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THE EFFECT OF CUSTOMER SATISFACTION ON
CUSTOMER RETENTION

Atta Kenzy Kwaku, mazicmp cneuiansHocmi MapkemuHa oceimHs
npoepama «MapkemuHe»
M. M. leaHHiKo8a, K. €. H. — HayKogul KepigHUK

Abstract. The subject of this article is customer satisfaction,
loyalty, knowledge and business competitiveness from the
perspective of a food-industry customer. This article aims to analyse
the relationship between customer satisfaction, customer loyalty,
product knowledge, business competitiveness and other selected
factors which influence customer satisfaction. The research is aimed
at customers who purchase the product in question repeatedly and
have personal experience with this product. The research was carried
out using a questionnaire which was presented to the respondents,
who were customers of the selected companies.

Key words: Customers, retention, customer satisfaction, custo-
mer retention and organizational objectives.

Introduction. This paper examined the impact of customer
satisfaction on customer retention. The objectives were: to determine
the relationship between customer satisfaction and customer reten-
tion, and to examine the impact of customer satisfaction on customer
retention. Survey research design was adopted for this study. Primary
and secondary sources of data were used. The primary data includes
a structured questionnaire used to elicit information from the target
respondents who were customers of the reputable bank in while the
secondary data encompass the use of related materials, journals and
periodicals.

Literature Review. The Subject Matter has gained a lot of
attention from researchers and practitioners across the globe. It is a
necessity that must be put in place for organization to constantly
achieve it stated objective in the face of competitive globalization.
The issue of consumer satisfaction cannot be over emphasized
because it is a factor that must be considered in order to give room
for consumer retention. In the service industry, strong emphasize is
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placed on the significant importance of service quality perceptions
and association between service quality and consumer satisfaction [2,
6]. It is therefore presumed that some researchers concluded that
service quality is an important indicator of customer satisfaction. In
essence, consumers will be loyal to a bank if the services rendered
are satisfiable to the consumers. Faizan et al [4] were of the opinion
that satisfaction is a critical scale of how well a customer’s needs and
demands are met while customer loyalty is a measure of how likely a
customer is to repeat the purchase and engage in relationship
activities. They were of the opinion that customer satisfaction has a
positive significant relationship with customer loyally. They also
concluded that it is impossible to have loyally without satisfaction.
According to Rahim et al [1], consumer satisfaction is a critical focus
for effective marketing programs. Oliver [7, 8] viewed the fact that
consumer satisfaction remains a worthy pursuit among the consumer
marketing community [5] stated that consumer satisfaction is a
collective outcome of perception, evaluation and psychological
reactions to the consumption experience with a product or service.
Consumer satisfaction is regarded as how consumers can get more
benefits than their cost

Objectives of the study. The aim of article is to determine the
relationship between customer satisfaction and customer retention, to
examine the impact of customer satisfaction on customer retention.

The main research material. Customer satisfaction has been one
of the top tools for a successful business. Customer satisfaction is
defined as an overall evaluation based on the total purchase and
consumption experience with the good or service over time. With
marketing, customer satisfaction also comes along with it which
means it ascertains the expectation of the customer on how the goods
and services are being facilitated by the companies. Actionable
information on how to make customers further satisfied is therefore,
a crucial outcome. At a glance, customer satisfaction is a crucial
component of a business strategy as well as customer retention and
product repurchase. To maximize the customer satisfaction com-
panies should sell ideas and methods after the completion with all the
necessary documents. As for example, customers will buy a car after
taking a closer look at it such as how is the engine, what is its model,
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how many kilometers it has been traveling, and is there any cracks or
not. Therefore, they do not feel disappointed after purchasing it.
Otherwise, if the company uses only their sell and build method
customers might expect that the car is exactly the same as what they
see in the pictures or during the exhibition and later on the company
might receive complaint if anything is wrong. Customer satisfaction
is a barometer that predicts the future customer behavior.

At the beginning of the new millennium, customer satisfaction
seems to be everywhere. Customer satisfaction is a significant ele-
ment in service delivery because understanding and satisfying custo-
mer’s needs and wants can engender increased market share from
repeat purchases. The orientation to customer satisfaction is not a
recent phenomenon. Number of successful business people over the
years have identified the importance of customer satisfaction and
output of it in a business result. Generally, customer loyalty is a
behavior while customer satisfaction is an attitude. Therefore, there
are certain differences between the factors which influence customer
satisfaction and customer loyalty. Generally, price, quality, reliabi-
lity, empathy, responsiveness are the main factors that influence the
customer satisfaction and loyalty. Some of the detail factors that
influence customer satisfaction and loyalty are discussed separately
below.

Consumer behavior refers to the selection, purchase, and consum-
ption of goods and services for the fulfillment of their basic and the
fundamental needs. There are different phases involved in consumer
behavior. Initially, the consumer finds the needs and then goes for
the selection and budgets the commodities and take the decision to
consume. Product quality, price, service, consumer emotion, personal
factors, situational factors, a perception of equity or fairness, product
features are some of the factors that influence the customer
satisfaction. On the other hand, several factors like mentioned in the
figure influence the purchasing behavior of the consumer.

Conclusions. The issue of customer satisfaction is a critical factor
that must be given constant attention in order to achieve stated
organizational objectives. From the findings of this study, it can be
concluded that customer satisfaction as a whole has independently
contributed immensely to the retainment of respective customers.
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More so, there is a significant relationship between customer
satisfaction and customer retention.
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AHoTamiA. Y cTarTi po3MIsIHYTO 0COONMBOCTI OpraHizamii map-
KETUHTy y OyaiBenbHIM oprasizalii 3 ypaxyBaHHAM cHelu}iku
TISTTEHOCT] TaKuX MAPUEMCTB. [1icis po3risamy ocobauBocCTI Oymi-
BEIIbHOI ramy3i OyJI0 BU3HAYCHO 3arajbHi pUCH MapKETHHTOBOTO Me-
HEDKMEHTY Ha OymiBENbHHX MiANPUEMCTBAX. 30KpeMa IIe 1HAWBI-
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