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Abstract
Relationship marketing reflects a business philosophy and strategic orientation that allows companies to focus on satisfying the needs of current 
customers to retain them rather than acquiring new ones. This investigation analyzes how the relationship between relationship marketing 
and customer satisfaction is processed. In this sense, a systematic review of the bibliometric literature was carried out based on 61 scientific 
articles published in the Scopus™ database. The literature review reveals that relationship marketing influences customer satisfaction in several 
ways. It is concluded that personalizing the service and the product is fundamental in building long-lasting and successful relationships and 
increasing customer satisfaction. In addition, relationship marketing builds trust and commitment, resulting in higher customer satisfaction and 
willingness to participate in mutually beneficial relationships. Finally, we classify future research agendas into three broad categories: the impact 
of emerging technologies on customer satisfaction; the role of personalization and customization in relationship marketing and its impact on 
customer satisfaction; and the relationship between sustainability, ethical practices, and customer satisfaction.

Keywords: commitment; communication; personalization; trust; VOSviewer.

Marketing relacional y satisfacción del cliente: una revisión sistemática de la literatura

Resumen
El marketing relacional refleja una filosofía empresarial y una orientación estratégica que permite a las empresas centrarse en satisfacer 
las necesidades de los clientes actuales para retenerlos en lugar de adquirir nuevos. Esta investigación tiene como objetivo analizar 
cómo se procesa la relación entre el marketing relacional y la satisfacción del cliente. En este sentido, se realizó una revisión sistemática 
de la literatura bibliométrica a partir de 61 artículos científicos publicados en la base de datos Scopus™. La revisión de la literatura revela 
que el marketing relacional influye en la satisfacción del cliente de varias maneras. Se concluye que personalizar el servicio y el producto 
es fundamental para construir relaciones duraderas y exitosas y aumentar la satisfacción del cliente. Además, el marketing relacional 
genera confianza y compromiso, lo que da como resultado una mayor satisfacción del cliente y la voluntad de participar en relaciones 
mutuamente beneficiosas. Finalmente, clasificamos las agendas de investigación futuras en tres categorías amplias: el impacto de 
las tecnologías emergentes en la satisfacción del cliente; el papel de la personalización en el marketing relacional y su impacto en la 
satisfacción del cliente; y la relación entre sostenibilidad, prácticas éticas y satisfacción del cliente.

Palabras clave: compromiso; comunicación; personalización; confianza; VOSviewer.

Marketing de relacionamento e satisfação do cliente: Uma revisão sistemática daLiteratura

Resumo
O marketing de relacionamento reflete uma filosofia corporativa e uma orientação estratégica que permite que as empresas se concentrem 
em satisfazer as necessidades dos clientes existentes para retê-los, em vez de adquirir novos clientes. Esta pesquisa pretende analisar como 
se processa a relação entre o marketing de relacionamento e a satisfação do cliente. Nesse sentido, foi realizada uma revisão bibliométrica 
sistemática da literatura, com base em 61 artigos científicos publicados no banco de dados Scopus™. A análise da literatura revela que o 
marketing de relacionamento influencia a satisfação do cliente de várias maneiras. Conclui-se que a personalização do serviço e do produto 
é fundamental para criar relacionamentos duradouros e bem-sucedidos e aumentar a satisfação do cliente. Além disso, o marketing 
de relacionamento gera confiança e comprometimento, resultando em maior satisfação do cliente e disposição para se envolver em 
relacionamentos mutuamente benéficos. Finalmente, classificamos as futuras agendas de pesquisa em três grandes categorias: o impacto 
das tecnologias emergentes na satisfação do cliente; o papel da personalização no marketing de relacionamento e seu impacto na satisfação 
do cliente; e a relação entre sustentabilidade, práticas éticas e satisfação do cliente.
Palavras-chave: comprometimento; comunicação; personalização; confiança; VOSviewer.

* Corresponding author.

JEL classification: M10; M31; O30.

How to cite: Rosário, A. & Casaca. J. A. (2023). Relational Marketing and Customer Satisfaction: A Systematic Literature Review. Estudios Gerenciales, 
39(169), 516-532. https://doi.org/10.18046/j.estger.2023.169.6218

DOI: https://doi.org/10.18046/j.estger.2023.169.6218

Received: 26-06-2023
Accepted: 24-10-2023
Available online: 22-12-2023

© 2023 Universidad ICESI. Published by Universidad Icesi, Colombia.
This is an open access article under the CC BY license (http://creativecommons.org/licenses/by/4.0/)

https://orcid.org/0000-0003-4793-4110
mailto:alberico@ua.pt
https://orcid.org/0000-0002-9588-8983
mailto:joaquim.casaca@universidadeeuropeia.pt
https://doi.org/10.18046/j.estger.2023.169.6218
https://doi.org/10.18046/j.estger.2023.169.6218
http://creativecommons.org/licenses/by/4.0/


Rosário & Casaca / Estudios Gerenciales vol. 39, N.° 169, 2023, 516-532
517

1. Introduction

Companies can no longer survive with a transactional 
attitude in today’s competitive business environment. 
While transactional marketing focuses on attracting 
customers, relationship marketing focuses on building 
and maintaining long-term relationships with customers 
and other critical stakeholders, including employees, 
distributors, and suppliers. This aspect is reflected in 
Aka et al.’s (2016, p. 185) definition of relationship mar-
keting: “creating, maintaining, and enhancing the strong 
relationship with customers and other stakeholders 
within and outside one’s enterprises.” Therefore, it is a 
philosophy of doing business and a strategic orientation 
that allows companies to focus on meeting and satisfying 
the needs of current customers to retain them instead 
of acquiring new ones. According to Lo (2012), customer 
retention occurs when companies employ appropria-
te marketing strategies and relationship management 
measures. Given the nature of the current competitive 
business environment, companies acknowledge the role 
of relationship marketing in building and maintaining 
long-term relationships with customers as the best way 
to remain competitive.

Relationship marketing has evolved significantly over 
the years, driven by technological changes, consumer 
behavior, and marketing strategies. The evolution of re-
lationship marketing can be summarized in four stages.

(i) Early relationship marketing (1950s-1980s): This era 
marked the beginning of relationship marketing, which 
focused on building long-term customer relationships. 
Companies started to recognize the importance of 
repeat business and customer loyalty. Furthermore, the 
marketing efforts were primarily offline, with businesses 
using methods like direct mail, telemarketing, and in-
person sales to build customer relationships.

(ii) Database marketing (1980s-1990s): The advent of com-
puters and databases allowed companies to collect 
and store customer information more effectively. 
Businesses began to segment their customer bases 
and tailor marketing messages to specific customer 
groups. The focus shifted from mass marketing to 
one-to-one marketing, where companies personalized 
their interactions with individual customers.

(iii) Customer relationship management (CRM) 
(1990s-2000s): CRM systems became popular, enabling 
companies to manage customer information, track in-
teractions, and automate marketing campaigns. The 
emphasis was on improving customer service, unders-
tanding customer needs, and delivering personalized 
experiences. Loyalty programs and customer retention 
strategies gained prominence during this period.

(iv) Mobile and social media (2010s-present): The 
proliferation of smartphones and the growth of social 
media platforms further changed the relationship 
marketing landscape. Companies now had more 
channels to connect with customers but faced the 

challenge of managing these multiple touchpoints. 
Real-time engagement, instant feedback, and 
influencer marketing became essential elements of 
relationship marketing.

Relationship marketing introduces an aspect of 
personal interaction in marketing strategies, thus 
increasing customer engagement in relationship-
building activities. Velnampy and Sivesan (2012) found 
that relationship marketing works when customers are 
highly involved. For instance, the study notes that when 
companies provide sufficient information about products 
and services and consider customer feedback in their 
development processes, the customers tend to have 
positive feelings and perceptions of the company and 
its products and services. Consequently, this approach 
increases customer satisfaction and relationship strength 
and builds the organization’s competitive position.

In relationship marketing, customers compare products 
and services’ performance to their expectations. Therefore, 
the company achieves customer satisfaction if the resulting 
feelings are positive. Moreover, customer satisfaction is 
usually determined by comparing imaginative functions 
and expectations. Thus, interacting and connecting with 
customers under relationship marketing allow marketers 
to understand customer needs and expectations. These 
insights are then integrated into marketing communication, 
products, and services to ensure that what is delivered 
matches the customers’ expectations and imaginations, 
increasing the probability of building positive customer 
attitudes and improving satisfaction, thus ultimately 
enhancing customer satisfaction.

Several studies have evaluated the relationship 
between relationship marketing and customer satis-
faction. However, Aka et al. (2016) note a lack of adequate 
literature. In addition, Velnampy and Sivesan (2012) 
stated that although most companies nowadays have 
deployed customer relationship marketing projects, 
most face serious implementation challenges. These 
issues highlight the need for further research providing 
critical insights connecting relationship marketing and 
customer satisfaction to bridge the literature gap and 
provide information to aid the successful implementation 
of relationship marketing in business strategies.

This investigation analyzes how the relationship 
between relationship marketing and customer satisfaction 
is processed. As a result, the researcher conducted a 
systematic bibliometric literature review (LRSB), limited 
to the period between January 2012 and May 2022, to 
collect and synthesize data on relationship marketing 
and customer satisfaction, thus providing diverse insights 
from multiple study findings.

2. Methodology

The paper implements a systematic bibliometric 
literature review (LRSB) methodology to identify 
potential, relevant studies and synthesize findings. 
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The method was chosen based on Linnenluecke et al. 
(2020) description of LRSB as a rigorous method of 
analyzing and exploring large volumes of data to identify 
developments, patterns, and critical insights that can 
be implemented to support further improvements. In 
addition, the author explains that systematic literature 
reviews are crucial tools for providing insights and 
guidance for practitioners and policymakers on best 
strategies. Based on these arguments, this study aims 
to provide essential insights connecting relationship 
marketing and customer satisfaction to improve the 
marketing practitioners’ capacity to develop and im-
plement successful relationship marketing strategies.

The literature search process began with identifying 
the appropriate database, and for this case, the Scopus 
database was selected. Then, an initial search was 
initiated using the keywords “relationship marketing,” 
which resulted in 3,912 documents. The results were 
narrowed by implementing inclusion criteria. First, the 
exact keyword “customer satisfaction” was applied, 
reducing the number of sources to 245. Second, the search 
was limited to the subject area “BUSI,” reducing the 
document results to 155. Finally, the search was limited 
to 2012-2022, decreasing the number of documents 
summarized in the final report to 61, as shown in Table 1.

Table 1. Screening methodology
Database 
Scopus

Screening Publications

Meta-search Keyword: relationship marketing 3,912
First inclusion 
criterion

Keyword: relationship marketing
Exact keywords: customer satisfaction

245

Second 
inclusion 
criterion

Keyword: relationship marketing
Exact keywords: customer satisfaction
Subject area: business, management 

and accounting

155

Screening Keyword: relationship marketing
Exact keywords: customer satisfaction
Subject area: business, management 

and accounting 
Published between 2012 and May 2022

61

Source: Own elaboration.

3. Themes and trends solution

Figure 1 summarizes the published peer-reviewed 
literature on the study topic for the 2012–2022 period. 
Interest in the topic peaked in 2015 (11 publications) and 
since that year, there has been a sharp decrease in the 
number of publications, with emphasis on the year 2020 
in which there was only one publication on the topic.

Table 2 presents the number of documents published 
by journals and the Scimago Journal & Country Rank 
(SJR), the best quartile, and the H index by publication. 
The Journal of Marketing is the most cited publication 
with 7,461 (SJR), Q1, and H index 253. The source with the 
most published documents is Developments in Marketing 

Science Proceedings of The Academy of Marketing Science, 
with 6 publications.

There is a total of 24 publications in the Q1 quartile 
(49%), 5 in the Q2 quartile (10%), and 20 without indexing 
data, representing 41% of publications.

The subject areas covered by the 61 scientific 
articles were: business, management and accounting 
(61); economics, econometrics, and finance (10); social 
sciences (9); computer science (5); decision sciences 
(5); medicine (3); psychology (3); engineering (2); 
environmental science (1).

The top 3 most cited articles were: “Creating 
customer loyalty through service” with 175 citations 
(published by the European Journal of Marketing); 
“Acta Non Verba? The Role of Customer Participation 
and Word of Mouth in the Relationship Between Service 
Firms’ Customer Satisfaction and Sales Performance” 
with 119 citations (published by the Journal of Service 
Research); and “Enhancing customer relationships with 
retail service brands: The role of customer engagement” 
with 97 citations (published by the Journal of Service 
Management). The first article aims to develop a 
model of customer relationship outcomes of service 
customization and the efficacy of service customization 
based on relationship marketing and exchange theory. 
The second article develops and tests a model that 
predicts that satisfied customers repurchase when they 
become productive resources through two spontaneous 
and cooperative customer behaviors: word of mouth 
and participation. The third article intends to extend 
the current understanding of customer engagement 
by examining its role in developing customer-brand 
relationship quality.

Figure 2 shows the evolution of citations of articles 
published between ≤2012 and 2022. The number of 
citations shows positive net growth with an R2 of 94.7% 
for the period ≤2012– 2022, with 2021 reaching 259 
citations. It should be noted that in 2012, there was only 
one citation and that in the following years, the number of 
citations grew significantly until 2022.

To better understand the topics enclosed in the 
documents covered by this research, a bibliometric study 
was performed to examine the development of scientific 
information by the main keywords and the social structure 
of the scientific field under study. The bibliometric analysis 
was carried out with the scientific software VOSviewer™ 
(https://www.vosviewer.com; van Eck and Waltman, 2010), 
a software tool specifically designed for constructing and 
visualizing bibliometric maps, paying special attention to 
the graphical representation of such maps (van Eck and 
Waltman, 2010). The VOSviewer™ software can construct 
the network connections of scientific publications, 
scientific journals, researchers, research organizations, 
countries, keywords, or terms based on co-authorship, 
co-occurrence, citation, bibliographic coupling, or co-
citation links (Laengle et al., 2018). 

https://www.vosviewer.com
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Table 2. Number of documents, Scimago Journal & Country Rank impact factor
Title N.º of documents SJR Best quartile H index
Developments in Marketing Science Proceedings of The Academy of Marketing Science 6 -* -* -*
Global Business Review 2 -* -* -*
International Journal of Consumer Studies 2 0.986 Q1 77
Journal of Business and Industrial Marketing 2 0.782 Q1 73
Journal of Service Research 2 4.01 Q1 130
Proceedings of the 28th International Business Information Management Association Conference 
Vision 2020 Innovation Management Development Sustainability and Competitive Economic 
Growth

2 -* -* -*

Service Industries Journal 2 1.796 Q1 70
2015 12th International Conference on Service Systems and Service Management ICSSSM 2015 1 -* -* -*
Academy of Accounting and Financial Studies Journal 1 -* -* -*
African Journal of Economic and Management Studies 1 -* -* -*
Asia Pacific Journal of Marketing and Logistics 1 0.799 Q1 51
Asia Pacific Journal of Tourism Research 1 0.888 Q1 44
Business Horizons 1 2.382 Q1 97
Business Theory and Practice 1 -* -* -*
Central European Management Journal 1 -* -* -*
Construction Management and Economics 1 0.947 Q1 99
Corporate Social Responsibility and Environmental Management 1 1.945 Q1 82
Electronic Markets 1 1.033 Q1 41
European Journal of Economics Finance and Administrative Sciences 1 -* -* -*
European Journal of Marketing 1 1.483 Q1 110
Industrial and Commercial Training 1 -* -* -*
Industrial Marketing Management 1 2.206 Q1 147
International Journal of Applied Business and Economic Research 1 -* -* -*
International Journal of Bank Marketing 1 0.886 Q2 87
International Journal of Business 1 -* -* -*
International Journal of Business and Management Science 1 -* -* -*
International Journal of Business Innovation and Research 1 -* -* -*
International Journal of Logistics Management 1 1.498 Q1 80
International Journal of Market Research 1 0.568 Q2 57
International Journal of Pharmaceutical and Healthcare Marketing 1 -* -* -*
International Journal of Quality and Reliability Management 1 0.587 Q2 90
International Journal of Retail and Distribution Management 1 0.964 Q1 87
International Journal of Services Technology and Management 1 -* -* -*
Journal of Brand Management 1 0.942 Q1 55
Journal of Global Marketing 1 0.663 Q2 36
Journal of Hospitality and Tourism Insights 1 -* -* -*
Journal of Hospitality and Tourism Research 1 1.395 Q1 76
Journal of Marketing 1 7.461 Q1 253
Journal of Organizational and End User Computing 1 1.209 Q1 36
Journal of Relationship Marketing 1 0.591 Q2 26
Journal of Retailing and Consumer Services 1 2.261 Q1 104
Journal of Service Management 1 2.851 Q1 69
Journal of Service Theory and Practice 1 1.08 Q1 90
Journal of Services Marketing 1 1.599 Q1 111
Management Decision 1 1.155 Q1 106
Quality Access to Success 1 -* -* -*
Service Business 1 0.883 Q1 36
Services Marketing Quarterly 1 -* -* -*
Vision 2020 Sustainable Growth Economic Development and Global Competitiveness Proceedings 
of the 23rd International Business Information Management Association Conference IBIMA 2014

1 -* -* -*

Note: * data not available.
Source: Own elaboration.
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Figure 1. Documents by year.
Source: Own elaboration.
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Figure 2. Evolution of citations between 2012 and 2022.
Source: Own elaboration.

Figure 3 presents the network of all keywords. This 
technique is a well-established and effective approach 
that can reveal the intellectual structure of a research 
field to discern research patterns and trends in specific 
research fields by establishing a subject similarity bet-
ween two documents (Lee et al., 2018). In this network, 
the size of the bubble represents the frequency count of 
the keywords, while the thickness of the line indicates 
the strength of the co-occurrence of keywords.

The generation of the keywords co-occurrence map 
was made based on 254 keywords found in the 61 papers 
from the sample database. The keywords “Relationship 
marketing” and “Customer satisfaction” were excluded, 
and the keyword had to appear at least 2 times to be 
included in the results, resulting in 42 keywords that met 
the threshold.

The VOSviewer™ software generated seven clusters 
for the keyword occurrence analysis (cluster red: 11 
items; cluster green: 9 items; cluster blue: 8 items; 
cluster yellow: 4 items; cluster purple: 4 items; cluster 
navy-blue: 2 items; cluster orange: 2 items). The most co-

occurring keywords in the dataset were customer loyalty 
(19 occurrences – cluster blue), trust (9 occurrences – 
cluster blue), marketing (7 occurrences – cluster yellow), 
and sales (7 occurrences – cluster green).

On the other hand, Figure 4 presents the temporal 
evolution of the topics covered in the publications under 
analysis in this investigation. The most preferred keywords 
in recent years (2018+) are commitment, customer enga-
gement, satisfaction, and hospitality industry.

Figure 5 analyses the social structure of the scientific 
field under study using a co-authorship analysis. The 
co-citation analysis groups authors into clusters on a 
network map based on the similarity of their co-citations 
(Maier et al., 2020). An author co-citation analysis was 
performed based on 4,705 authors, of which 88 authors 
meet the threshold of having a minimum number of 10 
citations. The interpretation of the authors’ co-citation 
network is done using the same guidelines listed for the 
co-occurrence of the keywords network. In the authors’ 
co-citation network, four main clusters were identified. 
The red cluster is the largest, with 33 authors; Gronroos, 
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C., with 56 citations, and Palmatier, R.W., with 37 citations, 
are particularly noteworthy. In the green cluster with 24 
authors, Fornell, C., with 68 citations, and Berry, I.I., with 
52, stand out. In the blue cluster with 21 authors, Kotler, 

P., with 30 citations, and Hair, J.F., with 28 citations, are 
prominent. In the yellow cluster with 10 authors, Morgan, 
R.M., with 31 citations, and Mittal, V., with 25 citations, 
are noteworthy.

Figure 3. Keyword co-occurrence network.
Source: Own elaboration.

Figure 4. Keyword co-occurrence network.
Source: Own elaboration.
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Figure 5. Network of co-citations.
Source: Own elaboration.

4. Theoretical perspectives

Relationship marketing is one of the best modern 
marketing strategies companies adopt to meet their cus-
tomers’ needs and desires. By building and maintaining 
long-term, mutually beneficial relationships, these com-
panies increase the customer’s perceived value of the 
engagement and reduce perceived risks, thus enhancing 
loyalty and customer satisfaction (Amoako et al., 2019).

Given the heightened competition in the global 
business environment, satisfied customers are currently 
perceived as significant assets necessary for achieving 
competitive advantage. Therefore, recent years have 
seen an increase in research on customer satisfaction 
and its related aspects as marketers try to understand 
how they can establish robust customer relationship 
management strategies (Blut et al., 2016). As a result, 
this section synthesizes data from multiple studies to 
empower marketers with critical information revealing 
the relationship between relationship marketing and 
customer satisfaction.

4.1 Relationship marketing

Companies operating in private and public sectors in 
the contemporary business environment acknowledge 

the role of the customer as the centerpiece of their 
organizations. This view is evident in Sayil et al.’s 
(2018, p. 2) definition of relationship marketing as a 
“philosophy that puts the customer at the center of all 
a firm’s activities as a way to provide value for both the 
firm and the customer.” As a result, public relations 
and relationship-oriented marketing have increasingly 
become popular strategies applied in numerous firms.

According to Cano et al. (2021, p. 428), relationship 
marketing is “the process of creating, developing and 
improving relationships with customers and other actors 
involved in the relationship, known as stakeholders.” 
Building long-lasting, mutually beneficial relationships 
with customers is critical because of the high competition 
characterizing most markets today.

Irving and Mathews (2015) indicate that building 
customer relationships depends on their willingness to 
participate in the relationship. This notion suggests that 
building and maintaining customer relationships through 
relationship marketing improves an organization’s 
competitive advantage since it indicates that these 
customers want to engage and purchase from the 
company (Amoako et al., 2019).

Marketers use relationship marketing to create 
successful exchanges beyond satisfying customer needs 
to include their active participation in multiple business 
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processes. Thus, working hand in hand with these clients 
allows marketers to understand their expectations 
and create products and services based on these 
anticipations. This action makes customers feel like 
they are the companies’ protagonists, leading to higher 
retention and satisfaction.

4.1.1 Components of relationship marketing

Relationship marketing is characterized by a wide 
range of relationship variables that facilitate the 
creation of an exchange of value. For example, two-way 
communication or trust can determine the customers’ 
willingness to participate in a relationship with a company. 

Cano et al. (2021) explain that for relationship mar-
keting to be successful, marketers must understand 
customer demographics and historical data. This know-
ledge allows them to understand who they are and their 
purchasing patterns, thus establishing appropriate 
strategies to relate to them long-term (Asikhia, 2012). 
Besides, understanding the customers, their needs, 
perceptions, and expectations allows companies 
and their marketing teams to embrace customer-
centric approaches that build trust, ensure effective 
communication, and encourage commitment, among 
other components that affect relationship marketing.

This section discusses these dimensions to 
understand how they affect relationship marketing and 
potentially contribute to customer satisfaction.

Trust: Research shows that trust is vital in 
relationship marketing since relationship building 
in marketing depends on the client’s belief that the 
company can deliver as promised. For example, if the 
company promises to provide quality products that meet 
customer needs, it must ensure that customers know it 
is reliable. Thus, Nguyen Hau and Viet Ngo (2012) define 
trust as a customer’s willingness to rely on an exchange 
partner with whom they have confidence. Similarly, Rizan 
et al. (2014) define it as the belief in the other party’s 
intentions. As a result, the extent they feel they can rely 
on each other’s promises. 

Trust reflects a customer’s confidence level in a 
company’s integrity and reliability. For relationship 
marketing to succeed, customers must trust that the 
company will deliver its obligations and keep its promises 
(Mahmoud et al., 2018). However, trust is built over time 
and contributes to creating and reinforcing relationships 
between trading parties. When customers trust a service 
provider or a manufacturer, they will continue using the 
service or product and recommend it to other potential 
customers (Sharifi & Esfidani, 2014). Therefore, trust is a 
critical indicator of successful relationship marketing and 
can help achieve long-term profitability and customer 
satisfaction.

Competence: Competence refers to the marketers’ 
abilities and expertise as perceived by the customer. 
Sayil et al. (2018) define it as the essential skills and 

knowledge required to deliver a service. Concerning 
relationship marketing, marketers must prove they 
understand their products and services. For example, 
they must understand the physical and technological 
aspects of the services provided. This knowledge appeals 
to target customers and can influence their perceptions 
and willingness to engage in a business relationship (Sliz 
& Delińska, 2021).

Customers who engage a competent seller receive 
value in the form of critical product or service details 
needed to make purchasing decisions. Consequently, the 
interaction influences their feeling and attitudes towards 
the brand and its associated products and services, thus 
encouraging them to invest in building and maintaining 
the relationships built (Chiu et al., 2015). For instance, 
if customers know they can ask a specific seller about 
products or services of interest, the relationship becomes 
valuable and important. As a result, they will willingly 
reinforce and maintain the relationship, resulting in 
successful relationship marketing.

Commitment: Commitment is a critical construct 
for measuring the strength of a marketing relationship 
and the likelihood of achieving customer satisfaction. 
According to Nguyen Hau and Viet Ngo (2012), commitment 
is an enduring desire to continue a valued relationship. 
Furthermore, Cano et al. (2021) identify commitment 
as an “essential ingredient” of long-term success since 
it compels customers to buy from a particular seller. It 
indicates the customer’s willingness to purchase and 
actively maintain a relationship with the marketer or the 
company. However, developing customer commitment 
is influenced by other components, such as trust and 
customer satisfaction, since it only arises when clients 
feel it is essential to maintain the relationship (Chu et al., 
2018). Thus, customers must derive a specific value from 
the engagement with the marketers or the companies to 
think it is worth maintaining the engagement.

Mahmoud et al. (2018) propose multiple ways that 
can be used to build customer commitment, including 
adjusting products or services to meet customer 
needs. The authors note that customers’ perceptions 
of the efforts made by the seller directly influence their 
commitment levels. In addition, research shows that 
commitment leads to relationship marketing outcomes 
such as loyalty and positive word-of-mouth. Therefore, 
relationship marketing marketers should prioritize 
approaches that build customer commitment to achieve 
the desired results.

Communication: Communication refers to the formal 
and informal ways of exchanging information between 
the seller and the customers. In today’s business 
environment, communication is viewed as an interactive 
dialogue between a business and its clients. It occurs 
throughout all stages of conducting trade, including pre-
selling, selling, consuming, and post-consuming.

Irving and Mathews (2015) identify communication as 
a critical relationship-building strategy, often used to 
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align goals, resolve disagreements, and identify value-
creation opportunities. In relationship marketing, this 
component is used to maintain contact with valued cus-
tomers by offering trustworthy and timely information on 
products and services, changes or new developments, or 
resolving complaints (Lau & Ahmad, 2015).

The communicator is responsible for communicating 
value, product features, and performance to develop 
consumer preference, build awareness, and convince 
potential customers to purchase (Cockalo et al., 2012). 
In addition, appropriate communication is applied to 
inform dissatisfied customers of the plans to rectify 
the problems causing their dissatisfaction. In short, 
communication helps improve relationship quality, which 
in turn causes higher customer satisfaction.

Conflict handling: Conflict handling refers to the 
seller’s ability to reduce the negative consequences of 
manifested and potential conflicts. When not handled 
well, manifest conflicts can create problems that hurt 
an organization’s reputation and severely affect its 
customer relationship (Mahmoud et al., 2018). Thus, 
conflict-handling measures and skills are essential in 
relationship marketing since they help avoid or solve 
conflicts when they arise.

Sayil et al. (2018) note that an increase in disputes 
is likely to lower a customer’s confidence in the seller’s 
orientation or willingness to invest in building and main-
taining relationships. Moreover, Cano et al. (2021) explain 
that the supplier’s outcomes of conflict-handling efforts 
often depend on the customers’ prior satisfaction with 
the relationship, evaluation of alternative solutions, and 
the level of investment in the relationship. This argument 
indicates that customers who are more invested or 
committed to the relationship or the brand are more likely 
to accept the conflict resolution tactics employed in case 
of a problem than those with little or no commitment. This 
situation shows the interconnection between multiple 
components of relationship marketing and the need to 
ensure that all the aspects are considered.

4.2 Customer satisfaction

The concept of customer satisfaction occupies a 
central position in marketing research and practice. It 
is perceived as a critical outcome of marketing activities 
linking processes in purchasing and consumption to post-
purchase outcomes such as changes in attitudes, repeat 
purchases, and brand loyalty. Hannan et al. (2016) define 
customer satisfaction as the judgment that a product 
or service or its features offer a pleasurable level of 
consumption-related fulfillment. Customers develop a 
feeling or attitude when their needs and expectations are 
met. Therefore, customer satisfaction is a positive outcome 
of relationship marketing that provides relatively stable 
projections of a customer’s future intentions and support 
(Levy, 2015). For instance, a satisfied customer will make 
a repeat purchase of a product or service and potentially 

talk about the brand to potential customers through 
word of mouth or online reviews and recommendations 
(Dominici & Palumbo, 2013).

Given the extreme levels of competition in various 
markets, achieving high levels of customer satisfaction 
is perceived as an approach to achieving organizational 
competitiveness because satisfied customers tend to 
choose the brand over its competitors, reinforcing its 
status in the market.

4.2.1 Determinants of customer satisfaction

Multiple factors can influence customer satisfaction. 
For example, some customers derive satisfaction from 
prior expectations of a store’s previous performance. 
In this case, if a company is known to have quality 
products, the customer will automatically have high-
quality expectations (Schaefers et al., 2015). Thus, if 
these expectations are unmet, the customer will be 
disappointed, leading to dissatisfaction. In this regard, 
Shin and Thai (2015) define satisfaction as a customer’s 
feelings of pleasure or disappointment resulting from 
a consumption experience based on a comparison of 
perceived performance and expectations. Therefore, 
relationship marketing is critical in coordinating 
a company’s business activities and customers’ 
expectations (Dorai & Varshney, 2012).

The engagement involved in relationship marketing 
can be used as a strategy to gather customer insights, 
including their needs, experiences, and expectations. 
These insights can then be integrated into product de-
velopment processes to ensure that products delivered 
to target customers address their specific needs to avoid 
disappointment and ensure satisfaction.

Perceived value: Customer perceived value refers 
to a customer’s perception of a product or service’s 
desirability, especially when compared to other alter-
natives in the market. It is reflected in the price that 
customers are willing to pay for the products or services 
offered (Anabila, 2021).

One major challenge that companies face with 
perceived value is that it is controlled and measured by 
the customers. They determine and set the standards and 
measure a product or service’s value based on various 
factors, including the availability of financial resources, 
knowledge about the products or services, quality 
expectations, experiences, and accessibility (Fuentes-
Blasco et al., 2017).

Perceived value is often determined based on the 
customers’ perceptions of what they have received 
regarding quality and satisfaction and what they have 
given in terms of monetary and non-monetary costs 
(Sahiti et al., 2020). Therefore, marketers and their 
respective organizations must ensure that the value of 
products and services sold to target customers match the 
prices and other costs incurred. Furthermore, perceived 
value significantly influences customer satisfaction and 
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willingness to maintain long-term relationships with 
companies (Lee, 2016; Hannan et al., 2016). For instance, 
if the perceived value is high, customers will more likely 
be satisfied with the products or services provided. 
Thus, marketing professionals utilizing the relationship 
marketing approach advertise and price their goods in 
ways that positively influence the customers’ perceived 
value to enhance satisfaction.

Expectations: Expectations refer to pretrial beliefs 
about a service or product. The expectations can result 
from familiarity or prior experience with a brand or 
novelty. Customer expectations and satisfaction are 
closely related. For instance, the customer feels less 
satisfied if delivered products or services do not match 
their expectations.

In the current digital world, multiple sources of 
information are used to influence the customers’ ex-
pectations of a product or service (Saleem et al., 2016). For 
example, online reviews depicting the product or service 
as quality or valuable will influence high expectations. 
Moreover, a company website that offers product details, 
including features and benefits, can affect expectations 
(Popp & Woratschek, 2017).

Other information sources before exposure include 
word of mouth, expert opinions, or company-controlled 
communication and publicity (Eisingerich et al., 2014). 
These information sources build an image of the quality 
of the products or services and the value delivered. Given 
that customers access these insights before exposure 
to the service or products, risks of dissatisfaction are 
high (Elena et al., 2014). For instance, in cases where 
the delivered products or services fail to meet these 
expectations, the customer will be dissatisfied and may 
never purchase products from that company (Malik et al., 
2019). This situation reflects the significance of relaying 
accurate product information throughout the marketing 
processes to ensure that a customer’s purchasing de-
cisions and intentions are based on correct details.

Perceived quality: Perceived quality is an assessment 
indicating how well the service level matches customers’ 
expectations. Service providers or manufacturers are 
expected to achieve customer satisfaction by matching 
expected service with perceived service (Elommal et 
al., 2019).

Customers will always compare what they feel a 
company is supposed to offer and what it actually delivers. 
This comparison determines the perceived quality and 
influences customer satisfaction. Thanks to advanced 
technologies and globalization, customers have higher 
expectations of value and quality (Mattsson & Chadee, 
2015). Therefore, relationship marketing facilitates in-
teractive communication to convey these expectations, 
thus allowing companies to design and develop products 
and services specifically to meet these needs (Gray & 
Wert-Gray, 2012).

An organization’s customer service can determine a 
customer’s perceived quality of services. For instance, 

customer service is critical in maintaining constant 
communications with customers, transferring essential 
information, and managing complaints resulting from 
bad experiences with products, services, or orders 
(Rostami et al., 2014). In addition, it also helps analyze 
customer wants and needs and communicate the same 
to other departments, including product development 
and marketing (Fazal et al., 2017).

If customer service professionals attend to these 
duties, they are more likely to influence customers’ 
perceptions of service quality. For example, if a com-
plaint is handled faster and the problem resolved, the 
customer will most likely associate this instance with 
high quality. Therefore, influencing customer perceived 
quality through customer-centric strategies is critical to 
improving customer satisfaction.

Price fairness: Typically, negative price fairness per-
ceptions trigger negative emotions such as disappoint-
ment and anger, leading to adverse behavioral outcomes. 
For instance, customers experiencing these negative 
emotions may switch to competitors, seek legal action, or 
complain to other potential clients, thus spreading negati-
ve word of mouth. Therefore, the salesperson must ensu-
re that techniques applied to communicate the price and 
handle customer reactions influence positive perceptions 
of fairness (Erwee, 2015). For example, the price offer 
quoted by the salesperson should be accompanied by an 
explanation of other aspects, such as delivery charges, fi-
nancing arrangements, or down payments.

Explaining the terms associated with the price offer 
is critical to ensure that customers understand all the 
costs associated with the purchase. Salespersons 
and their respective companies must consider price 
differences since they may negatively influence 
consumers’ perception of price fairness (Haumann 
et al., 2014). Research shows that customers develop 
perceptions of price unfairness if they discover that the 
prices are to their disadvantage; for example, if they are 
paying a higher price than other customers (Söderlund 
et al., 2014). These issues can result in dissatisfaction, 
thus negatively affecting the customers’ willingness to 
engage in a long-term, mutually beneficial relationship 
with the company.

4.3 The effects of relationship marketing on customer 
satisfaction

Relationship marketing influences customer satis-
faction in multiple ways. For instance, building quality 
interactive relationships can lead to higher customer 
satisfaction since customers feel valued and that their 
feedback is appreciated. Sayil et al. (2018) indicated that 
satisfaction is subjective, affective, and feelings-related 
factors can be influenced by relationship marketing. 
For example, communication and trust built through 
relationship marketing can influence the customers’ 
positive feelings and attitudes toward a product or 
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service, thus leading to satisfaction (Fam et al., 2021). 
As a result, research depicts customer satisfaction as a 
positive outcome of relationship marketing. This section 
comprehensively analyses the various ways relationship 
marketing affects customer satisfaction.

4.3.1 Increased satisfaction through service and product 
customization

Current market trends are becoming more fragmented 
and heterogeneous, with customers expressing their 
individual needs. As a result, industries are shifting from 
mass production to customization (Swarts et al., 2016). 
Similar changes are happening in marketing practi-
ce, with customers demanding customized marketing 
content, services, and products. Therefore, meeting indi-
vidual customer needs through quality, individualized 
services, and products has become a major differentiat-
ing factor under relationship marketing used to achieve 
customer satisfaction.

Customization refers to the degree to which a 
company’s offerings are tailored to meet individual 
customer needs (Coelho & Henseler, 2012). Unlike con-
ventional techniques that prioritize reaching out to as 
many customers as possible while satisfying a limited 
number of needs, customization focuses on meeting 
as many needs as possible for individual customers. 
Therefore, it is perceived as a practical solution to the 
problems associated with increased demand for high-
quality products, features, and product variety (Tarasi et 
al., 2013). Moreover, it is a critical strategy for improving 
customer experience in successful relationship mar-
keting as it helps gather and analyze essential insights 
that help differentiate the product and services in ways 
other than the typical feature-driven messages.

Most companies employ a customization strategy to 
achieve competitive advantage and company growth. 
For instance, Coelho and Henseler (2012) explain that 
customers are willing to pay more for products that cater 
to their needs, including tastes, styles, and sizes.

Although customization is associated with higher 
returns, research establishes that customers only pay 
higher if the perceived product or service’s value is high 
and considered worth the monetary and non-monetary 
associated costs. Consequently, customers see the value 
in custom-made products based on their products and 
services (van der Aa et al., 2015). 

Relationship marketing helps build trust and com-
mitment and facilitates two-way communication that 
ensures an understanding of customer characteristics 
and value determinants. What one customer defines 
as valuable may differ from what another customer 
considers worthwhile. Thus, customization ensures 
the incorporation of these differences in perspectives 
throughout product development processes.

4.3.2 Building customer trust and commitment to boost 
customer satisfaction

Numerous studies have demonstrated the impact 
of trust and commitment on customer satisfaction con-
cerning relationship marketing. For instance, Sayil et 
al. (2018) found the effect of relationship marketing on 
customer satisfaction in the banking sector. According to 
the study, dimensions of relationship marketing, including 
trust, commitment, and communication, influence cus-
tomer loyalty and satisfaction. For customers to conduct 
business with a company, they must be able to trust it and 
its products or services (Vieira et al., 2022). Relationship 
marketing helps in this quest since it aims to establish and 
maintain long-term, mutually beneficial relationships with 
clients by fostering greater brand trust and commitment 
over time.

According to the commitment-trust theory, com-
mitment and trust antecedents must exist for a 
relationship to succeed (Yen et al., 2015). Therefore, 
marketers leveraging relationship marketing priori-
tize bonding with customers to meet their needs and 
honor their commitments. Instead of chasing short-term 
benefits, these marketers establish long-lasting bonds 
that encourage customers to trust the business, leading 
to mutual loyalty and boosting satisfaction.

Relationships based on trust and commitment are 
characterized by cooperative behaviors that allow both 
parties to fulfill their needs. In this regard, compa-
nies derive multiple economic advantages from such 
relationships, including increased profitability, high in-
vestment returns, and expanded market share (Walsh & 
Brylla, 2017). On the other hand, customers get products 
and services they are paying for. In addition, constant 
active engagement throughout business practices also 
makes customers feel valued and increases their sense 
of attachment to the brand or company (Yulisetiarini & 
Susanto, 2018). For example, when companies listen 
to their customers’ feedback and implement shared 
opinions through valued relationships, customers are 
more likely to feel a sense of commitment and trust in 
the brand, eventually leading to higher satisfaction.

4.3.3 Improved repurchase intentions

Relationship marketing builds trust and prioritizes 
the delivery of quality services, thus resulting in 
improved customer satisfaction. Research shows that 
this satisfaction results in repurchase intentions since 
customers are assured of receiving quality products and 
services that meet their specific needs and expectations 
(Shin et al., 2017).

Repurchase intentions indicate the customer’s 
commitment to a particular product or service, indicating 
a willingness to participate in a long-term relationship. 
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It is often achieved by managing relationships with 
customers. Lin and Wang (2015) explain that marketers 
aiming to understand their target customer’s repurchase 
intentions should focus beyond using promotional 
activities to promote repeat buying. Instead, the authors 
indicate that they should prioritize building relationships 
with clients that lead to a commitment to buying from 
the same company despite competitors’ activities and 
incentives (Menidjel & Bilgihan, 2022). Furthermore, 
marketers can leverage relationship marketing to 
enhance repurchase intentions by moderating the 
effects of perceived risks (Kaur & Gupta, 2012). Many 
scholars explain that perceived risks negatively impact 
repurchase intentions, consequently negatively affect-
ing customer satisfaction. In this case, marketers can 
regulate the effects of perceived risks by building trust 
and strengthening relationships with customers to 
reduce the level of perceived threats.

Other aspects characterizing relationship marketing, 
such as assurance, responsiveness, reliability, and 
empathy, influence customer repurchase intentions. 
For example, repurchase rates increase when products 
and services exceed customer expectations (Shin et al., 
2017). However, expectations are based on experience, 
thus making satisfaction a critical determinant of the 
success of relationship marketing.

Lin and Wang (2015) indicate that high satisfaction as 
an emotional response from positive experiences with 
a product or service tends to enhance customer trust, 
eventually leading to repurchase intentions. Therefore, 
providing quality products, reducing perceived risks, and 
building trust encourage customer repurchase decisions 
and improve satisfaction.

4.3.4 Delivery of quality services

Service quality and customer satisfaction are arguably 
two of the most critical concepts in marketing theory and 
practice. Customers always expect the delivery of high-
quality services. In today’s highly competitive business 
environment, one of the most critical ways of achieving a 
sustainable competitive advantage is by delivering high-
quality services that satisfy customers (Hussain et al., 2019).

Customers can respond to services or products 
favorably or unfavorably depending on their experience, 
attitudes, and satisfaction with the value delivered. 
A favorable response is associated with a company’s 
economic goals, including profitability, return on 
investments, and ability to expand market share. 
Therefore, marketers understand the significance of 
ensuring positive customer responses to offers (Negi & 
Ketema, 2013).

Relationship marketing helps improve the delivery of 
services by attracting, maintaining, and enhancing customer 
relationships. For instance, the relationship allows mar-
keters to assess potential quality gaps by engaging 
customers to understand their needs and expectations 
(Raychaudhuri & Farooqi, 2013). The insights gathered are 

incorporated into the planning to ensure that strategies, 
products, and services sold match the customers’ quality 
expectations, thus improving their satisfaction.

Five service quality dimensions are relevant for 
customer satisfaction: tangibility, reliability, respon-
siveness, assurance, and empathy. Tangibility refers 
to the physical aspects of services, including staff, 
communication materials, tools and equipment used to 
deliver services, and physical facilities. For example, 
physical interactions with customers during relation-
ship marketing can influence their satisfaction with the 
services provided (Petzer & van Tonder, 2019). In this 
regard, salespersons capable of clearly explaining a 
product or service to customers during these interactions 
are more likely to arouse positive feelings and attitudes 
that result in higher satisfaction (Hussain et al., 2019).

Reliability is the capacity to deliver the promised 
service precisely and constantly. Thus, relationship 
marketing is critical in reinforcing the company’s 
reliability by guaranteeing customer service delivery, 
communicating value, conflict resolutions, and service 
arrangements. In this case, marketers function as the 
link between the company and customers to ensure they 
remain faithful to their obligations, especially the delivery 
of unwavering quality.

Responsiveness plays a pivotal role in fostering strong 
customer relationships within the framework of relation-
ship marketing, which is a customer-centric approach 
prioritizing the timely acknowledgement of custo-mer 
needs (Kiseleva et al., 2016a). The swiftness and effi-
ciency with which a company responds to customers not 
only contribute to customer satisfaction but also serve 
to strengthen the overall relationship. This inclination 
to promptly assist and support customers becomes a 
cornerstone in building enduring and positive connections.

Service assurance refers to policies and processes to 
ensure customers receive services that meet a pre-defined 
service quality level for optimal experience (Raychaudhuri 
& Farooqi, 2013). Assurance builds customer trust and 
confidence in the organization’s ability to deliver its 
promises and maintain the desired quality.

Empathy is a dimension used in relationship marketing 
to build a relatable brand. It allows marketers to create 
strong, natural, emotional relationships with customers. 
It is achieved by acknowledging and appealing to the 
role of emotions in customers’ decision making and 
responding accordingly with appropriate marketing 
campaigns (Kiseleva et al., 2016b).

Integrating these five dimensions into a relationship 
marketing strategy enables marketers to interact with 
customers in ways that create win-win situations that lead 
to the delivery of high-quality services and consequently 
enhance customer satisfaction.

4.3.5 Higher customer engagement

Customer engagement is a crucial success factor 
in relationship marketing that involves communicating 
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and interacting with customers and other stakeholders 
through various communication channels. For example, 
engagement in marketing campaigns can occur offline 
through direct interactions with marketers or online using 
social media and internet-based channels (Kordnaeij 
et al., 2012). Research shows consistent and effective 
customer engagement results in higher satisfaction and 
other positive outcomes, including increased demand 
for products and services and consumption (van Tonder 
& Petzer, 2018). In addition, customer engagement 
influences attitudes, intentions, and behaviors. A good 
relationship between a company and its customers 
based on engagement creates loyalty, thus ensuring 
that customers continue to choose the company over its 
competitors (Rather, 2019).

Engagement is perceived as a proxy measure of 
assessing the strength of a company’s relationships, 
as reflected in the extent to which customers have 
established emotional and rational connections with 
companies. Highly engaged customers are more likely to 
be more emotionally connected to a brand, thus leading 
to higher satisfaction and loyalty (So et al., 2016). In this 
case, leveraging relationship marketing to increase 
customer commitment can lead to long-term benefits 
by strengthening company-customer relationships. 
Therefore, these arguments indicate that customer 
satisfaction emerges from increased engagement.

5. Discussion

Customer satisfaction is influenced by various factors 
varying across industries and individual customers. 
Companies should strive to understand their target 
customers and adapt their strategies accordingly to 
maximize customer satisfaction. Therefore, to ensure 
high levels of customer satisfaction, businesses should 
focus on delivering products or services that provide 
a strong perceived value to their customers (Anabila, 
2021). This involves understanding customer needs 
and preferences, communicating the value proposition 
effectively, and continuously striving to exceed customer 
expectations (Fuentes-Blasco et al., 2017).

According to Malik et al. (2019), businesses should 
strive for clear and transparent communication to 
manage customer expectations effectively by accurately 
setting expectations through marketing and customer 
interactions and consistently delivering on promises. 
Therefore, continuous efforts to understand customer 
needs, monitor and manage expectations, and adapt 
to changing customer preferences are essential for 
achieving and sustaining high levels of customer 
satisfaction (Elena et al., 2014; Popp & Woratschek, 2017).

In terms of perceived quality, businesses should 
focus on delivering products or services that meet or 
exceed customer expectations, conduct quality control 
measures, gather customer feedback, and continuously 
strive for product or service improvement (Elommal et al., 
2019; Rostami et al., 2014). Haumann et al. (2014) argue 

that to ensure price fairness and customer satisfaction, 
businesses should consider factors such as market 
research, competitive analysis, cost structures, and 
customer expectations when setting prices. Likewise, 
Söderlund et al. (2014) consider that transparent pricing 
communication, avoiding hidden fees or unexpected 
price increases, and providing value in line with the price 
charged is essential for maintaining price fairness and 
enhancing customer satisfaction.

Relationship marketing creates a customer-centric 
approach that fosters trust, commitment, perso-
nalization, repurchase intentions, quality services, 
and engagement. These factors directly contribute to 
higher levels of customer satisfaction by ensuring that 
customers feel valued, understood, and supported 
throughout their relationship with the company.

By offering service and product customization 
options, businesses can create a more customer-centric 
approach and provide tailored solutions that meet 
individual needs and preferences (Swarts et al., 2016). 
This leads to higher customer satisfaction, which in turn 
contributes to increased loyalty, positive word-of-mouth, 
and business success (Tarasi et al., 2013).

Building customer trust and commitment is crucial 
for boosting customer satisfaction. So, by focusing on 
building customer trust and commitment, businesses 
create a solid foundation for customer satisfaction (Sayil 
et al., 2018; Yulisetiarini & Susanto, 2018). According to 
Vieira et al. (2022), trust and commitment lead to stronger 
relationships, increased loyalty, positive word-of-mouth, 
and, ultimately, business growth and success.

Regarding improved repurchase intentions, Menidjel 
and Bilgihan (2022) state that by providing reliable pro-
ducts or services and building trust and loyalty, businesses 
can increase customers’ repurchase intentions. Likewise, 
Lin and Wang (2015) argue that improved repurchase in-
tentions signify higher levels of customer satisfaction, 
which, in turn, contribute to business growth and success. 
On the other hand, businesses can enhance customer sa-
tisfaction levels by focusing on delivering quality services 
that consistently meet customer expectations (Hussain et 
al., 2019; Kiseleva et al., 2016).

Delivering quality services plays a vital role in the 
success and growth of a business. Consequently, investing 
in service excellence, effective problem resolution, per-
sonalized experiences, and continuous improvement 
build strong customer relationships and loyalty (Petzer 
& van Tonder, 2019). Finally, businesses can significantly 
enhance customer satisfaction by fostering customer 
engagement through personalized experiences, active 
communication, co-creation, and emotional connection 
(Rather, 2019; van Tonder & Petzer, 2018).

6. Conclusions

High competition in the current business environ-
ment indicates that companies can no longer survive 
with a transactional attitude that focuses on attracting 
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customers for short-term benefits. Instead, relationship 
marketing has been adopted as a practical strategy for 
building and maintaining long-term, mutually beneficial 
relationships with customers and other stakeholders, 
including employees, suppliers, and distributors. This 
philosophy is based on the understanding that retaining 
existing customers by meeting their needs is cheaper 
than acquiring new ones. Thus, relationship marketing is 
employed to establish a robust and loyal consumer base 
that increases the company’s competitive advantage 
through guaranteed future sales and loyalty.

The shift from transactional marketing to relationship 
marketing reflects a broader recognition that sustaina-
ble business success often depends on the depth and 
quality of the relationships a company can build and 
maintain with its customers. Extensive literature has 
been published on analyzing and understanding the role 
of customer satisfaction in loyalty within the context of 
relationship marketing. The present study shows that 
the most cited articles are “Creating customer loyalty 
through service” with 175 citations (Coelho & Henseler, 
in European Journal of Marketing); “Acta Non Verba? 
The Role of Customer Participation and Word of Mouth 
in the Relationship Between Service Firms’ Customer 
Satisfaction and Sales Performance” with 119 citations 
(Eisingerich, Auh, & Merlo, in Journal of Service Re-
search); and “Enhancing customer relationships with 
retail service brands: The role of customer engagement” 
with 97 citations (So, King, Sparks & Wang, in Journal of 
Service Management).

Relationship marketing comprises five major com-
ponents: trust, competence, commitment, commu-
nication, and conflict handling. Trust is associated with a 
customer’s belief that the company will deliver its promi-
se. Customers who deem a company trustworthy will be 
willing to engage in long-term relationships. Competence 
reflects the skills and expertise to provide specific services. 
For instance, if salespersons understand a product’s or 
service’s technological and physical aspects, the customer 
will consider them reliable and knowledgeable. As a result, 
they are more likely to have positive attitudes and feelings 
towards these experts, leading to higher satisfaction. 
Commitment refers to the desire to maintain a valued 
relationship, while communication refers to the formal 
and informal ways of exchanging information. Finally, 
conflict handling refers to the ability to reduce the negative 
consequences of manifested and potential issues. These 
components of relationship marketing directly impact 
customer satisfaction.

The main objective of this research was to analyze 
the relationship between relationship marketing and 
customer satisfaction, and the results suggest that 
relationship marketing is a strategy that prioritizes the 
construction of strong and lasting connections with 
customers, and customer satisfaction is a critical out-
come of this approach. By focusing on understanding and 
satisfying customer needs, building trust and loyalty, 

and continually improving the customer experience, 
relationship marketing plays a significant role in in-
creasing customer satisfaction and, in turn, the success 
of the business.

The literature review also reveals that relationship 
marketing influences customer satisfaction in multiple 
ways. For instance, relationship marketing is concerned 
with addressing the individual needs of target custo-
mers. As a result, service and product customization 
is considered fundamental in building long-lasting, 
successful relationships and enhancing customer sa-
tisfaction. Furthermore, relationship marketing builds 
trust and commitment, resulting in higher customer 
satisfaction and willingness to participate in mutually 
beneficial relationships. 

A delighted customer base is more likely to 
repurchase products or services from the same company 
in the future since relationship marketing prioritizes 
creating relational and emotional bonds with customers, 
delivering quality, customized services, and promoting 
consistent customer engagement throughout product 
development. These activities help create an organiza-
tion where customers feel valued and appreciated, thus 
influencing their future purchase decisions. Therefore, 
while relationship marketing and customer satisfaction 
are two distinct concepts, they are closely related, 
with one affecting the other, meaning that customer 
satisfaction leads to successful relationship marketing 
and vice versa.

6.1 Contributions to theory and practice

This study suggests some implications for theory 
as well as for management actions. For theory, this 
customer satisfaction research provides insights into 
the factors that drive satisfaction, its influences on 
customer attitudes and behaviors, and the strategies 
companies can employ to enhance satisfaction levels. 
These contributions have deepened our understanding 
of customer-centricity, marketing strategies, and the 
dynamics of customer-company relationships.

For management actions, understanding the 
importance of customer satisfaction in relationship 
marketing is essential for marketing professionals to 
develop strategies and initiatives aimed at fostering 
customer loyalty and increasing customer lifetime value. 

Marketing professionals can utilize customer 
satisfaction data to develop customer-centric marketing 
strategies, personalize marketing communications, 
and tailor offerings to meet customer preferences. 
This customer-centric approach improves customer 
engagement and satisfaction. Another action to take 
concerns the competitive advantage in the marketplace 
provided by customer satisfaction: marketing profes-
sionals can leverage customer satisfaction as a key 
differentiator in their marketing strategies, messaging, 
and positioning to gain a competitive edge.
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6.2 Limitations and future research

The study has some limitations that should be 
addressed in further research. First, the database of 
indexed scientific or academic documents used was 
Scopus, the most important peer review in the scientific 
and academic world. However, we consider that the 
study has the limitation of considering only the Scopus 
decomposition database, excluding other scientific and 
academic databases. Second, the search was limited 
to business, management, and accounting from 2012 to 
2022. Using various databases simultaneously (Scopus, 
Web of Science, etc.) and expanding the subject’s areas 
and the period of publication years could provide new 
insights about this research topic.

Future research on the importance of customer 
satisfaction in relationship marketing could address the 
following research questions: (1) What is the impact of 
emerging technologies on customer satisfaction? To 
investigate the impact of emerging technologies such as 
artificial intelligence, virtual reality, chatbots, and voice 
assistants on customer satisfaction; (2) What is the role 
of customization in relationship marketing and its impact 
on customer satisfaction? To explore how businesses 
can effectively tailor their offerings, communications, 
and experiences to individual customers to maximize 
satisfaction and strengthen relationships; (3) What is the 
relationship between sustainability, ethical practices, and 
customer satisfaction? To explore how the businesses’ 
environmental and social responsibility efforts impact 
customer satisfaction and relationship building and 
how the ethical considerations can be integrated into 
relationship marketing strategies.

By exploring these research areas, scholars can 
further enhance our understanding of customer satis-
faction and its relationship with relationship marketing 
strategies. This knowledge can help businesses develop 
more effective and customer-centric marketing approa-
ches, strengthen customer relationships, and drive bu-
siness success.

Conflict of interest

The authors declare no conflict of interest.

References

Aka, D., Kehinde, O., & Ogunnaike, O. (2016). Relationship marketing and 
customer satisfaction: A conceptual perspective. Binus Business 
Review, 7(2), 185-190. https://doi.org/10.21512/bbr.v7i2.1502

Amoako, G. K., Neequaye, E. K., Kutu-Adu, S. G., Caesar, L. D., & Ofori, 
K. S. (2019). Relationship marketing and customer satisfaction in 
the Ghanaian hospitality industry: An empirical examination of 
trust and commitment. Journal of Hospitality and Tourism Insights, 
2(4), 326-340. https://doi.org/10.1108/JHTI-07-2018-0039

Anabila, P. (2021). Connecting the vital link nodes to superior value 
creation in private health-care marketing in Ghana: A relationship 
marketing paradigm. International Journal of Pharmaceutical and 
Healthcare Marketing, 15(1), 155-172. 

 https://doi.org/10.1108/IJPHM-11-2019-0071

Asikhia, O. (2012). Modeling relationship marketing and performance 
of Nigerian banks. International Journal of Business Innovation and 
Research, 6(5), 514-531. https://doi.org/10.1504/IJBIR.2012.048784

Blut, M., Evanschitzky, H., Backhaus, C., Rudd, J., & Marck, M. (2016). 
Securing business-to-business relationships: The impact of 
switching costs. Industrial Marketing Management, 52, 82-90. 

 https://doi.org/10.1016/j.indmarman.2015.05.010
Cano, L., Castro, D., & Vicente-Ramos, W. (2021). Relationship 

marketing in customer loyalty of commercial galleries in times of 
covid-19. Business: Theory and Practice, 22(2), 426-435. 

 https://doi.org/10.3846/btp.2021.14486
Chiu, W., Lee, Y., & Chi, H. (2015). Exploring the model of service 

innovation in Taiwanese tourism factories. In 2015 12th International 
Conference on Service Systems and Service Management, ICSSSM 
2015. https://doi.org/10.1109/ICSSSM.2015.7170272 

Chu, Y., Vasquez-Parraga, A. Z., & Ma, J. (2018). Antecedents of 
store loyalty among Chinese customers. International Journal of 
Business, 23(2), 151-165. 

Cockalo, D., Djordjevic, D., Sajfert, Z., Spasojevic-Brkic, V., & Nikolic, 
M. (2012). The elements of customer satisfaction model in Serbian 
conditions. International Journal of Services, Technology and Management, 
17(1), 87-108. https://doi.org/10.1504/IJSTM.2012.048026

Coelho, P. S., & Henseler, J. (2012). Creating customer loyalty through 
service customization. European Journal of Marketing, 46(3-4), 331-
356. https://doi.org/10.1108/03090561211202503

Dominici, G., & Palumbo, F. (2013). How to build an e-learning product: 
Factors for student/customer satisfaction. Business Horizons, 56(1), 
87-96. https://doi.org/10.1016/j.bushor.2012.09.011

Dorai, S., & Varshney, S. (2012). A multistage behavioral and temporal 
analysis of CPV in RM. Journal of Business and Industrial Marketing, 
27(5), 403-411. https://doi.org/10.1108/08858621211236070

Eisingerich, A. B., Auh, S., & Merlo, O. (2014). Acta non verba? The role 
of customer participation and word of mouth in the relationship 
between service firms’ customer satisfaction and sales 
performance. Journal of Service Research, 17(1), 40-53. 

 https://doi.org/10.1177/1094670513490836
Elena, O. A., Adrian, G. D., Iuliana, C., & Petronela, G. I. (2014). Consumer 

perceptions regarding wellness and SPA services in Romania. In 
Vision 2020: Sustainable Growth, Economic Development, and Global 
Competitiveness - Proceedings of the 23rd International Business 
Information Management Association Conference, IBIMA 2014 (pp. 
1660-1670). 

Elommal, N., Manita, R., & Chaney, D. (2019). Measuring exchange 
norms and its impact on satisfaction in a B2C context. International 
Journal of Market Research, 61(3), 302-319. 

 https://doi.org/10.1177/1470785318760202
Erwee, C. (2015). An Investigation of the Customer Retention Activities 

Strategies of Food- and Clothing Retailers in the Bloemfontein 
Area, South Africa. In H. Spotts (ed.), Creating and Delivering Value 
in Marketing. Developments in Marketing Science: Proceedings of the 
Academy of Marketing Science. Springer, Cham. 

 https://doi.org/10.1007/978-3-319-11848-2_61
Fam, K., Liat Cheng, B., Cham, T., Tan Chia Yi, M., & Ting, H. (2021). The role 

of cultural differences in customer retention: Evidence from the high-
contact service industry. Journal of Hospitality & Tourism Research, 47(1), 
257-288. https://doi.org/10.1177/10963480211014944

Fazal, E., Hasan, S., Mortimer, G., Lings, I. N., & Neale, L. (2017). 
Examining the antecedents and consequences of gratitude. Journal 
of Services Marketing, 31(1), 34-47. 

 https://doi.org/10.1108/JSM-01-2016-0048
Fuentes-Blasco, M., Moliner-Velázquez, B., & Gil-Saura, I. (2017). 

Analyzing heterogeneity on the value, satisfaction, word-of-mouth 
relationship in retailing. Management Decision, 55(7), 1558-1577. 
https://doi.org/10.1108/MD-03-2016-0138

Gray, G. T., & Wert-Gray, S. (2012). Customer retention in sports 
organization marketing: Examining the impact of team identification 
and satisfaction with team performance. International Journal of 
Consumer Studies, 36(3), 275-281. 

 https://doi.org/10.1111/j.1470-6431.2011.00999.x

https://doi.org/10.21512/bbr.v7i2.1502
https://doi.org/10.1108/JHTI-07-2018-0039
https://doi.org/10.1108/IJPHM-11-2019-0071
https://doi.org/10.1504/IJBIR.2012.048784
https://doi.org/10.1016/j.indmarman.2015.05.010
https://doi.org/10.3846/btp.2021.14486
https://doi.org/10.1109/ICSSSM.2015.7170272
https://doi.org/10.1504/IJSTM.2012.048026
https://doi.org/10.1108/03090561211202503
https://doi.org/10.1016/j.bushor.2012.09.011
https://doi.org/10.1108/08858621211236070
https://doi.org/10.1177/1094670513490836
https://doi.org/10.1177/1470785318760202
https://doi.org/10.1007/978-3-319-11848-2_61
https://doi.org/10.1177/10963480211014944
https://doi.org/10.1108/JSM-01-2016-0048
https://doi.org/10.1108/MD-03-2016-0138
https://doi.org/10.1111/j.1470-6431.2011.00999.x


Rosário & Casaca / Estudios Gerenciales vol. 39, N.° 169, 2023, 516-532
531

Hannan, S., Suharjo, B., Nurmalina, R., & Kirbrandoko. (2016). The 
influence of perceived quality, perceived value, and customer 
expectation on customer satisfaction: An empirical study on 
independent surveyor industry in Indonesia. International Journal of 
Applied Business and Economic Research, 14(2), 603-613. 

 ht tps: //repositor y.unpak.ac. id/tukangna/repo/f i le/f i les- 
20200417130001.pdf

Haumann, T., Quaiser, B., Wieseke, J., & Rese, M. (2014). Footprints in 
the sands of time: A comparative analysis of the effectiveness of 
customer satisfaction and customer-company identification over 
time. Journal of Marketing, 78(6), 78-102. 

 https://doi.org/10.1509/jm.13.0509
Hussain, K., Jing, F., Junaid, M., Bukhari, F. A. S., & Shi, H. (2019). The 

dynamic outcomes of service quality: A longitudinal investigation. 
Journal of Service Theory and Practice, 29(4), 513-536. 

 https://doi.org/10.1108/JSTP-03-2019-0067
Irving, K., & Mathews, B. P. (2015). Organisational Size and the 

Implementation of Relationship Marketing in the Retail Context. In 
Global Perspectives in Marketing for the 21st Century (pp. 159-162). 
Springer, Cham. https://doi.org/10.1007/978-3-319-17356-6_48 

Kaur, G., & Gupta, S. (2012). Business orientation of Indian consumer 
banking. Global Business Review, 13(3), 481-507. 

 https://doi.org/10.1177/097215091201300309
Kiseleva, E. S., Yakimenko, E. V., Kalashnikova, T. V., Berkalov, S. V., 

Krakoveckaya, I. V., & Krukova, E. M. (2016a). The fourth facet 
of psychological portrait of the client, based on the theory of 
archetypes in the context of relationship marketing. In Vision 2020: 
Innovation Management, Development Sustainability, and Competitive 
Economic Growth (pp. 2810-2820).

Kiseleva, E. S., Yakimenko, E. V., Sakharova, E. T., Khmelkova, N. V., & 
Neverov, P. A. (2016b). The universal model of stages of customer 
relationships as a tool for effective managing with personal sales 
in the context of relationship marketing. In Vision 2020: Innovation 
Management, Development Sustainability, and Competitive Economic 
Growth (pp. 2821-2826).In Proceedings of the 28th International 
Business Information Management Association Conference - Vision 
2020: Innovation Management, Development Sustainability, and 
Competitive Economic Growth (pp. 2821-2826).

Kordnaeij, A., Danaeefard, H., Zali, M. R., & Vasheghani, S. (2012). The 
role of organizational culture in customer satisfaction. European 
Journal of Economics, Finance and Administrative Sciences, (51), 146-
157. 

Laengle, S., Modak, N. M., Merigo, J. M., & Zurita, G. (2018). Twenty-Five 
Years of Group Decision and Negotiation: A Bibliometric Overview. 
Group Decision and Negotiation, 27(4), 505-542. 

 https://doi.org/10.1007/s10726-018-9582-x
Lau, C. C., & Ahmad, M. I. (2015). Employment of relationship marketing 

strategies for enhancing customer satisfaction in Malaysian private 
hospitals. In Proceedings of the 1997 World Marketing Congress (pp. 
540-543). Springer, Cham. 

 https://doi.org/10.1007/978-3-319-17320-7_140 
Lee, T. S., Lee, Y.-S., Lee, J., & Chang, B. C. (2018). Analysis of the intellectual 

structure of human space exploration research using a bibliometric 
approach: Focus on human related factors. Acta Astronautica, 143, 
169182. https://doi.org/10.1016/j.actaastro.2017.11.032

Lee, Y. (2016). Relationship quality and its causal link to service value, 
satisfaction, and word-of-mouth. Services Marketing Quarterly, 
37(3), 171-184. https://doi.org/10.1080/15332969.2016.1184541

Levy, S. E. (2015). An Examination of Customer-to-Customer 
Interactions: A Field Experiment Approach. In H. Spotts (ed.), 
Marketing, Technology and Customer Commitment in the New 
Economy. Developments in Marketing Science: Proceedings of the 
Academy of Marketing Science. Springer, Cham. 

 https://doi.org/10.1007/978-3-319-11779-9_99
Lin, M., & Wang, W. (2015). Explaining online customer repurchase 

intentions from a relationship-marketing perspective: An 
integration of the 4Rs marketing strategy and customer trust. 
Journal of Organizational and End User Computing, 27(3), 1-26. 
https://doi.org/10.4018/joeuc.2015070101

Linnenluecke, M. K., Marrone, M., & Singh, A. K. (2020). Conducting 
systematic literature reviews and bibliometric analyses. Australian 
Journal of Management, 45(2), 175-194. 

 https://doi.org/10.1177/0312896219877678
Lo, S. C. (2012). A study of relationship marketing on customer 

satisfaction. Journal of Social Sciences, 8(1), 91-94. 
 https://doi.org/10.3844/jssp.2012.91.94
Mahmoud, M. A., Hinson, R. E., & Adika, M. K. (2018). The effect of 

trust, commitment, and conflict handling on customer retention: 
The mediating role of customer satisfaction. Journal of Relationship 
Marketing, 17(4), 257-276. 

 https://doi.org/10.1080/15332667.2018.1440146
Maier, D., Maier, A., Așchilean, I., Anastasiu, L., & Gavriș, O. (2020). The 

Relationship between Innovation and Sustainability: A Bibliometric 
Review of the Literature. Sustainability, 12(10), 4083. 

 https://doi.org/10.3390/su12104083
Malik, K., Vardhan, H., & Singh, V. P. (2019). Evaluating the affect of 

harmony between consumer psyche and brand on customer loyalty 
in the insurance sector. Quality - Access to Success, 20(168), 48-53. 

Mattsson, J., & Chadee, D. (2015). Customer Satisfaction in Tourist 
Service Encounters. In K. Grant, & I. Walker (eds.), Proceedings 
of the 1995 World Marketing Congress. Developments in Marketing 
Science: Proceedings of the Academy of Marketing Science. Springer, 
Cham. https://doi.org/10.1007/978-3-319-17311-5_56

Menidjel, C., & Bilgihan, A. (2022). The determinants of retail customers’ 
purchase intent. International Journal of Consumer Studies, 46(6), 
2503-2520. https://doi.org/10.1111/ijcs.12802

Negi, R., & Ketema, E. (2013). Customer-perceived relationship 
quality and satisfaction: A case of Ethiopian telecommunication 
corporation. African Journal of Economic and Management Studies, 
4(1), 109-121. https://doi.org/10.1108/20400701311303186

Nguyen Hau, L., & Viet Ngo, L. (2012). Relationship marketing in Vietnam: 
An empirical study. Asia Pacific Journal of Marketing and Logistics, 
24(2), 222-235. https://doi.org/10.1108/13555851211218039

Petzer, D. J., & van Tonder, E. (2019). Loyalty intentions and selected 
relationship quality constructs: The mediating effect of customer 
engagement. International Journal of Quality and Reliability 
Management, 36(4), 601-619. 

 https://doi.org/10.1108/IJQRM-06-2018-0146
Popp, B., & Woratschek, H. (2017). Consumer-brand identification 

revisited: An integrative framework of brand identification, 
customer satisfaction, and price image and their role for brand 
loyalty and word of mouth. Journal of Brand Management, 24(3), 250-
270. https://doi.org/10.1057/s41262-017-0033-9

Rather, R. A. (2019). Consequences of consumer engagement in service 
marketing: An empirical exploration. Journal of Global Marketing, 
32(2), 116-135. https://doi.org/10.1080/08911762.2018.1454995

Raychaudhuri, P. S., & Farooqi, R. (2013). A study on the effects of 
dimensions of service quality on customer satisfaction in the Indian 
IT hardware industry with special emphasis on medium size B2B 
sector. Global Business Review, 14(3), 507-527. 

 https://doi.org/10.1177/0972150913496883
Rizan, M., Warokka, A., & Listyawati, D. (2014). Relationship marketing 

and customer loyalty: do customer satisfaction and customer 
trust really serve as intervening variables?. Journal of Marketing 
Research & Case Studies, 2014, 724178. 

 https://doi.org/10.5171/2014.724178 
Rostami, A. R., Valmohammadi, C., & Yousefpoor, J. (2014). The 

relationship between customer satisfaction and customer 
relationship management system; a case study of Ghavamin Bank. 
Industrial and Commercial Training, 46(4), 220-227. 

 https://doi.org/10.1108/ICT-10-2013-0067
Sahiti, A., Aliu, M., Sahiti, A., & Aliu, K. (2020). Factors affecting choice 

of commercial banks in Kosovo. Academy of Accounting and Financial 
Studies Journal, 24(1). https://doi.org/10.2139/ssrn.3772443

Saleem, M. A., Zahra, S., Ahmad, R., & Ismail, H. (2016). Predictors of 
customer loyalty in the Pakistani banking industry: A moderated-
mediation study. International Journal of Bank Marketing, 34(3), 411-
430. https://doi.org/10.1108/IJBM-12-2014-0172

https://repository.unpak.ac.id/tukangna/repo/file/files-20200417130001.pdf
https://repository.unpak.ac.id/tukangna/repo/file/files-20200417130001.pdf
https://doi.org/10.1509/jm.13.0509
https://doi.org/10.1108/JSTP-03-2019-0067
https://doi.org/10.1007/978-3-319-17356-6_48
https://doi.org/10.1177/097215091201300309
https://doi.org/10.1007/s10726-018-9582-x
https://doi.org/10.1007/978-3-319-17320-7_140
https://doi.org/10.1016/j.actaastro.2017.11.032
https://doi.org/10.1080/15332969.2016.1184541
https://doi.org/10.1007/978-3-319-11779-9_99
https://doi.org/10.4018/joeuc.2015070101
https://doi.org/10.1177/0312896219877678
https://doi.org/10.3844/jssp.2012.91.94
https://doi.org/10.1080/15332667.2018.1440146
https://doi.org/10.3390/su12104083
https://doi.org/10.1007/978-3-319-17311-5_56
https://doi.org/10.1111/ijcs.12802
https://doi.org/10.1108/20400701311303186
https://doi.org/10.1108/13555851211218039
https://doi.org/10.1108/IJQRM-06-2018-0146
https://doi.org/10.1057/s41262-017-0033-9
https://doi.org/10.1080/08911762.2018.1454995
https://doi.org/10.1177/0972150913496883
https://doi.org/10.5171/2014.724178
https://doi.org/10.1108/ICT-10-2013-0067
https://doi.org/10.2139/ssrn.3772443
https://doi.org/10.1108/IJBM-12-2014-0172


Rosário & Casaca / Estudios Gerenciales vol. 39, N.° 169, 2023, 516-532
532

Sayil, E. M., Akyol, A., & Golbasi Simsek, G. (2018). An integrative 
approach to relationship marketing, customer value, and customer 
outcomes in the retail banking industry: A customer-based 
perspective from Turkey. Service Industries Journal, 39(5-6), 1-42. 
https://doi.org/10.1080/02642069.2018.1516755

Schaefers, T., Dahlhoff, H. D., & Sowik, N. (2015). Quantity or quality? 
How the firm-customer dialog influences customer relationships. 
In: K. Kubacki (ed.), Ideas in Marketing: Finding the New and Polishing 
the Old. Developments in Marketing Science: Proceedings of the 
Academy of Marketing Science. Springer, Cham. 

 https://doi.org/10.1007/978-3-319-10951-0_267 
Sharifi, S. S., & Esfidani, M. R. (2014). The impacts of relationship 

marketing on cognitive dissonance, satisfaction, and loyalty: The 
mediating role of trust and cognitive dissonance. International 
Journal of Retail and Distribution Management, 42(6), 553-575. 
https://doi.org/10.1108/IJRDM-05-2013-0109

Shin, Y., & Thai, V. V. (2015). The impact of corporate social responsibility 
on customer satisfaction, relationship maintenance and loyalty 
in the shipping industry. Corporate Social Responsibility and 
Environmental Management, 22(6), 381-392. 

 https://doi.org/10.1002/csr.1352
Shin, Y., Van Thai, V., Grewal, D., & Kim, Y. (2017). Do corporate 

sustainable management activities improve customer satisfaction, 
word of mouth intention and repurchase intention? Empirical 
evidence from the shipping industry. International Journal of 
Logistics Management, 28(2), 555-570. 

 https://doi.org/10.1108/IJLM-11-2015-0220
Sliz, P., & Delińska, L. (2021). Measuring customer retention in the 

European automotive sector. Central European Management Journal, 
29(3), 63-85. https://doi.org/10.7206/cemj.2658-0845.53a

So, K. K. F., King, C., Sparks, B. A., & Wang, Y. (2016). Enhancing 
customer relationships with retail service brands: The role of 
customer engagement. Journal of Service Management, 27(2), 170-
193. https://doi.org/10.1108/JOSM-05-2015-0176

Söderlund, M., Berg, H., & Ringbo, J. (2014). When the customer has 
left the store: An examination of the potential for satisfaction rub-
off effects and purchase versus no purchase implications. Journal 
of Retailing and Consumer Services, 21(4), 529-536. 

 https://doi.org/10.1016/j.jretconser.2014.04.004

Swarts, K. M., Lehman, K., & Lewis, G. K. (2016). The use of social customer 
relationship management by building contractors: Evidence from 
Tasmania. Construction Management and Economics, 34(4-5), 302-316. 

 https://doi.org/10.1080/01446193.2015.1133919
Tarasi, C. O., Bolton, R. N., Gustafsson, A., & Walker, B. A. (2013). Relationship 

characteristics and cash flow variability: Implications for satisfaction, 
loyalty, and customer portfolio management. Journal of Service Research, 
16(2), 121-137. https://doi.org/10.1177/1094670512465958

van der Aa, Z., Bloemer, J., & Henseler, J. (2015). Using customer contact 
centers as relationship marketing instruments. Service Business, 
9(2), 185-208. https://doi.org/10.1007/s11628-013-0223-9

van Eck, N. J., & Waltman, L. (2010). Software survey: VOSviewer, a 
computer program for bibliometric mapping. Scientometrics, 84(2), 
523-538. https://doi.org/10.1007/s11192-009-0146-3

van Tonder, E., & Petzer, D. J. (2018). The interrelationships between 
relationship marketing constructs and customer engagement 
dimensions. Service Industries Journal, 38(13-14), 948-973. 

 https://doi.org/10.1080/02642069.2018.1425398
Velnampy, T., & Sivesan, S. (2012). Customer relationship marketing 

and customer satisfaction: A study on mobile service providing 
companies in Sri Lanka. Global Journal of Management and Business 
Research, 12(18), 318-324. 

 https://globaljournals.org/GJMBR_Volume12/1-Customer-
Relationship-Marketing-and-Customer.pdf

Vieira, V. A., Mayberry, R., Boles, J., Johnson-Busbin, J., & Pereira, R. C. 
(2022). The mediating role of cooperative norms in the formation of buyer 
commitment in the buyer–seller relationship. Journal of Business and 
Industrial Marketing,38(7). https://doi.org/10.1108/JBIM-01-2021-0044

Walsh, G., & Brylla, D. (2017). Do product returns hurt relational 
outcomes? Some evidence from online retailing. Electronic Markets, 
27(4), 329-339. https://doi.org/10.1007/s12525-016-0240-3

Yen, C., Liu, L., Chen, C., & Lee, T. (2015). Customer relational benefits 
and relationship-marketing outcomes: Comparing three transaction 
types of travel product. Asia Pacific Journal of Tourism Research, 20(2), 
171-190. https://doi.org/10.1080/10941665.2013.877042

Yulisetiarini, D., & Susanto, A. B. (2018). Relationship marketing: 
Satisfaction and loyalty on expedition customers in Indonesia. 
International Journal of Business and Management Science, 8(3), 567-
575. https://repository.unej.ac.id/handle/123456789/89793

https://doi.org/10.1080/02642069.2018.1516755
https://doi.org/10.1007/978-3-319-10951-0_267
https://doi.org/10.1108/IJRDM-05-2013-0109
https://doi.org/10.1002/csr.1352
https://doi.org/10.1108/IJLM-11-2015-0220
https://doi.org/10.7206/cemj.2658-0845.53a
https://doi.org/10.1108/JOSM-05-2015-0176
https://doi.org/10.1016/j.jretconser.2014.04.004
https://doi.org/10.1080/01446193.2015.1133919
https://doi.org/10.1177/1094670512465958
https://doi.org/10.1007/s11628-013-0223-9
https://doi.org/10.1007/s11192-009-0146-3
https://doi.org/10.1080/02642069.2018.1425398
https://globaljournals.org/GJMBR_Volume12/1-Customer-Relationship-Marketing-and-Customer.pdf
https://globaljournals.org/GJMBR_Volume12/1-Customer-Relationship-Marketing-and-Customer.pdf
https://doi.org/10.1108/JBIM-01-2021-0044
https://doi.org/10.1007/s12525-016-0240-3
https://doi.org/10.1080/10941665.2013.877042
https://repository.unej.ac.id/handle/123456789/89793

	1. Introduction 
	2. Methodology 
	3. Themes and trends solution 
	4. Theoretical perspectives 
	5. Discussion 
	6. Conclusions 
	Conflict of interest 
	References 

