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Abstract

The purpose of this research paper is to study the impact of relationship marketing on customer
retention while keeping in view the fashion retail industry of Pakistan. The research results show
that much impact can efforts make on the company’s sales and retaining customer is much more

easy and cost effective than onboarding a new one.

We live in a very dynamic and ever changing world now specially fashion. Pakistan is a growing
country and people are much aware of their options now. They can easily switch between brands
if they are not happy or satisfied with the services they are getting so keep them attracted

companies use different techniques and strategies, relationship marketing is one of that.

The impact of customer service, personalization and brand/store community was observed on
customer retention by distributing questionnaires among both men and women. The impact of all
variables on customer retention was positive and considering them while building relations is
very critical for companies. Sales associates are the face of any company and customers have
relation with the brand because of their exceptional services so company should train them and

so they can convey the best services to the customers for long lasting relations.

Keywords: Relationship marketing, customer retention, customer service, personalization,

brand/store community

Page 4



Table of Contents

Y o1 1 - T ST TTSTSPP PP PPN 4
(@ 0T o) =T ol R [ 4 o Yo (¥ ot [ o PRSP PPPR 7
0 = =Tl =4 TU T o o IR TSP 7
1.2 Relationship marketing and the marketing MiX.........occueeeriieieiii e 9
NS I Tl o 10T (] Ao g 1= To V2SR 12
1.4 Transactional vs. Relationship Marketing ........cocviiiiiiie i 13
1.5 The SIX Market MOGel: .......ooiiiieeeeee et e ss e et sae e 14
1.5.1 CUSTOMEI MATKEES ..eiiiiie ittt ettt et e e st e st e e s bae e sabeesabeeen e sabeesaneeeas 15
1.5.2 Ref@rral Markets: ..c.ueeeiieiiie ettt et ettt ab e e st e e s bt e e sabee st beeesaseesaneas 16
1.5.3 Supplier and AllIANCE MArkeLS .......iiicuiieiiiiee et e e e s e e e ebae e e e ens sareeas 16
1.5.4 INflUBNCE MATKETS: ..eneieiieeieei ettt ettt b e st sane e sanesaneeaees 16
1.5.5 ReCrUILMENT MArKELS: ....eiiiiiieeiii ettt ettt sttt et e et 17
15,6 INtEINAI MAKEES: . ueiitieiieiie et b et be et en st e st 17

1.6 Challenges of CuStomMEr RELENTION ......vuiiiiiiie e et e e e sate e e e sbtee e eeesanes 18
1.6.1 CUStOMEr COMPIAINTS: ..viiiiiiiiii ettt e e e e e e s b e e e e sbbe e e e ssbbeeeesaseesraeeeennees 18
1.6.2 COMPEtITiVE ENVIFONMENT .ottt e s et e e e s e s strteeeeeesas aeeeennns 19

A - 1< g =T g Y o] o] o] o] [=T s o FOR OO 20
1.8 Objective Of the rESEAICN........eii e e et e e e ta e e e e ba e e seeeeaanaeeeeanaeeas 20
1.9 RESEAICN @SSUMPTIONS ..veiiiiiiiieiecitiee ettt et e ettt e e et e e e et e e e e aae e e e eaaaeeeessaeaeensaeseessaeeseeeassaeeesnseeeas 20
1.10 SCOPE OFf T IESEAICI .o e e e e e e e e e e e e s e tabbeaeeaeeeeeeeeeeesaabsaaeeaeens 21
Chapter 2: [IHEIAtUIE MBVIEW.....uuiiieeeie ettt ettt e e e e eee e e e e e e e eetarereeeeeeeeababeaeeeeeeessssssnsssnaeeeeeennnes 22
2.1 RelationShip Mark@liNg ......cocuiiii i e e e et e e st e e e s bt e e e s sbeebaeeeeraeeaeans 22
2.2 CUSTOMEE SEIVICE «..eeiiiiiieie ettt et e e e s e e e st et e e s emte e e e sme e e e s s beeeesan s eabeeeesannneeesans 25
2.3 PEIrSONAIIZATION ..ttt et b e bt ae e sa e sttt ettt be e b e nhe e bt e aeenaeeeaees 28
2.4 Brand/StOre COMMUNITY ......cocviiiiiiite ettt ettt et ete e e e e eteeeeeereeveebeeebeeebeesbeesteesteeeteesasesane e eareenveeanes 30
2.5 CUSTOMET FEEENTION....ciiiiiiii ittt e e e st sba s e e s saae e e sans 32

(@ FT oY T B V= d Ve Yo Fo] [o -4V APPSR 37
3.1 TheoretiCal framEWOIK .......co ittt sh e sttt et sateebeeee e 37
3.2 RESEAICh NYPOLNESIS .. ueeiiiiieieee et e e e e e e e e e e e s aatr e e e e e e e e s nnsssnnereeaeeeeeannnns 37
I T =T ol Y= o o T o Y- ol o SRS 38

Page 5



3.3.1 QUANtItatiVe @PPrOACK ..ueeeeee e e r e e e e e e r e praaaeaaeas 38

3.3.2 DEUCEIVE FESEAICH . ..eiiuiiieiite ettt ettt ettt et e et e s be e s bt e e sabeesabeeesabeesatbeeeneeennee 38

3.4 Target audience and SAMPIING ...cocoiuiiii i e e e e e e e e e e sare e e e e arae e e seeeanaeeas 39
3.5 Data collection TECANIGUES ...ciceeeeeeceee e e et e e s e e e saa e e e e areareeesanaeeas 39
3.5.1 Formulation of QUESTIONNAIIES .......eeiiiiiiieicieee e et et e e et e e e eare e e e e e eeanes 39

3B INSEIUMEBNTS .t e e e s r e e e e s s san s e s rar et e e s s e saene 40
3.7 Data organization tEChNIGUES ......coi i e s e e s e e e bbe e e e e snnaeees 40
3.8 DIMENSIONS OF FESEAITN. ... .ei ettt e b et e s e sabeeebeeeeee 41
3.9 INSErUMENT ETAIIS ..eeueeeteet et bbbt sbe e e eae e e 41
N O YooY g gV o] o Tol=Te [N ] o YU 43
INAEPENAENT VAIIADIES ...oeiiiiiiieeeeee e e e e e e e et e e e e abae e e enaeeeeen e earaeeeennnes 43

(DL o1l o [T Y ARV a -] o] LT PSRRI 43

(0 FT o X T N (T U PSP PP 44
4.1 DESCHIPLIVE @NAIYSIS....uiiiieiiiiii ettt e e e e e e e et e e e et e e e e e abaeeeeabeee e e sbaeeeenssnnseeeeansreeeeannees 44
4.2 RElability @NalYSiS ..cccurieieiiiiii et e e e e e e e e e e e e e areeeeenreeeeaanees 49
4.3 COMTEIATIONS ..ttt b ettt ettt b e bt e s h e e sae et e eabe et e e reereenreen 51
4.4 REGIESSION @NAIYSIS c.uuviiiiiiiiiie ettt e et e et e e st e e e s e e e e e sbaee e e abbee e e nbaeeeenarenbeeeeesreeeennnees 52
4.5 ANOVA oottt e e e s a e s 52

L N €= i ol =T o OO P P PO PR PR PSRRPRRURPIN 53
4.7 ColliNEArity dIAagNOSTICS .oieecuriiieeiiiieeeeiitee e ettt e ettt e e et e e e e te e e e eareee e e traeeeeabeeeeesseeeeansas eeeeenreeesannees 54
CAPTEE 5. DiSCUSSION ....uutiieeiiiiee e ettt e e ettt e e e e tte e e e et e e e e ette e e e eetteeeeeateeeeaseeaeeaabeeeeeansasaeeasbaeasseeesnreeeeansseeesansens 55
LT 2= { =Tot i oY o - OO PSP O P UPRRRORRRPPR 58
5.2 LIMIEATIONS. ..ttt e e 59
5.3 Managerial IMPlICALIONS . ....cii i et e e e et e e e st e e e e bae e e e e e sbeeeeearaeeeennees 59
RETEIEINCES ...ttt st et e b e e b e b e bt e s r et sae e st es et e e an e e bt e bt e re e reennees 61
AN 01T o | PR URRN 66

Page 6



