters. In a restaurant, cleanliness would be a basic need, order accuracy a performance need, and complimentary dessert a delighter (Tan & Pawar, 2023). Applying these models ensures that both core expectations and surprise elements are addressed, ultimately building satisfaction, loyalty and long-term engagement.
The MoSCoW model, originally used in project prioritisation, can be applied to customer engagement by categorising features into Must-haves (e.g., hygienic conditions), Should-haves (e.g., fast Wi-Fi), Could-haves (e.g., seasonal specials), and Won’t-haves (e.g., overly complex ordering apps), helping restaurants prioritise enhancements that impact retention (Clegg & Barker, 2021).
When combined, the MoSCoW and Kano models offer a complementary framework for prioritising customer experience features and enhancing satisfaction in the restaurant industry. The MoSCoW model helps managers identify which aspects of the dining experience are essential versus optional by categorising service attributes into Must-haves, Should-haves, Could-haves, and Won’t-haves (Clegg & Barker, 2022). The Kano model shows how these features impact customer satisfaction by classifying them as basic needs (cleanliness), performance needs (quick service), or delighters (unexpected perks like a free appetiser). Used together, these models help restaurants focus on what customers need and value most, while also adding small touches that create surprise and delight. This approach makes customers feel valued, encourages them to return and helps build stronger loyalty over time (Liu & Chou, 2023).
[bookmark: _Toc1480152449]Satisfied Stayers/Hostages Chart
In the restaurant industry, customer relationships can be evaluated using a satisfaction-loyalty matrix, which highlights four key segments: Satisfied Stayers, Hostages, Variety Seekers, and Deserters. Satisfied Stayers are both loyal and genuinely satisfied with their dining experience, often returning due to consistent quality in food, service, ambiance and overall value. These customers tend to become vocal advocates for the brand, influencing word-of-mouth and driving profitability over time (Reichheld & Sasser, 1990). Hostages are customers who keep coming back to a restaurant, but not because they’re happy. Instead, they feel stuck, this could be because there aren't many other options nearby, the prices are affordable, or it’s just convenient. Even though they’re spending money, they’re not emotionally connected to the restaurant and could leave if a better place opens. This puts both sales and reputation at risk (Jones & Sasser, 1995). Restaurants can combat this by improving food and service, offering more menu variety and making customers feel valued through personalised experiences. These efforts help turn unhappy “hostages” into truly loyal, satisfied regulars who are more likely to stick around long-term (Oliver, 1999). Below is a visual representation of a customer loyalty vs satisfaction chart in the restaurant industry:
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[bookmark: _Toc516546286]Emotional Engagement Loyalty Chart
A loyalty chart, when considering emotional engagement, can be visualised with four quadrants: low emotional engagement/low loyalty, high emotional engagement/low loyalty, low emotional engagement/high loyalty, and high emotional engagement/high loyalty. In a highly competitive market with a perceived effective monopoly, brand loyalty can shift from transactional to emotional. Compared to transactional loyalty, which is focused on price or rewards, emotional loyalty is stronger because it is motivated by shared values and great experiences. Below is a visual chart showing emotional engagement:
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[bookmark: _Toc1870638443]Customer Value and Loyalty Development
(Maslow, 1943) created the Hierarchy of Emotional Value Pyramid, which shows how emotional drivers influence long-term customer relationships in service industries such as restaurants. According to (Parasuraman, 1988), customers expect more than just a product, they want a positive experience. This includes quality, convenience, emotional connection and feeling valued. Businesses must understand what matters most to their customers and deliver it consistently. To increase and maximise Customer Lifetime Value (CLV), businesses need to focus on retention, upselling and personalised experiences. Loyal customers spend more and cost less to serve. CLV is the total profit a customer brings over time, as customers move up the pyramid, they seek life-changing value such as feeling empowered, or part of a community. These emotional bonds increase loyalty and lifetime value Gupta (2003). It is important to build long-term loyalty with customers, as loyalty grows when customers feel emotionally connected. Techniques include loyalty programs, consistent service, surprise rewards, and authentic communication. It’s about trust and emotional resonance, not just discounts. At the top of the pyramid is social impact, customers feel they’re part of something bigger. Brands that align with their values (e.g., sustainability, inclusivity) create deep, lasting loyalty from customers. Below is the hierarchy of emotional value pyramid as a visual representation:
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[bookmark: _Toc1103686268]Segmentation and Customer Centrality
Effective customer segmentation allows restaurants to group their customers based on shared traits to better meet their needs. For example, some diners may prefer quick lunches, while others seek fine dining experiences. By identifying these groups, restaurants can tailor menus, promotions and service styles (Lo Iacono 2025). Common Segments in Restaurants include:
Demographic: Families with children, students, retirees
Geographic: Local residents vs. tourists
Psychographic: Health-conscious eaters, foodies, convenience-seekers
Behavioural: Frequent diners, weekend-only visitors, delivery users
It is important to apply customer centrality and segmentation into a restaurant as it boosts customer satisfaction leading to repeat visits, helps target promotions more effectively and builds stronger emotional connections with diners and increases profitability by focusing on high-value guests When restaurants understand and prioritise different customer needs, they can create better dining experiences. Segmentation helps identify what each group values, while customer centrality ensures those values shape decisions, from menu design to marketing. Restaurants use specialised software known as a CRM System, that helps restaurants manage and analyse customer data to improve service and marketing efforts. It centralises information such as contact details, purchase history and preferences. This allows restaurants to personalise interactions and offer targeted promotions, ultimately boosting customer loyalty and driving revenue.
[bookmark: _Toc2082249863]Managing Customer Expectations
Managing customer expectations in the restaurant industry is key to delivering satisfying experiences and building long-term loyalty. Customer expectations are shaped by both internal and external influences. Internal factors include a customer’s past dining experiences, personal preferences and cultural background. External factors include online reviews, word-of-mouth, advertisements, social media and price points, (e.g., in a restaurant a returning customer might expect consistent food quality based on past visits (internal), while a first-time visitor might expect a premium experience because of glowing reviews (external). To effectively meet or exceed expectations below is a table with strategies to align restaurant services with customer’s needs:
	Strategy
	Description

	Set Clear Expectations
	Use menu details, transparent pricing, and service guarantees to guide customer’s expectations.

	Train Staff Thoroughly
	Ensure consistency in service delivery and cultivate a friendly, attentive team.

	Personalise the Experience
	Leverage guest preferences to offer tailored recommendations and foster loyalty.

	Collect & Act on Feedback
	Use tools like CSAT surveys and online reviews to identify areas for improvement and refine services.


Before choosing a restaurant, consumers often go through information search stages, including: 
Pre-purchase search: Checking online menus, price ranges, or customer photos.
Ongoing search: Regularly exploring options even without immediate intention to dine out.
Passive search: Being influenced by social media posts or food-related content unintentionally (Solomon et al., 2022).
According to Keanu (2025), restaurants that provide transparent information and maintain a strong digital presence are more likely to meet customer’s informational needs and set accurate expectations. By understanding what influences expectations, implementing consistent quality processes and using data from search behaviours and feedback tools, restaurants can align their services with customer needs. This not only improves satisfaction but also enhances reputation, gains repeat visits and positive referrals.
[bookmark: _Toc1280080051]Quality Management Processes and Their Role in Customer Value
Quality assurance in restaurants ensures that food, service and ambiance meet or exceed customer expectations consistently. This is achieved by applying structured models and theories that guide managers in controlling and improving operations. Quality management influences customer perception and satisfaction.
When restaurants apply quality management principles, they deliver consistent meals and service, reduce errors (e.g., wrong orders, long wait times), improve hygiene and efficiency which overall enhances guest satisfaction and loyalty. Customers associate these improvements with professionalism, reliability and care, boosting trust and leading to repeat visits.
Restaurants use multiple quality models and processes to successfully manage and control quality within the restaurant.
[bookmark: _Toc1170642673]Juran Model
The Juran model emphasises quality planning, quality control and quality improvement (Juran & Godfrey, 1999). 
Quality Planning
This stage involves identifying the services and wants of the client and creating procedures to satisfy those demands right away. In a restaurant, this involves establishing what customers expect in terms of food quality, hygienic conditions, atmosphere and speed of service. Creating standard recipes, plating guides, kitchen procedures and reservation systems to satisfy those expectations. Organising staff and role-specific training programs to guarantee that staff members understand both product and service standards. Good planning minimises future mistakes by reducing staff uncertainty and guaranteeing that customer expectations are embedded in operational design from the beginning.
Quality Control
This stage involves identifying customer needs and designing services to meet them. In restaurants, this includes defining menu standards, service protocols and ambiance expectations. To manage and control customer needs, employees use strategies such as keeping an eye on the food presentation, temperature and portion sizes. Using checklists for service scheduling, hygienic procedures and table arrangements. Monitoring customer satisfaction via in-person feedback, CSAT surveys, or comment cards. It is crucial to catch mistakes early such as inconsistent dish quality or slow service, so managers can take the correct action in real time, maintaining the trust and loyalty of guests. Understanding that customers value quick service and fresh ingredients allows managers to design workflows and supplier relationships accordingly (Croft, 2023). Effective planning reduces variability and sets a strong foundation for consistent guest satisfaction.
Quality Improvement
Finding and fixing the underlying causes of persistent problems is the main goal of this phase. For example, management may retrain employees or examine kitchen procedures if customer complaints point to lengthy wait times. The goal of proactive quality improvement is to raise performance beyond current standards (Honable, 2023). It guarantees that restaurants adapt to shifting consumer demands and market trends. 
Implementing quality improvement in a restaurant includes rearranging kitchen stations to maximise flow, identifying bottlenecks during peak hours, evaluating complaint trends such as incorrect orders or delayed food, developing training refreshers, and experimenting with new technologies to improve service accuracy and speed by using mobile ordering. Restaurants may stay ahead of the competition, boost internal productivity and adjust to shifting customer expectations with the support of continuous improvement.
This model helps to guarantee that food safety procedures are followed regularly, recipes are followed exactly, and service standards are continuously improved at a restaurant. It is effective because it provides managers with an organised approach to lower unpredictability, which promotes consistent guest satisfaction. Juran’s model is not a one-time implementation, t's a continuous cycle. The insights gained from monitoring feed into improvement and improvements lead to new plans. This loop ensures that restaurants are always optimising and creating new strategies to deliver a better customer experience.
[bookmark: _Toc1825915604]Garvin’s 8 Dimensions of Quality
Garvin outlines eight dimensions: performance, features, reliability, conformance, durability, serviceability, aesthetics and perceived quality (Garvin, 1987). In restaurants, this includes evaluating food taste (performance), ambiance (aesthetics), and cleanliness (conformance). This model is important as it helps managers assess quality from multiple customer viewpoints, not just operational metrics. Below is a visual representation of what each dimension does and how they are applied in a restaurant.








	Dimension
	Explanation
	Restaurant Application

	Performance
	The primary operating characteristics of a product or service.
	Food taste, temperature and speed of service, does the meal meet expectations?

	Features
	Secondary elements that enhance appeal or usefulness.
	Menu variety, dietary options, mobile ordering, or loyalty programs.

	Reliability
	Consistency of performance over time.
	Guests expect consistent food quality and service across visits.

	Conformance
	Adherence to standards or specifications.
	Recipes followed precisely, hygiene standards met and service protocols maintained.

	Durability
	Longevity of the product or experience.
	Furniture quality, lasting impressions, or long-term satisfaction with brand experience.

	Serviceability
	Ease and speed of resolving issues.
	How quickly and politely staff respond to complaints or fix errors (e.g., wrong orders).

	Aesthetics
	Sensory appeal and design.
	Restaurant ambiance, plating presentation, music, lighting and decor.

	Perceived Quality
	Customer’s overall impression based on reputation or indirect cues.
	Online reviews, word-of-mouth, brand image and social media presence.


Garvin’s model helps restaurants go beyond basic service delivery by focusing on what truly shapes customer perceptions. By balancing these dimensions, restaurants can create experiences that are not only functional but emotionally engaging—leading to stronger loyalty and competitive advantage.
[bookmark: _Toc319170572]Total Quality Management (TQM)
TQM focuses on continuous improvement, customer-centric culture and staff involvement (Oakland, 2014). In a restaurant, TQM encourages all employees, from chefs to servers, to contribute to service enhancements. embedding quality into food preparation, service delivery, cleanliness, customer interaction and staff development. This model is important for fostering a culture of excellence and accountability across the entire team, leading to improved customer satisfaction and staff morale.
Continuous Improvement
TQM promotes the idea that every process can be improved. In restaurants, this could involve refining kitchen workflows, updating menu items based on customer feedback, or streamlining reservation systems. Restaurants always look for ways to do things better such as reducing wait times or improving food consistency Continuous improvement helps restaurants stay competitive and responsive to changing customer preferences (Talib et al., 2013).
Customer-Centric Culture
TQM emphasises understanding and exceeding customer expectations. This includes personalised service, consistent food quality and ambiance that aligns with the brand promises. A customer-focused approach increases satisfaction, loyalty, and positive word-of-mouth (Al-Ababneh, 2020).
Staff Involvement and Empowerment
All employees from chefs to hosts are encouraged to take ownership of quality. This includes suggesting improvements, participating in training and being accountable for service standards. Staff are driven to give feedback, suggest improvements and take pride in their role, whether it’s a chef perfecting a dish or a server improving service flow. Engaged staff are more motivated, productive, and committed to delivering excellent service.
Process Consistency 
TQM encourages mapping and managing processes to ensure consistency. In restaurants, this means standardising food preparation steps or service protocols. Process control reduces errors, improves efficiency and ensures consistent customer experiences. Standard procedures for cooking, cleaning and serving, helps create a smooth and predictable dining experience for every guest.
Data Usage
Restaurants use feedback surveys and performance data to spot problems and make smart improvements which improves decision-making. Restaurants using TQM rely on data such as customer satisfaction scores, complaint logs and wait time metrics to guide decisions. Data-driven insights help managers identify root causes of issues and implement targeted improvements.
Total Quality Management (TQM) is all about continuously improving every part of restaurant operations to enhance customer satisfaction and loyalty. It builds customer value by making sure every interaction, from the taste of food to the friendliness of staff, meets or exceeds expectations. By incorporating TQM principles in daily operations, restaurants don't just make things run smoothly, they create memorable experiences, earn customer loyalty and enhance both functional and emotional customer value. TQM also ensures restaurants deliver reliable quality, delight customers, cut down on mistakes and waste, all while building a strong, loyal team. 
[bookmark: _Toc1379191294]DMAIC Model 
DMAIC stands for Define, Measure, Analyse, Improve, Control (Pyzdek & Keller, 2018). A restaurant uses this model to reduce food preparation time or minimise order errors by analysing workflow. This model is important to use as it offers a structured problem-solving method that identifies root causes and ensures lasting improvements. Below is a table outlining what DMAIC includes and how it’s applied in a restaurant:
	Phase
	Purpose
	Restaurant Application

	Define
	Identify the problem, customer needs, and project goals.
	Define issues like long wait times, inconsistent food quality, or low customer satisfaction. Use customer feedback and staff input to clarify goals.

	Measure
	Collect data to understand current performance.
	Measure table turnover rates, order accuracy, food prep times, and CSAT scores. Use POS systems and surveys to gather reliable data.

	Analyse
	Identify root causes of performance gaps or defects.
	Use tools like cause-and-effect diagrams or Pareto charts to find why delays or errors occur—e.g., understaffing, poor kitchen layout, or unclear menus.

	Improve
	Develop and implement solutions to address root causes.
	Redesign workflows, retrain staff, simplify menus, or introduce prep stations to reduce bottlenecks. Pilot changes during off-peak hours.

	Control
	Sustain improvements and prevent regression.
	Create SOPs, monitor KPIs, and use checklists or dashboards to ensure new processes are followed consistently. Regular audits and feedback loops help maintain gains.


DMAIC provides a structured, data-driven approach to solving operational problems. It helps managers focus on root causes, not just symptoms and supports continuous improvement, which is vital in a fast-paced, customer-facing environment. DMAIC aligns with customer expectations by improving speed, accuracy and consistency.
MUDA (Lean Management)
MUDA, meaning "waste" in Japanese, targets the elimination of non-value adding activities (Ohno, 1988). In a kitchen, this could mean cutting back on unnecessary steps in dish prep or reducing food spoilage. Using MUDA is important for improving efficiency, cutting costs and keeping operations focused on customer value.
These models help restaurants:
· Deliver consistent and reliable service
· Understand and exceed customer expectations
· Create memorable experiences that drive loyalty
· Align operational excellence with emotional engagement
By applying these frameworks, restaurants transform quality from a technical goal into a strategic tool for building lasting customer relationships.
[bookmark: _Toc459187629]Conclusion and Recommendations
In conclusion in the restaurant industry, delivering consistent quality and meaningful customer experiences is essential for building loyalty and long-term success. Quality models such as the Juran Model, Garvin’s 8 Dimensions, Total Quality Management (TQM), DMAIC and MUDA help restaurants plan, control and improve operations, from food safety and service speed to ambiance and waste reduction. These models ensure reliability, efficiency and emotional engagement, which are core drivers of customer value. To prioritise improvements, tools like the MoSCoW model categorise service features into Must-haves, Should-haves, Could-haves, and Won’t-haves, helping managers focus on what matters most to guests (Clegg & Barker, 2022). The Kano model complements this by classifying customer expectations into basic needs, performance needs and delighters, guiding restaurants to exceed expectations and create memorable moments (Tan & Pawar, 2023). Customer Relationship Management (CRM) systems, such as Eat App or OpenTable, support personalised services by tracking guest preferences, visit history and feedback. These tools help restaurants tailor offers, automate loyalty programs, and strengthen emotional connections (Pendrill, 2025). Together, these frameworks and technologies enable restaurants to align operations with customer expectations, deliver consistent quality and build lasting relationships that enhance both functional and emotional customer value.
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