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   	Abstract 
Every organization has a specific objective behind its establishment. The objective can be of different types for example increasing profit, enhancing sales growth, business growth expansion, and product awareness or increasing customer satisfaction. Whatever the objective is, the prior business motive is to increase organizational profitability and a possible route to achieve this goal is to increase customer satisfaction. Customer satisfaction does have direct link with increasing customer loyalty and profit maximization. Satisfied customers are more likely to spread positive word-of mouth about product and services of a particular brand. To increase customer satisfaction it is important to identify customer needs, fulfill their needs successfully and maintain a favorable and friendly relationship with the customer. Satisfaction is a behavioral attitude of a customer toward a brand when his needs are successfully meet by the organization. Researchers added that customer satisfaction plays an essential role in increasing customer loyalty which provides retail organizations a competitive advantage in the marketplace. This is the reason why today’s business organization has become more aware of maintaining positive customer relationship and increasing customer loyalty. A customer turns into a true loyal customer when he advocates a particular brand without any intention of getting incentives. This research paper is going to analyze the impact of the customer satisfaction on customer loyalty and their relationship. 
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 Introduction 
 
 
 
 
 
1.1: Background 
In this competitive business world customers are considered as the king and they are always right. 
Thus, business organizations are always ready to do anything to identify customer’s needs, fulfill them and make them happy. First priority of any business organization is achieving customer 
satisfaction which is then followed by the second prior concern “profit maximization”. If there’s no customer, there will be no profit. Customers are people who buy organizations products and services to satisfy their needs in exchange of providing money which is essential for the business to operate its function and maintain its’ existence and growth(Schierholz, 2007). Organizations that can satisfy customer’s needs and demands are more likely to rule the market. Increasing 
number of customers increases organization’s chances to succeed in the future and today’s business organizations are very well aware of this fact. 
Achieving customer satisfaction is not an easy task. Organizations need to provide quality services equivalent to customer’s paid monetary value. Existence of current customer also attract potential customer toward the organization which is why developing and maintaining long term relationship with customers has become an essential part of business growth. When customers are satisfied, customer loyalty is going to come along with it. These two things are very much co-related with each other and are a must for achieving success. 
 
1.2: Rationale of the study 
Organizational success (both profitable and non-profitable organization) entirely depends on the degree of customer satisfaction. In recent days, it has also become an essential point of differentiation because satisfied customers are more likely to return to the organization and spend 
more money in the future. In this fierce competitive business environment, retail consumers don’t actually complain if they are treated badly rather they switch to other retailer as more options are available on the market. So to ensure business growth and to sustain successfully in the market, organizations have to take good care of their customer needs, increase customer satisfaction and enhance customer loyalty. Customer needs are continuously changing and moving upward. Sometimes keeping pace with their changeable needs and demands seem difficult for many business organizations. Products and services of an organization which seems pretty good now might seem obsolete in the future.  
So, organizations need to continuously update their system and provide quality service on regular basis to turn a mere customer to loyal customer. Loyal customers are hard to get, even harder to lose. So, organizations need to pay more concentration on creating more customer satisfaction and loyalty to maintain a sustainable business growth. This research paper has been created to get more information about customer satisfaction, customer loyalty and their impact on the retail business. 
1.3: Objective of the study 
The main purpose of conducting this research paper is to determine if there’s any relationship between customer relationship and customer loyalty. To incorporate this broad objectives, this also includes the following sub-objectives which are described below – 
· Identifying factors which positively affect customer satisfaction. 
· Identifying factors which have positive impact on customer loyalty. 
· Determining relationship between customer satisfaction and customer loyalty. 
· Determining the impact of customer satisfaction on customer loyalty. 
· Identifying the impact of customer satisfaction and customer loyalty on UK retail industry. 
1.4: Statement of the problem 
Customer satisfaction is a common concern of today’s business organization as marketers job starts with identifying customer needs and ends with successfully satisfying them. As the importance of customer satisfaction and customer loyalty is increasing day by day, researchers have developed theories or identify elements which positively affect customer satisfaction. These theories are of no use until business organizations realize the necessity of keeping customers happy and start acting upon on them. Though some researches and studies have been conducted on the importance of customer satisfaction and customer loyalty, few of them demonstrate the intense relationship between these two things. Thus, this research has been conducted with an intention to get answers of the questions – 
[image: ] What factors actually affect customer satisfaction? 
[image: ] What factors affect customer loyalty? 
[image: ] What is the relationship between customer satisfaction and customer loyalty? 
1.5: Ethical consideration 
Ethical aspects of the research paper will be strictly maintained through-out the process. Privacy of the respondents will not be compromised at any cost. Plagiarism and misguided information will be highly prohibited from use as these are considered seriously offensive in conducting research paper. This research paper is going to use updated information from reliable and authentic source to get the best result. 
 
 
 
 
 
 
 
 
Chapter Two: Literature Review 
 
 
 
 
 
 
 
 
2.1: Defining Customer Satisfaction 
Customer satisfaction is considered as one of the top tools that can be used by the successful business organization. Before going any further it is important to know what actually customer satisfaction means and why it is getting so much attention these days. Various experts have given various opinions regarding customer satisfaction and how this can be used to gain competitive advantage in the market place. 
According to Paul Harris, consumer satisfaction is actually the percentage of customers who actually reported positive experiences based on their prior expectation toward products and services of a particular brand (Farris, Bendle, Pfeifer and Reibstein, 2015). From this definition, it is clear that customer satisfaction is not an abstract term rather it’s quantifiable and consumers can actually put numerical value to it. The definition also tells about customer expectation which is a variable depending on consumers how they set their expectation level. Paul Harries also included that customer satisfaction can also be used a leading indicator in predicting future purchase intention or customer loyalty. 
Philip Kotler defines customer satisfaction as feeling of delight and despair after comparing expected performance with perceived performance (Kotler et al., 2016). According to him, 
Customer satisfaction = f (perceived performance, buyer’s expectation) 
This definition of customer satisfaction defines it as a function of perceived performance and 
buyer’s expectation where perceived performance is actually the customer’s experience regarding the brand’s performance and customer expectation is designed by the following component shown in the following figure – 
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Figure 1: Factors affecting customer expectation level (Source: Buttle, 2015) 
AK Rai (an Indian politician) actually agrees with what has been said by Philip Kotler. He agrees that customer satisfaction is an action of perceived performance and expected performance. Unlike 
Kotler, he stated customer satisfaction the following way, 
Customer Satisfaction = Perceived performance – Expected performance 
These definitions put much importance on expected performance and perceived outcome without clearly mentioning some essential elements which have direct impact on creating customer satisfaction. To increase customer satisfaction in 20th century, business organizations need to do more than just providing quality service. Keeping that in mind, organizations need to be aware of other facts like setting price and other situational and personal factor. Two ways to be followed by business organization for increasing customer satisfaction can be continuous service improvement and expectation management (Sharp, 2003).They need to pay more effort to better understand their needs, build trust and maintain proper relationship with them. 
2.2: Defining Customer Loyalty 
Undoubtedly customer satisfaction is crucial part of the current business organizations but alone 
it can’t take the organization to the peak therefore customer loyalty is needed to increase sustainable business growth. Customer loyalty is considered a strong bond between customer and the organization that influences customer repurchases of products and services of a particular brand (Lopez, 2015). Thomas and Tobe stated that customer loyalty is more profitable. Due to technological advancement and cyber breakthrough building customer loyalty has become more complex than it was before (Bendle, Farris, Pfeifer and Reibstein, 2016). Customer loyalty requires 
deep commitment of the customer purchasing organization’s products and services despite of situational factors and other marketing efforts that can cause switch to another brand (Peel, 2002). 
Cost of gaining a new customer is always higher than retaining existing one. Loyal customer is always going talk about the brand and their services to others which increases the chance to get to 
more customers. Brand loyalty doesn’t happen by accident rather it takes time and lot of successful transaction between customer and the organization to build trust, commitment and loyalty (Imhoff, Loftis and Geiger, 2001). Loyal customer always gives it a second thought when it comes to a question whether to purchase from another retailer or not. Brand loyalty requires the company focus on providing valuable products and services to fulfill their needs and build long term customer relationship (McKenna, 2003). 
Customer loyalty asks the organization to work in a broader context beyond itself to keep customers satisfied for a longer period (McDonald and Mouncey, 2011). Customer loyalty can be of several types which is shown in the following figure – 
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Figure 2: Different types of customer loyalty (Source: Peelen, 2013) 
Customer loyalty can’t be built in a day rather it is much of process which should be followed by the business organization.  
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Figure 3: Customer Loyalty Process Model(Source: Delers and Cadiat, 2016) 
According to model organizations need to focus on factors product, price, promotion and satisfying customer demands to get customer loyalty. Besides these, a friendly environment is also required so that customer can get comfort while shopping. Investment made on increasing customer loyalty is proven fruitful for the overall growth of the organization (Hollensen and Opresnik, 2019). 
2.3: Factors influencing customer satisfaction and loyalty 
Customer satisfaction and customer loyalty are vital for achieving organizational success for two reasons, one is customers are the scare resources which can be hard to get and another one is these two concepts have significant impact on the profitability of the organization (Egan, 2011).. Customer satisfaction and customer loyalty is a common concern in the business world. Marketers have been conducting research on the impact customer satisfaction and customer loyalty on business organization for a long time and have seen the results already. Customer satisfaction is basically customer reaction toward a brand whereas customer loyalty is the behavior of the customers (Hougaard and Bjerre, 2013). Several factors that affect customer satisfaction and customer loyalty are product, price, empathy, services, reliability etc. Some of the detail factors are shortly described below. 
2.3.1: Factors influencing customer satisfaction 
Customer behavior is the study of how each and individual customer select, purchase and consumer products or services to satisfy their needs, wants and demands. Several steps are involved in this process from selecting product or service to consumption of that product or service. First, customer identify the needs which needs to be fulfilled, then setting budget to get that product or service and finally take decision to purchase it. Several factors affect this purchase decisions, some of them are shown below – 
 
[image: ] 
Figure 4: Factors affecting customer’s purchasing behavior (Source: Peelen, 2009) 
 
➢ Cultural Factors 
Culture is the sum of total values and belief system of a specific community which is used to regulate the purchasing behavior of the members of that community (Bejou and Palmer, 2013). 
These values, beliefs and norms are learned and then carried forward by generations to generations. Purchasing behavior of the member of a particular community will be influenced by the group he already belongs to and then by the group he wish to be (Aspirational group). 
➢ Social Factors 
Human can’t live alone which is why they are always surrounded by people and together they build a society. Part of the society can be the family he belongs to, social group or friends he has, roles he played in the society and status he holds (Sakas and Konstantopoulos, 2010). These elements have profound impact on shaping the person’s personality and purchasing behavior. 
➢ Personal Factor 
Several personal factors for example age, occupation, income and lifestyle of person affect customer preferences of purchasing a product. Customer preferences change with the change of time. High income customers would go for the inexpensive product whereas low income customer will always be price sensitive due to their low budget. Again customer lifestyle can tell much about their shopping behavior as customer can be well known by the products he used. 
➢ Psychological Factor 
Different psychological factors for example perception, learning, beliefs and attitudes affect consumer decision to purchase a product. Marketers work hard to create need of a product in the market and let the customers know about it. Marketer act like psychologist to create demand of new product and thus influence customer’s purchasing behavior (Hutt and Speh, 2007). 
2.3.2: Factors influencing customer loyalty 
Customer satisfaction and customer loyalty are the most popular concept in the business world. Several studies have been conducted to determine the relationship between customer satisfaction and customer loyalty and the impact of customer satisfaction on customer loyalty. It has been proven that these two are directly linked to each other. Satisfied customers are more likely to be loyal customer that can be considered organizational asset and on the other hand disgruntled customers are considered as vendor (Jauhari and Dutta, 2009). 
During the period of 1980s, service quality and product durability were the only measurement for evaluating customer loyalty. But scenario was not the same in and after 1990s, when the retailers started to clearly identify the needs and demands of the customers. Retailers are trying to influence and persuade consumer behavior through customer satisfaction and customer loyalty. They provide several benefits including product quality, service quality, store attributes and price strategy to increase customer satisfaction as well as customer loyalty (Armstrong and Kotler, 2003). 
Service quality is a complex concept and the worth of it can’t be realized until it is consumed. Customer satisfaction can be measured by comparing consumer perception of the product with their expectation of the product. SERVQUAL (SERVice QUALity) model has been developed by Leonard Berry to measure customer satisfaction based on service quality. This model defines the relationship among customer satisfaction, customer loyalty and service quality based on the complaints and negative review of the disgruntled customers. Customer perception affects customer expectation of the product which again affects customer satisfaction and customer loyalty (Armstrong and Kotler, 2003). So, it can be said that service quality does have a direct impact on creating customer satisfaction which has profound impact on creating customer loyalty. 
Product quality is another core factor that can increase customer satisfaction and customer loyalty. Product quality is the sum of its characteristics or features that determine the worth of the product and its ability to enhance customer satisfaction and customer loyalty. Product quality includes different dimensions of the product including features, durability, reliability and serviceability of the product (Larson and Moore, 2006). All these are needed to influence customer intention to purchase a product, increase customer satisfaction and customer loyalty. 
Different product variety help retailers understand the purchasing behavior of the customer allowing them to pay more attention on consumer needs. Organizations have started working on providing quality services to create more customer satisfaction and customer loyalty to differentiate their brand from the competitors in this competitive marketplace (Mayrhofer, 2012). 
2.4: Relationship between customer satisfaction and loyalty 
Customer satisfaction and customer loyalty are so related to each other that when customer satisfaction reaches to a certain peak, customer loyalty tends to increase and then again when customer satisfaction is dropped, customer loyalty tends to decrease (Bradley, 2009). Both these 
elements are compulsory for organizational success or achieving organization’s long term goal. 
Customer satisfaction is a key determinant in measuring customer loyalty. 
Satisfaction is customer’s attitude whereas loyalty is customer’s behavior. Customer loyalty defines customer’s consistent positive reaction toward a brand and its product (Walsh, 2001). Positive evaluation of customer perception and product expectation is the main reason why customers want to keep on doing business with the organization. Frequent transactions build trust and relationship between retailer and customer. Satisfied customers are more likely to maintain relationship with the seller which turns them into loyal customer of the organization. Satisfied customer spread positive word-of mouth whereas dissatisfied customers spread the opposite (Ananthan, Appannaiah and Reddy, 2010). So, it can be said these two are highly co-related with each other. 
Customer satisfaction and customer loyalty have become company’s top priority recent days. Customers go through a process to become a loyal customer from a mere customer. These steps include awareness, exploration, expansion, commitment and dissolution. Customer loyalty is a byproduct of customer satisfaction. As increasing customer satisfaction also increases customer loyalty it can be said that positive relationship exists between these two. 
2.5: The impact of COVID-19 pandemic 
The outbreak of coronavirus or covid-19 is a global issue and has an adverse impact on different sectors including physical and mental health of the people of the world, global economy, world environment and education. This virus is more than just a health crisis rather it is mostly creating social and economic crisis. It has been predicted that the economic shrinkage of London will be 13% in 2020. Though the impact of COVID-19 will not be the same for every country but it is surely going to increase puberty, unemployment and inequality around the globe. As corona is infected from person to person through touch or cough, government officials decided to lockdown 
different countries. People can’t move or go outside for earning their living which increases hunger and domestic violence. People sufferings are escalating day by day if necessary actions are not taken, future of the world will be on jeopardize. More than 6 million people are affected and 3 lakh people are death because of this virus which is creating mental stress disturbing their normal lifestyle. This pandemic is going to have a long lasting effect on the social and economic sector of the world. Though Government officials have already started struggling to fight off this virus by locking down countries, people need to be more aware to reduce human transmission of this virus. 
The more time it sustains, the more adversely it will affect the whole world.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Chapter 3: Customer Relationship Management 
 
 
 
 
 
 
 
 
3.1: Trust, commitment and attraction 
Trust, commitment and attraction are they elements of relationship marketing. Irrespective of the 
size of the organization whether its’ a giant multinational organization or a small company, mutual understanding, trust, commitment and attraction is needed for building relationship between service provider and customer (Narayana Reddy, Appannaiah and Sathyaprasad, 2010).  
Trust basically provides a sense of reliability which is essential if anyone wants to be in business with someone. When a trust is built between two parties one expects the other to behave in a certain 
way and if he doesn’t behave the same way then the other party might have to face some adverse consequences. There are four types of trust which include – 
· Generalized Trust – Trust that derives from social norms. 
· System Trust – Trust that is developed due to legal contract and industrial restrictions. 
· Personality Trust – One person’s belief or expectation of another person to behave in a certain way due to personality attributes. 
· Process Trust –Trust that is formed based on contact and experiences that has taken place between two parties for a longer period. 
Commitment is a sensitive issue that inspires customers to do business with specific retails. It also instigate customers desire to build and maintain long term relationship with the organization. 
Based on commitment, organizations expect loyalty from the customer. Commitment is related to trust and these two are highly inter-related creating relational bond between two parties (Alger, Delahunty and Diamantopoulos, 2004). 
Attraction is considered third key element in relationship marketing. Attraction is the cause why 
customer will always go back to purchase retailer’s product or service. If there exist an attraction between two parties, there will always be a reason for relationship to grow (Relationship Marketing and Customer Loyalty in Vietnam Cosmetics Market, 2017). This attraction can be of different types for example financial attraction, social attraction or technological attraction. Lack of attraction can adversely affect customer’s interest in doing business with the retailer. 
3.2: The value of the customers 
All customers aren’t of equal value to the organization. Some of them are worth more than the other. It has been proven by different studies that 20% of the customer contributes 80% of the organization’s profitability (Waari, 2018). So, maintaining relationship with some customer may cost more than the profit they generate for the organization. So, analyzing value of the customer is needed to set priority list and provide maximum value based on their worth. 
Business growth can be smoother by attracting and keeping long term and profitable customers. 
In that case organization has to know the lifetime value of a customer. It can tell much about the importance of maintaining relationship with the customer or the value he created for the firm  Based on their worth, firm decides whether to expand their organizational activities or not. 
Retaining existing customer is always seems less costly than attracting new one (La and Yi, 2015). Organizations may be aware of the cost of gaining a customer but they are indifferent to the loss of losing a valuable customer. There are many reasons behind losing a customer including poor product or service quality that doesn’t meet customer’s expectation or requirement. Based on 
customer’s requirement organizations need to develop customer value tree to provide maximum value to their customer which will again encourage them to maintain profitable relationship with the organization.  
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Figure 5: Customer Value Tree (Source: Peelen, 2009) 
Improvement or enhancement of quality, cost management, relationship management and increasing productivity are the basic requirement for providing higher value to the customer. Illustrated figure analyze different ways that the organization can employ to provide superior value 
to the customer. Product features and performance should meet customer’s expectation level. Price of the product should be justified by its performance. If the price and performance of a product meet consumer expectation level, it will create more value to the customer (Amoah Mensah, Quaye and Mensah, 2018). Finally the organization needs to maintain relationship with the customer as customers always appreciate organization’s effort to keep them satisfied. 
3.3: Creating service brand relationship 
Brand represents name or symbol of an organization that it uses to keep and maintain long term relationship with its customers. It allows customers to have perception about maintaining certain level of product and service quality (Purnama, 2015). Where products stay in the factory, brand occupies distinguishable place in the mind of the customer. Brand name actually means something to the customer which is the reason why it is considered the most essential asset for an organization. 
While branding a particular service, standardized products or services should be taken as starting point of developing a relationship. Marketers need to be well aware of matching customer expectation with product performance (Karimi and Allameh, 2016). Two important concern regarding building brand image is firstly, communication process through which it is providing actual message regarding what to expect from a brand’s product or service and secondly, the service process which is considered the heart of the brand (Ha and Stoel, 2008). 
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Figure 6: Service Branding Process (Source: Brink and Berndt, 2004) 
Through a brand name, brand message is sent towards the customers regarding the business, its product and service quality. So, it is important clearly demonstrate the message with proper communication strategy and media. Unclear and ambiguous message will have negative impact 
on customer expectation and perception of the brand. If the expectations aren’t properly met, it will create customer dissatisfaction. Selecting proper communication process and maintaining service process accurately are the prime concern to create customer brand relationship. Brand image is considered as function of customer expectation and experiences which has an internal impact on employee’s mind and external impact on customer’s mind (Karimi and Allameh, 2016). 
3.5: Customer relationship management 
In this competitive business world, retailers holding transactional attitude towards the employees can hardly survive. Though profit making is the prime concern for any organization to exist, it doesn’t mean customer satisfaction is any less of a concern rather many successful organizations employ customer satisfaction as their basic strategic tool for profit maximization.  
Customer satisfaction is the positive feeling they get after comparing their expectation with actual performance of the products and services of the brand. So, customer relationship management is the art and science of attracting, getting and maintaining profitable relationship with them. Marketers play crucial role in identifying, attracting, building and terminating relationship with customers. Rather than only creating and selling product, now retailers are providing more importance in keeping customer satisfied and loyal giving introduction of the concept of customer relationship management (Ramaj and Ismaili, 2015). 
Because of several benefits of maintaining customer satisfaction and customer loyalty in the organization, retailers are providing customer centric products and services in order to enhance long term relationship. Three important factors to be considered in relationship marketing are loyalty, long term relationship and customer retention (Makasi, 2014). These are considered 
indicators for organization’s profitability. It is true that if customers are attracted to an organization, they will be willing to pay more for the products and services of the organization. This is why retailers need to pay more attention to understand this core organizational factor (customer) to achieve success and maintain organizational growth. Some elements that have profound impact on creating customer satisfaction and loyalty are shown in the following figure 

            [image: ] 
Figure 7: Factors affecting customer relationship management (Source: Pasco, 2002) 
From the above figure it is clear that the customer and the organization are the core factor of customer relationship management. One of the core concepts in developing customer relationship management is to stay connected with the customers. That is going to help retailers better understand customer’s needs and wants and fulfill them in a better way. Customer feedback can also help retailers determine their flaws and improve their service system. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Chapter Four: Empirical Study 
 
 
 
 
 
4.1: Research Approach 
This is basically a management and business research which is interpretive in nature. Rather than choosing either inductive or deductive research approach, it has been preferred to use both of these at the same to get the best outcome from this research paper. 
4.2: Research Hypothesis 
Hypotheses of this study are – 
H0: There’s no significant relationship between customer satisfaction and consumer loyalty. 
H1: There exists a significant relationship between customer satisfaction and customer loyalty. 
4.2: Sampling Strategy 
Two types of respondents are selected for collecting sample data to complete this research paper and these are the retailers and the customers. As retailers five leading retail organizations including Iceland, Tesco, Asda, Sainsbury and Somerfield and 10 random customers (age- 18 or more) from each of these organizations are selected to collect data from. Most attention has been paid in selecting appropriate sample so that it can cover the overall population of London City. 
 
4.3: Data Sources 
In this research both the primary and secondary data has been used. Primary data has been collected data from the respondents who are asked to complete a survey or questionnaire forward to them through email. And secondary data has been collected from many published or unpublished journals or books to cover the theoretical section. 
4.4: Instrumentation 
A questionnaire will be mailed to the following five retail organizations and 10 customers from each of these organizations. Questionnaire is designed based on the literary terms and expert opinions. Seven point Likert scale ranging from highly agree to highly disagree to get to know about customer satisfaction and customer loyalty. 
4.5: Reliability and validity 
Reliability value for customer satisfaction and customer loyalty justifies that the research paper is highly reliable for further data analysis. Validation process basically includes consulting with the experts. Experts have also judged both the content and face validity confirming the questionnaire as adequate. Based on Experts opinion few changes has been made in this paper to get more accurate result. 
 
 
 
 
 
 
Chapter Five: Research Findings 
 
 
 
 
 
5.1: Data Presentation and Analysis 
5.1.1: Respondents based on gender 
	Category  
	Frequency  
	Percent 
	Valid Percent 
	Cumulative 
Percent 

	Male 
	50 
	46.7 
	46.7 
	46.7 

	Female 
	57 
	53.3 
	53.3 
	100.0 

	Total 
	107 
	100.0 
	100.0 
	 


Table 1: Respondent distribution based on sex (Source: Authors computation) 
Total 107 respondents have been participated in the survey and all of them are either working or are being loyal to one of these following retail organizations. From the table it is seen that the number of female members (57) are higher than the number of male members (50). Based on the percentage ratio, it can be concluded that maximum respondents are female. 
5.1.2:  Respondent based on age 
	Age 
	Frequency 
	Percent 
	Valid Percent 
	Cumulative 
Percent 

	18-25 
	37 
	34.6 
	34.6 
	34.6 

	26-40 
	60 
	56.1 
	56.1 
	90.7 

	41-60 
	10 
	9.3 
	9.3 
	100.0 

	Total 
	107 
	100.0 
	100.0 
	 


Table 2: Distribution of respondents based on age (Source: Author’s computation) 
Based on age respondents are divided in to three categories as it can be seen in the table 34.6% of the respondents are aged between 18-25, maximum respondents fall between the age of 24-60 which is 56.1% and finally 9.3% of the total respondents are aged between 41-60. 
5.1.3: Respondents based on marital status 
	Category 
	Frequency 
	Percent 
	Valid percent 
	Cumulative percent 

	Married 
	76 
	71.0 
	71.0 
	71.0 

	Single 
	20 
	18.7 
	18.7 
	89.7 

	Others 
	11 
	10.3 
	10.3 
	100.0 

	Total 
	107 
	100.0 
	100.0 
	 


Table 3: Distribution of respondents based on marital status (Source: Author’s computation) 
Most of the respondents are married which is shown in the following table. 71% of the respondents are married, 18.7% of the respondents are single and rest of the respondents (10.3%) are others. 5.1.4: Respondents based on the number of years they have relationship with retailers 
	Number of year 
	Frequency 
	Percent 
	Valid Percent 
	Cumulative 
Frequency            

	1 year 
	6 
	5.6 
	5.6 
	5.6 

	2 years 
	11 
	10.3 
	10.3 
	15.9 

	3 years 
	15 
	14.0 
	14.0 
	29.9 

	Above 3 years 
	75 
	70.1 
	70.1 
	100.0 

	Total 
	107 
	100.0 
	100.0 
	 


Table 4: Distributing respondents based on their number of years (Source: Author’s computation). 
The table revealed that 5.6% of the respondents have relationship with organization for one year, 10.3% of the respondents have relationship for 2 years, 14% of the respondents have relationship for 3 years and finally 70.1% of the respondents have relationship for more than 3 years. So, it is seen that these organizations have more loyal customers who have long-term relationship with the organization. 
5.2: Research Question 
What is the relationship between customer satisfaction and customer loyalty? 
	Category 
	Percentage 

	Strongly agreed  
	56.26 

	Strongly Disagreed 
	42.99 

	Neither-agree/disagree 
	.74 


Table 5: Impact of customer satisfaction on customer loyalty (Author’s computation) 
Table 5 shows that there exists strong relationship between customer satisfaction and customer loyalty. Among the total respondents 56.26% are highly agreed, 42.99% are strongly disagreed and .74% shows neutral attitude toward the survey. 
 
 
 
 
 
 
5.3: Testing Hypothesis 
H1: There exists significant relationship between customer satisfaction and customer loyalty. 
	Variable 
	Mean 
	Std. Dev. 
	N 
	R 
	P 
	Remark 

	Customer 
Satisfaction 
	4.555140 
	.2419394 
	107 
	.617** 
	.000 
	Sig 

	Customer 
Loyalty 
	4.558879 
	.2464688 
	 
	
	
	


 
The above table has shown that there lies a significant positive relationship between customer satisfaction and customer loyalty (as we can see r=.617, N=107, P>.01). It is stated that 1% shift in customer satisfaction will incur 61.7% shift in customer satisfaction. So, it is clear that customer satisfaction does have a positive impact on customer loyalty and these two are related. 
 
 
Regression Analysis 
Model Summary 
	Model 
	R 
	R Square 
	Adjusted 
Square 
	R 
	Standard error of the Estimate 

	1 
	.794 
	.631 
	.609 
	
	.505 


Independent Variable: Customer Satisfaction 
Dependent Variable: Customer Loyalty 
ANOVA 
	Model 
	Sum 
squares 
	of 
	df 
	Mean 
Square 
	F 
	Sig 

	Regression 
	2.523 
	
	2 
	1.261 
	33.500 
	.000 

	Residual 
	3.916 
	
	104 
	.038 
	 
	 

	Total 
	6.439 
	
	106 
	 
	 
	 


 
Dependent Variable: Customer Loyalty 
Independent Variable: Customer Satisfaction 
 
 
 
 
 
Chapter Six: Concluding Remarks 
 
 
 
 
 
 
 
Conclusion 
As customer satisfaction and customer loyalty have become much important topic in the retail industry, it has become essential to know the relationship that exists between these two. Most of the organizations these days wish to have long term profitable relationship with their customers. Acquiring customer satisfaction or customer loyalty is not easy of a task as it can be seen that retailers need to work hard on their customers to know more about them, their tastes and preference and keep updating their service system to ensure providing quality service on a regular basis which will assist them having customer loyalty (Hendy and Keni, 2019). 
This research paper has gone in-depth in identifying the importance of customer satisfaction and customer loyalty and their relationship. More customer satisfaction and customer loyalty is going to increase more probability of success for the organization. This research paper has been divided in five chapters. First chapter defines the importance of the research, why this has become an issue to be researched and objective of this study. Second chapter includes brief knowledge about customer satisfaction, customer loyalty, factors affecting customer satisfaction and customer loyalty and how these two are related. Third chapter incorporates how to manage long term 
customer relationship and how it is important for the organization’s profitability. Forth chapter presents the empirical study that defines the research approach, methodology, hypothesis, sampling strategy employed by this research paper. Fifth chapter presents the data presentation and analysis part and finally sixth chapter concludes the conclusion and recommendation part. After the above discussion it is clear that customer satisfaction has certain impact on creating customer loyalty and these two have significant relationship among them. 
Recommendation 
This research made some attempts to be followed by the retail organizations in order to increase their customer satisfaction and customer loyalty level. Customer satisfaction alone can’t the organization to success; it needs customer loyalty along with it to help the organization get profitable and sustainable long term customer relationship. Some policy implications have been suggested to improve customer-retailer relationship. 
[image: ] Improvement of service quality to provide better customer care 
Service quality should be continuously upgraded to ensure providing better customer care which will turn dissatisfied customer into satisfied customer, satisfied customer into loyal and loyal customer to be more loyal to the organization. The more organization gains the ability to keep customers satisfied and loyal, the more will be the chances to success. 
[image: ] More employees in the shop floor 
Customer needs to be helped while they are shopping. So, employees should be there to help them getting the product or service, assist them by providing relatable information and help them in making the purchase decision. As customer has become busier these, they definitely appreciate retailers effort in making their purchasing process little less time consuming. 
[image: ] Training on customer care and products 
Employees can be ignorant about importance of making customer happy or loyal to the organization as this is beyond their required job. Besides, some of them might have very little knowledge regarding the products and services of the organization. Thus organization needs to provide training to the staff regarding how to effectively communicate with the customers, why it is advantageous for the company’s profitability and the negative consequences it might face if it failed to maintain long term profitable customer relationship. 
[image: ] Physical Facilities 
Retailers may provide some physical facilities that will help them get comfort while they are shopping. This increase customer satisfaction level as they provide distraction free comfortable shopping environment. These facilities may include providing gaming room for children, breastfeeding corner for mothers with little babies and car parking facilities. 
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