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Abstract 

Service companies today are striving to improve customer relationships, not only to enhance the 
relationship experience but also to achieve long-term retention that is crucial for survival in a 
competitive environment. Due to the changing nature of service markets towards customer-
oriented service models, it is crucial to develop insights in behavioral and relational drivers of 
customer retention. The purpose of this study is to investigate the influence of five important 
relational constructs, relationship quality (RQ), customer trust (CT), customer commitment (CC), 
communication effectiveness (CE), and service personalization (SP) on customer retention (CR) in 
service firms. A questionnaire was formulated using existing measurement scales and distributed 
to a targeted 380 end users in the context of service industry which includes telecommunication, 
banking, hotel and healthcare services. In sum, 207 questionnaires were retained and 19 were 
excluded due to missing values, yielding a final data set with respect to the sample size n = 188. 
The proposed hypotheses were tested through correlation and regression analyses at 5% level of 
significance, using SPSS version 26. The results based on empirical analysis show that all five 
relationship marketing strategies have both positive and significant effect to customer retention 
and relational qualities along with customer commitment are the most influential predictor that led 
to greater level of customer retention. The present study makes theoretical contributions to the 
relationship marketing literature and managerial implications for service companies seeking to 
develop retention-based strategies, and sustainable relationships with customers. 
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Introduction 

The concept of relationship marketing has brought significant strategic focus for service firms 
which aim to gain a sustainable competitive advantage through long term customer relationships. 
Relationship marketing, in contrast to transactional marketing introduces the value of customer 
retention and extends it to long-term process where both sales are important but customers also 
offer them positive feedback. This trend has been particularly noticeable in service industries such 
as telecommunication, banking, healthcare and hospitality where repeated interactions and 
relationship continuity are essential part of adopting the services (Shrestha, 2020; Zhang et al., 
2024). While markets are getting crowded and the customer’s now well-informed and demanding, 
service firms need to focus on relationship-based strategies in order to retain their customers as 
well as long-term organizational success. 

The literature acknowledges that customer retention is a key factor that affects profitability and 
long-term survival of an organization in service industries. Existing customer retention is proven 
by previous researchers to be more economical than new-customer acquisition and leads to higher 
lifetime values, repeat purchase behavior and favorable word-of-mouth (Reinartz et al., 2005; 
Pfeifer & Farris, 2004). Loyal customers are more likely to emotionally bond, paying less attention 
on price and tolerating some service failures thereby positioning retention as a strategic necessity 
than a tactical result (Ndubisi, 2007; Nyongesa et al., 2020). Deconstructing the relational construct 
has thus become one of the central theoretical and managerial concerns for both academics as well 
as practitioners in recent times. 

The importance of relationships in achieving customer retention is highlighted by existing works. 
Variables such as trust, commitment, communication or relationship quality have been identified 
as the core of RM that affects clients' propensity to continue a long-term relationship (Rosário & 
Casaca, 2023). Trust decreases the risk and uncertainty involved in service consumption, 
commitment indicates customers’ psychological connection with their provider, while effective 
communication enhances relational transparency and engagement (Rese, 2003). Combined, these 
relational factors increase customers' expectations of value and encourage loyalty behaviours over 
the long term. 

Apart from these common relational constructs, more and more attention has been attached to the 
personalization of service provision in the context of current services. Digital innovation, customer 
data analytics and interactive communication technologies have empowered businesses to 
customize services, interactions and information to specific client needs. Personalization increases 
the perceived relevance of a message, creates more emotional attachment, and improves customer's 
experience which in turn increases retention intention (Chakiso 2015; Al-Qralleh & Awwad, 2014). 
Relationship quality mediates between effective personalization and trust-building communication 
and deepens customer–firm relationships with retention consequences. 

Although the literature on relationship marketing is rich in content, there are a number of 
deficiencies in it that need to be addressed. First, a number of previous studies have considered the 
constructs of relationship marketing (trust and commitment for example) individually, without 
incorporating these in a complete empirical model. Second, as relationship quality is generally 
recognized to be a multi-faceted concept involving trust, satisfaction, and commitment among 
other factors (Morgan and Hunt 1994) it is at the same time often used as an antecedent rather 
than an outcome in models of customer retention. Thirdly, in contemporary service contexts where 
there is a strong emphasis on the value of effective communication and personalization, relatively 
few empirical studies have considered both these constructs alongside traditional relationship 
factors as jointly explaining customer retention, and even fewer across multiple service settings. 
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Based on these gaps, this paper intends to advance a comprehensive empirical inquiry of 
relationship marketing tactics and their impact in retaining customers in service-related firms. In 
particular, the research investigates the influences of relationship quality (RQ), customer trust (CT), 
customer commitment (CC), communication effectiveness (CE) and service customization (SP) on 
customer retention. These elements represent some relationship marketing fundamentals that 
altogether determine customers’ relational perceptions and behavioral intentions on a longitudinal 
basis. By incorporating these issues into an integrated research model, the study seeks to offer 
insights about how various relationship marketing practices interact with and impact retention 
conjointly. 

Theoretical and managerial implications of this study are discussed. Theoretically, to our knowledge 
this study is among the first to explore in an empirical manner more than one relational variable 
theory and test their relative impact on customer retention. Managerial implications for service 
organizations seeking to build and implement effective retention strategies are discussed in the 
conclusion. By understanding which relational antecedents have the greatest impact on retention, 
and how they should focus on these activities where the reverse is true, managers are better able to 
allocate resources more efficiently and also plan customer engagement efforts to spend some 
monies into relationship-based service practices that lead to retention. 

 

Literature Review 

Service organizations have increasingly utilized relationship marketing as a strategic philosophy 
which emphasizes the development of long-lasting partnerships that are mutually-beneficial rather 
than a short-term transactional focus. With the competition and homogenization of services 
offered by organizations, relational mechanisms are adopted in order to improve customer 
satisfaction, loyalty and retention (Athanasopoulou, 2009; Huang et al., 2021). Relationship 
marketing highlights that long and profitable relationships cannot materialize without sustained 
interaction, trust formation and commitment, effective communication and value cocreation (Fulle 
ton & Tay lor, 2002; Hsieh et al., 2018). In circumstances of service provision where the 
characteristic intangibility, heterogeneity, inseparability and perishability enhance perceived risk 
relational strategies are important in helping to overcome uncertainty and building customer 
confidence. 

Customer retention is a primary objective of relationship marketing activities, describing the 
intentions and behaviors of customers in terms of maintaining relationships with service firms over 
time. Existing customers lead to more steady revenue flows, lower marketing costs, and greater 
profit (Reinartz et al., 2005; Pfeifer & Farris, 2004). Previous studies have found that retention is 
influenced by evaluations of both emotional and cognitive aspects of the customer–firm 
relationship and this would make relational constructs particularly relevant antecedents in services 
industries (Hyun, 2010). While considerable research supports the favorable effect of relationship 
marketing on retention, few studies have specifically considered empirically incorporating multiple 

relational constructs in a unified framework (Hennig‐Thurau et al., 2002; Huang et al., 2021). This 
gap is filled by the current paper, which focuses on five constructs of relationship trust: customer 
trust, customer commitment, relationship quality, communication effectiveness and service 
personalization. 

Relationship quality is a well-established concept in relationship-marketing literature defined as 
customers’ global judgments regarding their relationship with a service provider in terms of 
strength, depth and positive valence (Athanasopoulou, 2009). Theoretically, relationship quality is 
a multi-dimensional construct including trust, satisfaction and commitment and considers 
customer’s summated experience of relational interactions, as opposed to individual exchanges 
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(Chenet et al., 2010). A high quality of relationship is a marker for consistency, reliability, and 
emotional alignment between the customer and the firm. 

In those services where there is a high intensity of interaction and involvement, the quality of their 
relationship with customers exerts an even stronger influence on customer retention. High-quality 
relationship will not only decrease relational perceived risks but also improve their emotional 
attachment and tolerance to service failure (Hyun, 2010; Hunt et al., 2006). They experience that 
the service provider regularly provides them with value, and they have confidence that the 
organization is fair to them (ii) Loyalty: If customers trust in their relationship partner and feel 
satisfied with their perceived benefits of resource exchange for long term also known as future 
activity transaction then customer satisfaction, mental state leads them to loyalty. Empirically, 
relationship quality has been consistently found to be one of the most powerful predictors of 

loyalty and retention in service settings (Kalia et al., 2021; Hennig‐Thurau et al., 2002). As such, 
relationship quality is hypothesized to have a clear positive effect on customer retention. 

Trust constitutes a fundamental concept of relationship marketing and indicates customers’ 
confidence in the trustworthiness, truthfulness, integrity or responsibility on service provider 
(Gounaris, 2005). Trust in services In service settings, trust is extremely important because 
outcomes are usually less tangible and more difficult to evaluate before they have been used (Gruen 
et al., 2000). Trust lets customers feel safe when interacting with you and know that the company 
will do what it promised. 

Research also indicates that trust affects relationship longevity and motivates a customer to stay in 
the relationship (Verhoef, 2003). Customers with trust tend to encompass positive attitudes 
towards providing information, willingness to cooperate and tolerate service failures from time to 
time (Lin & Wu, 2011; Njenga, 2010). In addition, trust fosters emotional closeness and 
commitment to stay with the current service provider in spite of competitive offers (Khan et al., 
2019). Hence, in service firms, trust acts as an important mediator for how relational confidence is 
transformed into retention . From the above theoretical and empirical rational, we propose that a 
customer's trust should have a favorable impact on their retention. 

Consumer loyalty entails the degree of mental readiness and future focus a customer has with a 
particular service provider (Ndubisi, 2014). The most common form of conceptualization of 
commitment is in affective and calculative forms (Mardones & Vázquez). Affective commitment 
develops due to an emotional bond with and identification with the service provider, whereas 
calculative commitment is based on perceived switching costs and economic factors. 

"Commitment is identified as a robust predictor of customer retention and loyalty in the 
relationship marketing literature"(Fullerton, 2003; Simbolon, 2016). Emotionally dependent 
customers feel an emotional connection, a sense of belonging and positional satisfaction in the 
relationship which can lead them retaining their current service provider even if better alternatives 
are available (Xu, 2022). It has the added psychological tactics effect of maintaining relationship 
through making termination seem costly as retains a commitment at an increased level of calculative 
commitment as well. Service providers that are able to create commitment will, among else, gain 
higher frequency of visits, customer lifetime value and advocacy intentions (Lai, 2014). Therefore, 
customer loyalty is posited to have a strong positive influence on retention. 

The concept of communication effectiveness is the degree to which correct, clearer and actualizable 
information flows between a service provider and customer (Mbango & Mmatli, 2019). 
Communication can also maintain customers who will know what processes, policies, changes and 
how to recovery their money transparently (“Step Marketing - Easy Explain At Once!,” n.d.). In 
metaphor of relationship marketing, communication works as a relational cement to maintain an 
interaction and to uphold mutual understanding. 
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If the communication is not of high quality misunderstandings arrive, and consumer dissatisfaction 
and distrust increases that has an impact on customer loyalty (Mardones & Vásquez, 2019). On the 
other hand, when an extremely responsive service provider is communicating openly and pursuing 
consistency in communication, confidence in relationships is further developed, perceived service 
quality improved upon and customers’ affective attachment towards the organization becomes 
stronger (Keiningham et al., 2017). Communication effectiveness as a means of retaining 
engagement in the service industry which makes much customer contact and support has been 
critically important (Jani & Han, 2011). Hence, good communication is likely to lead to higher 
customer retention. 

Customization of Service customization in service customization service is the degree to which 
processes, interactions and information are matched to individual customer needs and capabilities. 
(Khalik et al., 2023) 2. Driven by the growth of customer analytics, digital platforms, and data-
driven approaches to decision-making, personalization has taken a key position in contemporary 
relationship marketing strategies (Akhgari et al., 2018). Customized services increase perceived 
relevance, lower customer effort and improve overall service experience. 

The literature has shown that adjusting personalization helps in building a convivial dimension 
among end-users which lead to their perceived importance in privacy enhancing process, it enables 
the develop of trust. Customers tend to seek out long-term relational relationships and are then 
attracted toward localizing towards the service provider on whose services they perceive lot of 
customization (Jani & Han, 2011). In addition, customization enhances engagement and the bond 
between customers and the relationship, achieving customer retention in the long run (Gruen et 
al., 2000). Thus, personalization of service is theorized to positively influence customer retention. 

Customer retention is a fundamental dependent variable in RM studies, indicating costumers’ 
intention and behavior to sustain their long term relationship with the service provider 
(Athanasopoulou, 2009). That is, left to retained customers who display repeat purchase behavior, 
less propensity to switch and are more likely to say positive things about an organization have been 
found highly instrumental in organizations performance and competitive advantage (Khalik et al., 
2023; Njenga, 2010). Relationship constructs as relationship quality, trust and commitment, 
communication as well as personalisation continuously are found in previous studies to be 
associated with retention (Aa et al., 2013; Verhoef, 2003). In the present study, customer retention 
is treated as the net effect of relationship marketing strategies and is seen as a function of relational 
strength, emotional bond, and experience value. 

Objectives and Hypotheses Development 

The primary aim of this research is to investigate the effect of relationship marketing strategies on 
customer retention in service firms. Although the importance of relational variables such as trust, 
commitment and communication has been recognized previously in extant literature, little 
empirical research has investigated these constructs simultaneously in a holistic model. 
Furthermore, in service settings characterized by an increased focus on quality of relationship and 
personalization of services, the importance of a broader model has been underlined. With service-
based organizations emphasizing the need to create longterm customer value as opposed to only 
focusing on short-term transactional results, there is a clear need to appreciate how relational 
mechanism’s function together in shaping customer retention. Accordingly, the current study 
attempts to integrate five core constructs of relationship marketing, that is – relationship quality 
(RQ), customer trust (CT), customer commitment (CC), communication effectiveness (CE) and 
service personalization (SP) -for predicting a critical related marketing outcome such as Customer 
Retention. 
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Good relationship is how customers evaluate the strength and positivity of their overall connection 
to the service provider; it has been well reported by previous studies that relationship quality is a 
powerful predictor of retention. Trust enhances the belief of customers in the organization’s 
trustworthiness and benevolence, decreasing perceived risk and increasing relational attachment. 
Customers’ commitment indicates their psychological bond to the provider and long-term 
intention regarding retaining with this provider and determines loyalty and survival in the 
relationship. When communicated in an effective manner clarity, transparency and relevance are 
emphasized in the communication process which is needed for a stable and reliable relationship. 
Customization of services offers a better customer experience by allowing individually tailored 
offerings that reflect better the desired customer's perceived value and emotional connection. Each 
of these constructs is one of the fundamental dimensions of relationship marketing that are 
theoretically expected to affect customer s retention. 

Derived from the theoretical context presented in the literature review, we derive the following 
hypotheses: 

H1: Relationship quality (RQ) has a significant impact on customer retention (CR). 

H2: Customer trust (CT) has a significant impact on customer retention (CR). 

H3: Customer commitment (CC) has a significant impact on customer retention (CR). 

H4: Communication effectiveness (CE) has a significant impact on customer retention (CR). 

H5: Service personalization (SP) has a significant impact on customer retention (CR). 

Research Model of the Study 

Building upon the theoretical assumptions and hypotheses developed in the prior section, we 
develop a research model that investigates the impact of five dimensions of relationship 
marketing—RQ, CT, CC, CE, and SP —on CR within service firms. The model places those five 
constructs as the separate dimensions that directly influence customer retention to indicate an 
assumption that relational strength, confidence, emotional attachment, contact clearness and 
personalized service experiences jointly represent long term intentions of customers with a firm. 
Accordingly, the research framework is indicative of likely positive relationships between each RM 
strategy and customer retention. 

Conceptual Model of the Study 

 

Figure 1. Research Model of the Study 
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Methodology 

This study aim at (i) investigating the effects of relationship marketing strategies – relationship 
quality (RQ), customer trust (CT), customer commitment (CC), communication effectiveness 
(CE), and service personalization (SP) – on customer retention (CR) in service organizations. —
6— Goal: Test the hypothesis that, because service professionals currently enhance their inputs by 
communicating, we expected customers to punish the behavior of individuals who have very 
recently verbally interacted directly with service modems in telecommunications, banking 
properties at hotels, or healthcare providers. The size of the population of all customers who are 
involved in service relationships in these industries could not be identified during data collection, 
and a non-probability sample was selected to address this. The structured instrument was designed 
from previously validated measures commonly utilized in the relationship marketing literature. An 
online survey was emailed to 380 customers, 207 responded. After examination for missing or 
conflicting responses, 19 questionnaires were omitted from the analyses and a total of n = 188 
cases remained. 

The questionnaire included two principal parts. The initial section gathered demographic 
information such as age, sex, the kind of service organization utilized and frequency of interaction 
with the service provider. The constructs of interest were assessed in the second section with a 
series of statement-based items and participants rated each one using five-point Likert scales (see 
Appendix I); ‘5’ represented “strongly agree”, ‘3’ reflected “neutral” and ‘1’ denoted “strongly 
disagree”. RQ was measured with four items α = 0.881 (Cronbach’s Alpha). Customer trust (CT) 
was measured with four items, and had a high-reliability alpha, α = 0.864. Customer commitment 
(CC) was assessed using four items and reliabilities ensured  (α = 0.847). The dimensions of 
communication effectiveness (CE) consisted of four items with α = 0.832, and service 
personalization (SP) was assessed through four items with α = 0.854. The dependent variable, 
customer retention (CR), was introduced with three items and achieved a reliability of α = 0.816. 
Reliability analysis showed that all the constructs were reliable, with Cronbach’s Alpha above 0.70 
which indicated a good internal consistency among measurement variables. 

Data were analysed using SPSS version 26. An analysis of descriptive statistics detailing participant 
demographics was computed. Correlation analysis was used to investigate the relationship between 
variables and describe them, whereas multiple regression analysis was adopted to explore the effect 
of RQ, CT, CC, CE and SP on customer retention so that tests hypotheses. The level of significance 
was set at 5 % for accepting hypothesis. Multicollinearity, linearity, and independence of errors 
were tested before the regression analysis. At the same time, VIFs of all independent variables were 
less than the cut-off value (5.00) and tolerances were higher than 0.10 which shows that there was 
no multicollinearity effect found in the model. The Durbin–Watson statistic fell within an 
acceptable range (1.5 to 2.5), indicating no autocorrelation in the residuals. These diagnostics were 
used to ensure that the data satisfied the assumptions of statistical analyses used in this study. 

 

Results 

Demographic Statistics of Respondents 

The participants in this study were the clients who had recent experience with service organizations 
representing telecommunication, banking, hotel and healthcare industries. 207 responses were 
obtained among 380 delivered questionnaires. Nineteen incomplete surveys were excluded and 188 
valid surveys remained for analysis. Demographic profiles of the participants are shown in Table 
1. 

 



 
 

   

                                     EJMEB (ISSN 3041-2102) | VOLUME 3 | NUMBER 1 | 2026 

92  

Table 1. Demographic Information of Respondents 

Demographic information Frequency Percentage (%) 

Age 
  

18 to 25 years 58 30.9 

26 to 35 years 76 40.4 

36 to 45 years 36 19.1 

More than 45 years 18 9.6 

Gender 
  

Male 114 60.6 

Female 74 39.4 

Service Organization Type 
  

Telecommunications 62 33.0 

Banking 48 25.5 

Hospitality 41 21.8 

Healthcare 37 19.7 

Frequency of Interaction 
  

Rarely 21 11.2 

Occasionally 52 27.7 

Frequently 75 39.9 

Very Frequently 40 21.3 

 

The classification results of ages showed that most respondents (40.4%) were A0 aged 26 to 35 
years. There were slightly more male respondents (60.6%) than female (39.4%). Almost 40% of 
respondents (39.9%) had repeated contacts with the service, which reflects an active involvement. 
The largest proportion was in telecommunications (33.0%) and banking as second (25.5%). 

Correlation Analysis 

Correlation analysis was conducted to determine the strength and direction of associations between 
the independent variables—relationship quality (RQ), customer trust (CT), customer commitment 
(CC), communication effectiveness (CE), and service personalization (SP)—and the dependent 
variable, customer retention (CR). Table 2 displays the results. 

 

Table 2. Correlation Analysis 

Variables Mean CR RQ CT CC CE SP 

Customer Retention (CR) 3.9170 1 – – – – – 

Relationship Quality (RQ) 4.1266 0.462** 1 – – – – 

Customer Trust (CT) 4.0872 0.433** 0.674** 1 – – – 

Customer Commitment (CC) 4.0941 0.448** 0.628** 0.611** 1 – – 

Communication Effectiveness (CE) 4.0319 0.384** 0.548** 0.563** 0.501** 1 – 

Service Personalization (SP) 4.0521 0.397** 0.516** 0.487** 0.474** 0.459** 1 

Note: Correlation is significant at the 0.01 level (2-tailed); n = 188. 

 

The findings indicate that the five independent factors correlate positively with customer retention 
at 1 percent significant level. Relationship quality manifested as the highest correlation factor of 
CR (r = 0.462), followed by customer commitment (r = 0.448) and customer trust (r = 0.433). 
There were also significant correlations for communication effectiveness (r = 0.384), service 
personalisation (r = 0.397). Such findings further validate the impact of relational constructs on 
retention outcomes. 
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Hypotheses Testing and Regression Analysis 

Regression analysis was employed to test the impact of relationship quality, customer trust, 
customer commitment, effectiveness in communication and service customization on retention. 
Before performing regression, multicollinearity checks were examined. All VIF values in the model 
were less than 5.00 and tolerance values were greater than .10 suggesting no multicollinearity 
problems. The Durbin–Watson d = 1.683 which also indicated no autocorrelation in the residuals. 

Table 3 presents the regression results. 

 

Table 3. Regression Analysis 

Independent variables β value t-value Sig. Tolerance VIF 

Relationship Quality (RQ) 0.271 3.986 0.000*** 0.512 1.952 

Customer Trust (CT) 0.214 3.287 0.001** 0.538 1.856 

Customer Commitment (CC) 0.248 3.621 0.000*** 0.569 1.758 

Communication Effectiveness (CE) 0.163 2.487 0.014** 0.617 1.621 

Service Personalization (SP) 0.172 2.691 0.008** 0.644 1.553 

Note: R² = 0.378 or 37.8%. Durbin–Watson = 1.683; Dependent Variable: Customer Retention 
(CR); Significance levels: p < 0.05 () ; p < 0.01 (*) 

 

The regression model explains 37.8% of the variance in customer retention (R² = 0.378). All five 
relationship marketing constructs significantly influence customer retention. Relationship quality 
(β = 0.271) emerged as the strongest predictor, followed by customer commitment (β = 0.248), 
customer trust (β = 0.214), service personalization (β = 0.172), and communication effectiveness 
(β = 0.163). These findings confirm the central role of relationship marketing strategies in 
enhancing retention. 

Figure 2 provides a visual summary of the regression coefficients. 

 

 

Figure 2. Result Analysis of Regression Coefficient 
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Table 4. Summary of Hypothesis Testing 

Proposed Hypotheses Decision 

H1: Relationship quality has a significant impact on customer retention Accepted 

H2: Customer trust has a significant impact on customer retention Accepted 

H3: Customer commitment has a significant impact on customer retention Accepted 

H4: Communication effectiveness has a significant impact on customer retention Accepted 

H5: Service personalization has a significant impact on customer retention Accepted 

 

All five hypotheses were accepted, demonstrating that relationship marketing strategies 
significantly predict customer retention in service organizations. 

 

Discussion and Implications 

The objective of this research was to examine the effects of relationship marketing foundations of: 
Relationship quality, customer trust, customer commitment and other benefits like communication 
effectiveness and service personalization on customers’ retention in a services sector. The empirical 
findings provide sound evidence for the research model, which can explain 37.8% of variations in 
retention rates (R²=0.378) by regression analyses. This implies that relational factors are 
significantly and strongly related to customers’ intention to continue in the long-term, supporting 
relationship marketing theory that holds relational transactions rather than transactional exchanges 

play a central role in service contexts (Hennig‐Thurau et al., 2002; Athanasopoulou, 2009). 

The predictor with the strongest effect on customer retention was relationship quality, which had 
the highest standardized regression coefficient compared to other predictors (β = 0.271, p <. 01) 
and the strongest association with risk of dropout (r = 0.47). This finding supports past research 
that uses relationship quality as a summary measure of customer–firm relationship, including both 
trust and commitment and satisfaction as different dimensions in one relational judgment 
(Gounaris, 2005; Chenet et al., 2010). Higher quality of the relationship reduces Perceived Risk and 
strengthen Emotional Bond and Trust in service provider, while increasing their commitment for 
long-term relationships with customer” (Hyun, 2010; Trasorras et al., 2009). The dominance of 
relationship quality in this study further supports its significance as the foundation and driver for 
customer retention in service organizations, particularly those marked by high levels of interaction 
and relational dependence. 

The second important predictor to predict customer retention was also identified as customer 
commitment; β = 0.248 (p < 0.01) and strong positive correlation between two constructs (r = 
0.448). This result confirms association marketing literature in the sense that the commitment– 
loyalty scheme posits that commitment is how customers mentally attach and are concerned for a 
service supplier, whilst maintaining a long-term orientation towards it (Fullerton, 2003; Ndubisi, 
2014). Loyal customers are likely to sustain the relationship, when alternatives are suggested by 
other service providers, as they find emotional content and relational continuation in the current 
provider (Jani & Han, 2011; Lai, 2014). The strength of the commitment influence in our model 

underscores that emotional and relational ties are significant levers by which service‐based 
organizations can engineer customer binds and inhibit switching. 

Likewise, customer trust has a direct significant positive effect on customer retention (β = 0.214, 
p < 0.01: r = 0.433). This finding complements previous studies emphasizing trust as an essential 
antecedent of relationship stability and (long-term) continuation intentions in service contexts 
(Gounaris, 2005; Verhoef, 2003). Sensitivity to service delivery timing may also become a less 
critical factor as trust declines, raises the norm of equitability in applied service, and gives 
confidence that customers can take for granted of reliable certification or measured dole (Gruen et 
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al., 2000; Lin & Wu, 2011). Although trust had a slightly weaker association with the process than 
relationship quality and commitment, its role in the process is evident, as it serves as an essential 
building block that fosters additional relational accomplishment. You can’t create much traction 
and build good relationships if you don’t have credit, so then potential retention is limited. 

The impact of communication was successful in harmonizing the other variables, since client 
fidelity and loyalty were strongly preconditioned by good communication with a beta low=(β = 
0.163) (p < 0.05) associated correlation r = 0.384). This is in line with the findings of literature 
which mention that communication between firms, a relational construct indeed, plays an 
important role to keep and increase customer engagement (Ndubisi & Wah, 2005; Simbolon, 2016). 
Effective communication leads to clear, timely and relevant information which reduces 
misunderstandings and reassures the customer about service provision. Though less salient than 
relationship quality & commitment, communicative effectiveness also acts as a supplement by 
increasing trust and relational continuity which indirectly contributes toward retention 
(Keiningham et al., 2017). 

Service customization also had strong positive effect on service loyalty (β= 0.172, p< 0.05; r = 
0.397). This finding suggests that positively biased informative word of mouth plays more and 
more important role due to the personalization need in today ’ s service environment where an 
increasing number of customers prefer that services are specifically tailored to their individual 
needs pluses (Akhgari et al., 2018; Huang et al., 2021). Services create perceived relevance and 
emotional fit such that customers feel valued or understood which increase the likelihood to build 
loyalty and even retention intent P a g e | 73 (Chakisa, 2015; Khalik et al., 2023). The relative 
importance of personalization seems similar in this study, but we assume it indicates related results 
enhanced by data and customer-driven enabling customer-centric strategies that add to traditional 
relationship marketing. 

In sum, the findings indicate relational strength with emotional attachment and trust based 
confidence as well as communicative transparency and personal service experience had significant 
influence on retention of satisfied consumer-members. Greater relationship quality and customer 
commitment had stronger effects, indicating that emotional and cognitive bonds are more 
influential than functional or informational types of attachment. This finding is consistent with the 
idea that customer retention in service companies is largely a relational and not purely transactional 
outcome (Reinartz et al., 2005; Rosário & Casaca, 2023). 

In theory, it represents an affirmative extension of relationship marketing literature since we 
developed an integrated model that simultaneously links multiple relational constructs and highlight 
their relative impact on customer retention. This differs from much previous research focusing on 
these constructs separately because it demonstrates that together they have strong explanatory 
power and further points to the primacy of relationship quality over satisfaction for retention. 
These findings also add to the knowledge base by showing that new relational constructs like 
customized services shall enhance old ones such as trust and commitment in predicting customer 
retention behavior. 

From a managerial perspective implications for service organizations are really pronounced. 
Managers need to concentrate on relationship quality enhancement strategies, such as service 
consistency and relational reliability. Long-term commitment to the client relationship Long-term 
view From a long-term perspective one of maintaining retention is building on that commitment 
in calling to make it worth your while being visited and time invested by the client. Strategic 
programs that lead to the building of customer commitment, from a perspective similar to those 
encompassed in loyalty programs and relational value propositions are critical for companies 
interested in long-term retention. Set 3, “trust as a bridge” relationship work – the first two sets 
are actually positive beliefs (concurrent with but not subsumed by) trust) that remain important 
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foundations for successful relationships.” Further, companies need to leverage customer data to 
provide customized service experiences and deploy more effective communication technologies. 
When customer relationship strategies are conducted properly, they enable more service firms to 
improve customer relationships and reduce flight, thereby gaining sustainable competitive 
advantage. 

 

Conclusion 

In that sense, the study examined the effect of five relationship marketing constructs (that is: 
relationship quality (RQ), customer trust (CT), customer commitment (CC), communication 
effectiveness (CE) and service personalization (SP)) on Customer retention (CR) in a service firm. 
In focusing on all five constructs revealing strong support for relationship building in impacting 
retention outcomes, our empirical findings provide evidence of the relevance of relational 
processes underpinning long-term customer relationships. Relationship quality was the greatest 
single predictor of customers retention (β = 0.271), with customer commitment (β = 0.248) playing 
an important role in it, suggesting that how well members perceive relationship building and 
affective attachment will influence whether or not they continue their business dealings with the 
organization in future. Customer trust also was determined to be critical on retention (β = 0.214), 
this perceptiveness must run through the services process with service customization, (β = 0.172) 
and commutation fidelity (β = 0.163) acting further positively influencing customer experience and 
relational engagement of respectively (see Table 3). These findings were also supported by the 
correlation results; variables were all positively related to customer retention at 1. The model 
explained 37.8% of the variance in retention, which indicates that relationship marketing strategies 
as a whole have high general predictability. Implications from this study however suggest that 
service organizations should invest more in relationship quality, trust-building intervention, 
commitment-enhancing measure, effective communication and customized service delivery to 
build better customer relationships and engender prolonged customer retention. 

 

Future Research Directions 

This research has its limitations, but offers itself as base for future studies concerning the nature 
of relationship marketing strategies and customer retention. First, the study utilized a quantitative 
data analysis of SPSS software to test five relational constructs on retention. Future research could 
take a qualitative or multi-methodological approach in order to gain further understanding of 
customers' relational experiences and explore the psychological mechanisms underlying them 
which may go beyond what can be captured in measurement scales. Second, although the present 
research examined relationship quality, trust, commitment, communication effectiveness and 
personalization as relational variables to explain word-of-mouth intentions in service failure 
context of STS services that being said other reciprocal variables such as perceived fairness, service 
recovery effectiveness, relational satisfaction and brand identification could also be included in 
future studies for a more complete model. Third, the data was from customers in a few services 
sector in one country, therefore it is limited to the generalization of findings. To see if the above-
described patterns can be generalized to other countries and settings, cross-industry studies, 
replications using multinational samples being studied across time in different research settings 
could be carried out. Lastly, with the rise of digital age, future research could study how digital 
relationship tools (e.g., AI-based personalization, Chabot-driven communication and omni-
channel engagement) are used to enhance customer retention in contemporary service settings. 
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