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This report will be focused on the case study of a company called Bath Haus Spa, Ltd. Identifications of management theory in practise-Scientific and Systems-with the practical examples within the organisation, to help to present a broader perspective on the current style of management.
A brief summary in the history of the organisation and the type of customer currently using the services/ products 
. The central thesis of this report is to emphasize and critically analyse the wide number of factors that has a direct impact on influencing (positive /negative) customer value. Brief definitions of CEV, CLV, CRV, CIC and CKV.
The second part of the report will present the findings of the research used to identify the different systems supporting the quality processes and the evidence to show the effectiviness of this very same processes. 
Recommendations on the best share practises will follow and a conclusion will finalise this report.
 









2. The Case Study
The Bath Haus Spa was funded on 2012, a bi-product of the Olympics events that have shaped the way Londoners view their well being. The need for well being treatments have grown in last couple of years according to wellness guru, Remi Ishikuzand its due to the awareness of health and  wellbeing together with  the current challenges from the  national service, people are inclined to look  for alternative medicine, accredited complementary therapies and the immediate pain relief such as massages treatment . The Bath Haus identify the opportunity to deliver such holistic treatments to the population of Barking and Dagenham at what has been considered an affordable prices.
The London 2012 Olympic Legacy, it has been the only Event within the longer-term benefits and effects even after it finished.  The ripple of the planning, funding, building and staging of the Olympic and Paralympics Games in summer 2012, one of these is the form of the Bath Haus Spa. It is variously described as: economic – supporting new jobs and skills, encouraging trade, inward investment and tourism.
The founder of this company is Rachelle Moulai,her career background is one of the music industry , creating public events and most recently managing 5stars spa hotel in London, her latest being the Regents Park Hotel in Mayfair and in Seychelles were she become the senior manager in the length of a few months of being there. Her health background is one of depression, anxiety and suicidal states of mind. She came up with the idea of creating a Spa in Barking after learning Cranio Sacral Therapy and various types and techniques of massage treatments in order to self heal. One day when she was Massage parlour where the therapist compromise her safety with inappropriate suggestions and gave a short time and light pressure massage.
This experience gave her the idea to create the Bath Haus Spa. She created a business plan to request for from the Government. The ,mission statement was to : create a  5 star quality spa ,delivering most types of massages treatments from sport massage ,deep tissue ,thermotherapy, pregnancy and therapeutic massage as well as beauty treatments and later to introduce other complementary therapies such has homeopathy and  Naturopathic Nutrition, and all this services an affordable prices were all  people could come over and have well being treatments of a higher quality ,in the middle of Barking, according to Rachelle’s research: only in the centre of town, London zone 1 and 2 a person would get the same  type of treatment ,be satisfied ,come back for more and spread the word by mouth, enough to help building a unique a strong reputation.  The government offered her a corridor inside the Learning Centre /library, right in the heart of Barking and there was nothing such this in the area, positioning this business in the best market position as possible. I have become a part of the business as  a  and massage therapist and facialist In October of 2017 and I am currently   still there, working as a self employed and a part of an evolving team of professional and self made business people.
The management theory identified at practise in this organisation is the scientific and there’s also a remnants of the systems theory.
Scientific Management Theory examples at the workplace, Taylor’s (1856-1970).
I work on a basis of earn on the basis of how many treatments I have delivered and if no clients come to the establishment I will not receive any form of payment.  All the staff members, the compulsory rule to wear the same uniforms. I was taught to break down tacks into smaller task and to perform to maximum optimizations and all perform the massages in the routine and time prior trained to do so ,despite the fact I was qualified and verified by the Federal Association s of Holistic Therapists
The systems theory examples at the workplace:
The team are made of four menembers, working fulltime therapist and, four part time consultants. When one of the therapist or consultants is sick or has a commitment somewhere else the Spa seizes to function. When one system fails or is removed ,the low of the main system ,the business is directly affected where in occasion the manager had to close the premises as the therapist systems was not working. The company has an app. called Ming and Body, which is responsible for booking clients, sending reminder emails. To keep record of clients personal details, as well all the treatments each therapist has perform and what earnings, together with many more other benefits and tacks.  When this systems is down the whole day is compromised the daily appointments are all recorded on this app, and it can be asses ion adapt pc or mobile, however if the system is offline or out of reach is unassesible.
Although it may seem contradictory to have two different theories at work in one workplace, in my experience, it works well has the scientific keeps the motivation going to more than necessary to earn a living and the systems theory keeps the records of the cohesion between systems, such as processes (organising, planning, brainstorming, inspiring and motivating, controlling and delivering) and the outputs (services and products). The systems share among the different systems it seems to keep some form of balance within the company.
Customer defined
 Is everyone who receives a company service, this could be external or internal.
Customer perceptions of quality and customer satisfaction
Service quality depends on the following factors:
· Reliability-how dependable is the service to be delivered at the time ,price and length promised
· Responsiveness-When there’s a complaint, how dedicates and accountable is the customer services department in dealing with the complaint and to resolve it to deliver satisfaction.
· Assurance-to know who to turn to and the confidence the issue will be deal with for certain, all in a realistic time frame.
· Empathy-To feel compassionate with the customers issues in a human level to able to relate and to help with passion.
· Tangibles –products which saleable and touchable(in the  case of the Bath Haus Spa intangibles –services)

There a few different factors influencing customer satisfaction related to the case study:
· Service quality-All therapists are qualified and undergo regular training sessions with the last techniques.  The manager regularly travels unit the centre to have a massage treatment to compare the 5 start treatments delivered in these hotel with the ones delivered at the Bath Hauls Spa
· Price-All treatments are at high low value of 50% lower than the high end services delivered in the araea.The initial aim of this business was for all treatments .of high standard to be delivers an affordable price.
· Service features-To deliver the full length of treatment at all times, including when a customer had the issue of being late.  Upgrading treatment with needs of the customer and always to use organic products, such as essential or carrier oils
· Consumer emotions-Its normal for the customer to become emotional during, or after treatments, and all therapists have been trained to deal with such events. Also when customers are angry about  the receiving treatment up to their expectations ,which in the length of time I have been working there it has not yet happened ,despite of my bias my experience has revealed most of clients are satisfied and do return ,has they have been explained it’s all part of the “Healing Response”.
· Perceptions of equity or fairness-its important for the customer to feel they are being treated equally and to see everyone being treated fairly, as to abode feelings of discrimination and possible abuse. When dealing with people’s relaxation and healing states it’s a most to stay focus and balanced.
· Personal and situational factors-every customer is an individual with different issues at different time in their lifes, to acknowledge that something is happening and to be compassionate with customers it has help to show the business to have a humane side and that people can relate to like.
· Attributions for service failure or success-to have the ability to identify what are the services customers are satisfied with in order to maintain that same  standard as well to quickly find what is that customers to like and buy to eradicate and change for new services .
Customer value defined
When looking at a the ways an  profile communicate s and delivers their services and products  to their targeted audience, there’s an allocated amount of resources and capital allocated for the sole purpose to investment in new products, services and on research on how to improve the existent product and services.
Looking at the case study the main source of customer value comes for the deliverance of services, intangible treatments in the form of massages. Facial and other various beauty treatments.
This organisation approach to customer engagement. 
At the beginning ,The Bath Haus Spa, immediate need to quantify the value created by customer involvement was at all time high ,ahs the company was new and the need to proof the services offered were of a real value was in did difficult ,so here is what they did :
· Created a business  plan to apply for government funding 
· To offer a launch promotion where prices were as low as 50%  a limited  number of customers who would come for a limited period of time
· To go out to open events and give away massages as a trial, being paid by donations 
· To do free workshops to expose the treatments with demonstrations and naming the techniques that each therapist were using.
· Anatomy and phisiology workshops to empower and educate the potential customer 
· Approach everyone as a future customer 
· To employ only qualified and experience therapist.
· To have a spa standards created as a script to follow for when dealing with every single client

Customer attainment progression for all the respective therapies and treatments through the period of creation until last month.  The information was taken by the mind and body app .which is one of the system processes used to manage customer which I will talk about on the next section. The council and the government did approved to help funding such and innovative concept of a business and has there was progression in the business for the next years up to five where the vision was to create the company brand of oils ,essential and beauty produces as well and beauty range and also with the idea to create a  technical school of massage to be open inside the bath where it would become a academy ,constantly producing new future massage therapist ,as a way of ensuring the vitality of the job search and securing therapist a problem with little risk and at a very low price ,cause when taking on board internees or apprentices the organisation would not have to pay a high salary ,giving the opportunity to save money in order to invest in another areas of the business
Defining customer engagement
The art or ability to create a product that delivers its promises to the customers in such a unique manner,   entailing them to be impressed, satisfied and to recommend the produce to others. A customer or not can make or break a business, depending on their experience with the organisation.  A product is tangible or a service not tangible, making the two different ways to engage with the customer.
Customer Engagement value (CEV)
This value is not visible, however is measured by a set of metrics given loyal customers who continue to value the services of the brand and these codetermine the times they have used the services, also the word of mouth phenomena, the power to constructively persuade other customers to purchase the business offers or promotions and also the knowledge they have on the services, which given from the customer to the firm via feedback to the business. This type of value brings an indirect contribution to the net profits of the business. Customer Referral Value (CRV), Customer Influence Value (CIV) and Customer Knowledge Value (CKV) are all types of value demonstrated by the customer indirectly.
The only form of customer value that brings a direct contribution to the net profits of the business is the Customer Lifetime Value. This is the essential metric that reflects on the profitability of the business by tracing the past purchases of each customer as well as predicting the future purchases behaviour of the customer. Also dictated the future value of the loyal and current customer as well as prospective future customers. This metric helps the marketing team predict the money value related to the length if the relationship with each and every customer, showing the value of that relationship.

On this case study the customers have a vague perception of the services they will receive as being intangible and the only reference to the services is via the marketing team, specially the newcomers. The strategy used at the Bath Hauls is to use workshops where customer get to have trial treatment for free, given them an idea of the treatment will feel like and to get to meet and feel the hands and the energy of one of the therapists (the best one) in order to get them interested, when they ready to book a treatment with then will have same idea of what the treatment will feel like.. 

The Bath Haus Spa customer engagement is through the services that it delivers to the community.
3. The factors that influence the ability the Bath Haus Spa to maximise customer value are:

3.1 Excellent customer services 
The aim of this factor is to create loyal customers for the life time of the business.  Customers are willing to travel to the company location and to pay to receive a unique treatment, which most have been previously and the new clients are mostly recommending by an existent customer who experienced the treatments at high quality level and became satisfied. The norm for the staff to behave is to always be welcoming 
, acknowledging the customers by their name and to smile at al times. Offering glass water and a comfortable place to seat away from the business of the reception. A   consultation form will be given to them for an extensive questionnaire that it will only have to fill it once and reviewed by the therapist every time the customer returns.  All members of staff are familiar will all the services provided, their prices an duration of treatments. If there a question a member of the team doesn’t know, they encouraged   not to panic and remain calm, whilst announcing to the customer someone will come over and deal with your request. The customer is at the top of the agenda every day of the opening and  working hours ,they are to treated with a special attention ,been spoke n to with calm voice an manner and to always ask them  about  their  treatment when they are completed and about  to make the payment.  Customer satisfaction is at the route success of this company, as all customers are followers of the media content and give feedback often throughout.
What the customer feels or thinks about the business it will have a direct impact on the progress of this same business.
The values in practise here and by all members of staff, regardless the different cultural backgrounds.  Are to show respectful, graceful and courteous. To all customers at all times, particularly when they are no satisfied.
3.2    Information Deliverance
The most important factor of it all ,in my opinion ,has its the information the customers receives and read form a company that will directly contribute on their visiting the premises for a treatment ,creating the possibility to become a loyal customer and to also recommend the same services to family and friends. Transparency and honesty is one the values the Bath haus carries as it’s a people s company who’s is constantly evolving and adapting together with the community.
3.3  Customers feedback
 As mentioned above every customers needs to complete a consultation form                                            ,with questions about personal details ,medical conditions ,allergies, the reason of coming to visit the business premises together where they have heard of the business and their expectations ,and this is standard.  The consultation form will then be given to the therapist who in turn will read, and then decide if it’s appropriate for treatments. Before the treatment, they will a verbal consultation where the therapist will ask for any questions to be cleared or to ask if the customer has any question prior treatment.
After treatment the customer will be ask for a feedback on the treatment verbally as well to write a review online when at the comfort of their homes.  There are constant competition troughs the various platforms on media, such as Instagram and Facebook, where followers can win a price when they shared the page with friends or leave a feedback online.
3.4   Creating Realistic Promises
Its imperative the company creates their advertising around transparency, the Bath Huas Spa has been very transparent with their origin, with the aim to make a real history with the people whom have taken part and contribute it its existence, to have a real facts to refer to with a see through and honest net.   Also with the history and experience of all therapist ,the manager work on daily basis to deliver the right therapist to the right customers ,has each and every one  is treated as an individual with different needs ,and each treatments is tailored to meet the direct needs of the customer ,and when there what in the business is called a contra indication that prevents the treatment to be perform ,the customer is post signed to see a respective expert .for example ,a customer  with a fungal or viral infection  will not be able to have a treatment has what they have is potential highly infectious ,so they will  be referred to their doctor and on return they will have to bring what’s called doctors note of confirmation the treatment for the condition has been completed ,this is to keep the client and the staff safe of cross infections.
3.5   Provide a high standard of services, at a compatible prices 
Staff training is directly related to this factor, and the Bath Haus Spa training is proved every six months on the Spa Standard, where the manager as draw a list of standards that need to be followed at all times, by all members of staff including the manager and Directors.
All therapist are highly qualified, where they have attended to the best school of massage, such as the School London On massage (5start ratings on teaching at Google).


Client database growth February 2012 to February 2019







4. Customer relationship management (CRM)
Is an ecosystem and it functions like a network connecting employees together with systems within the organisations.
The Mind and Body is the active current example of the ecosystem being used in these particular organisations. It works a customer focused ecosystem, where everything within these systems is to enhance the customer experience and it all done electronically,
The difference between product focused ecosystem and customer focused ecosystem is the deliverance on the system, had the product is dealing with tangible times and services is dealing with intangible services.

5.  Quality processes
Quality Management System (QMS) are collection of business processes which job is to keep on, consistently meeting customer requirements and prompting their satisfaction, being a part of the company’s aims, and objectives.  Together with their goals and values, aspirations and polices. 
At the beginning, the quality systems worked on predicting outcomes for example on an industrial product production line.  In the case of the Bath Haus, it refers to the services that specially tailored to the individual, which is directly related to customer loyalty.
Benefits of QMS:
· To achieve greater consistency in all activities provides being services or products. Reduce expensive mistakes and to increase efficiency, by making the best of the time at the workplace and resources.
· Customer focus, when management works on to understand and anticipate the customer needs ,requirenmnts and strives to exceed customer expectations or meeting the,, reducing the numbers of complaints.
· Leadership and management need to be in synchronicity, enabling the team members to establish a unity in the same purpose and direction, creating the right environment, to enhance staff productivity in order to deliver all services accordingly.


6. Recommendations

Most the systems work effectively, apart from the human resources aspect, as shown above.  The best shared practise is to hire more part timers to be on call in order to have at least two alternatives call on to cover unexpected absences .The technological state ,Mind and Body ,which has been shown to not to be reliable like most types technologies is . Best shares practise to have a back up written on a paperback with  all the daily  activities agenda, the details an phones numbers of the customers that will come in for appointments . Also look for different alternative some that is reliable at all times.










7. Conclusion
The Bath Haus Spa has done amazingly well in creating the consistent growth on retaining and maintaining the customers, due, mostly to a small gap in between the expected service and the perceived service. According to the testimonials on their site the customer expectations have been meeting time and time again, creating a CLV of an enormous scale.  Wellbeing and Health is on demand industry and to deliver these services at a lower price than the competitor is a great advantage that will keep this company in good strategic market position.
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2012	SPORTS	DEEP TISSUE	MOTHER /BABY	BEAUTY	250	120	15	500	2013	SPORTS	DEEP TISSUE	MOTHER /BABY	BEAUTY	260	195	65	950	2014	SPORTS	DEEP TISSUE	MOTHER /BABY	BEAUTY	1000	325	175	3000	2015	SPORTS	DEEP TISSUE	MOTHER /BABY	BEAUTY	1575	652	325	3250	2016	SPORTS	DEEP TISSUE	MOTHER /BABY	BEAUTY	1800	760	500	5000	2017	SPORTS	DEEP TISSUE	MOTHER /BABY	BEAUTY	1900	780	375	6500	2018	SPORTS	DEEP TISSUE	MOTHER /BABY	BEAUTY	2000	880	780	6750	2019	SPORTS	DEEP TISSUE	MOTHER /BABY	BEAUTY	2019	1250	1000	7225	