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ABSTRACT 

Relationship marketing has been used by many firms to attain competitive advantage, more so 

customer retention. Research has shown that it is five times more expensive to aquire a new 

customer than to retain the existing ones. A survey by RETRAK has rated customer retention as the 

third challenge facing supermarkets in Kenya at 23.53% ,below 63% minimum retention rate 

recommended for retail sector by Harvard business review. 32.25% of supermarkets in Kisumu city 

have indicated plans to open new branches suggesting that the challenge could increase due to 

increased competition. It is therefore important that supermarkets come up with strategies that can 

promote customer retention. Studies done in this area have concentrated in other components of 

relationship marketing  like customer satisfaction and  customer service  and   none has looked at a 

combination of customer trust,commitment,communication, loyalty and their effects on customer 

retention among supermarkets in Kisumu city. Consiquently the effects of relationship marketing 

practices  on customer retention is unknown. Kisumu city is strategically located in East African 

region and considered the best city to invest in especially in the retail sector. The recent 

establishment of Lake Region Economic Block (LREB) and revival of the Kisumu port has 

intensified business activities in the retail sector in Kisumu city. The main objective was to 

determine the effects of relationship marketing practices on customer retention among  

supermarkets in Kisumu city, Other objectives were to determine the effects  of customer trust on 

customer retention , to examine  the effects  of customer commitment on customer retention, to 

establish the effects of customer loyalty on customer retention and to examine the effects of 

customer communication on customer retention.It was guided by three theories namely 

commitment trust theory, social exchange theory and relationship marketing theory.The study used 

correlational research design and targeted all the  customers from targeted supermarkets. A sample 

size of 245 respondents was arrived at using stratified sampling, systemic sampling methods and 

Cochran‟s formular  for unknown population .Data was colleted using questionaire. Reliability test 

yielded a Cronbach‟s Alpha coefficient of between 0.772 and 0.820. while validity was achieved by 

literature survey and expert judgment.Data was analyzed using descriptive statistics and inferential 

statistics. Findings revealed that relationship marketing practices considered explained 54% (R
2 

=0.54) variation in customer retention. Further findings were that all the elements of relationship 

marketing had a significant positive influence on customer retention. customer trust (B =0.275, p = 

0.000), customer commitment (B =0.098, p = 0.032),customer loyalty (B =0.189, p = 0.000) and 

customer communication (B =0.082, p = 0.021). The study concluded that all the elements of 

relationship marketing are significant determinants of customer retention. Recommendations was 

that supermarkets enhance relationship marketing practices to increase customer retention. Results 

may be useful to supermarket  managements and employees for increasing customer retention and 

profitability   
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Customer retention –Zero defection rate for profitable customers to potential competitors. 

Customer churn- the rate at which customers defecting from one brand to competing brands. 

Customer referrals- ability of customers to share positive experience about an organization with 

other customers making them to seek the services of the organization. 

Rate of stock turn over- The number of times a business sells and replace inventory  

during a particular period of time. 
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CHAPTER ONE 

INTRODUCTION 

This chapter contains background of the study, statement of the problem, purpose of the study, 

objectives of the study, research questions, scope of the study, significance of the study and the 

conceptual framework. 

1.1 Background of the study 

Marketing as a discipline has been evolving overtime from the traditional marketing philosophies 

which include production, product, selling, marketing and socio cultural marketing philosophies. 

Many firms have also adopted the current marketing concepts which include: social media 

marketing, holistic marketing and electronic marketing. Due to increasing challenges in the 

business environment; the main one being profitability which is as a result of customers 

switching to other competitive brands (Beetless & Harries, 2010). Also the Corona Virus 

Pandemic which has reduced tremendously the number of customers accessing services in the 

retail shops because of the restricted movement of people and social distance guidelines 

(Shumsky & Debo, 2020).  Firms have embrace the concepts of relationship marketing and 

customer retention as a means of achieving their objectives. In the recent past organizations have 

used relationship marketing as a strategy to help deal with the ever changing marketing 

environment.  

Relationship marketing has been defined as a type of marketing that focusses on the development 

maintenance of a long lasting relationship between the customer and the organizations including 

the supplies and other players in the market. (Gilaninia & Almani, 2011). It is a marketing 

strategy that aims at development and enhancement of a mutual partnership with the customers 

during the entire customer life cycle as opposed to attracting new customers (Zineldin & 
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Philipson , 2007). In this marketing strategy, major emphasis is made on the mutual interaction 

between the buyer and the seller (Beetless & Harries, 2010). To overcome service intangibility, it 

is appropriate that firms employ the use of relationship marketing as a strategy especially on 

credence services, this marketing strategy is involving. 

As a strategy, relationship marketing is all about creation, maintenance and enhancement 

of a closer relationship with the buyers. While considering relationship marketing as a 

strategy, organizations should consider every customer as an individual or unit. Any 

marketing activity of the firm should predominantly be focused on the existing customers, 

(Gilaninia & Almani, 2011).   

Implementation iof ithe istrategy ishould ibe ibased ion idialogue iand iinteraction iwith ithe 

icustomers. iProfitability iis ito ibe iachieve iby iconcentrating ion icustomer iretention irather 

ithan iacquiring inew icustomers. 

Kotler‟s ifive-level imodel ifor irelationship imarketing iindicates i ithat icompanies ithat idoes 

inot ihave iany ireaction iafter iselling ito iparticular icustomers iare ioperating ion ithe 

ielementary ilevel iwhile ifirms iwho iencourage itheir icustomers ito iask iquestions iand iraise 

iconcerns iabout ithe iservices ithey iare igiven iare ioperating iat ithe ipassive iand iresponsive 

ilevel. iOn ithe iother ihand ifirms iwho iperiodically icontact itheir icustomers iwith ivarious 

iinformation iare ioperating ion ithe iactive iand ieffective ilevel. iFinally ithere iare 

iorganizations ithat iconstantly icontact itheir icustomers iwith iinformation‟s iand iare ioperating 

iat ithe iparticipatory ilevel iof irelationship imarketing. (Rezaei & Elahi Rad, 2007) 

Ndubisi iModel irelationship imarketing ihas ibeen iconsidered ito ihave ithree imain 

icomponents ior iindicators iwhich iare ialso icalled i(underpinnings). iThese iindicators iare 

icustomer itrust, icustomer icommitments iand icustomer icommunication. iThere iis ia istrong 
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ibelieve ithat ithese ithree ifactors iare ihaving iinfluence ion ithe icustomer iloyalty iand 

iretention iof iany ifirm iin ithe ibanking isector, (Ranjbaryan & Barari , 2009). 

1.1.1 iCustomer itrust iand icustomer iretention  

Customer itrust ihas ibeen iconsidered ias ia imatter iof iperception iof ithe icustomers ion ithe 

iquality iof ithe iservices ithat iare ioffered iby ithe ivarious ifirms. i iIn imany icircumstances iit 

ihas ibeen imeasured iby ithe iperceived ivalue iand iperceived iquality iof iservices iwhich ithe 

iproviders iare ioffering. iCustomer iexperience ihas ialso ibeen iconsidered ias ia ikey iindicator 

iof icustomer itrust iin ithe ivarious iorganizations.Customer itrust ihas ibeen imearsured ivarious 

iconstracts isuch ias icompetence iin ibusiness, ibenevolence ieg iemployees isoft iskills, 

iintergrity iand ipredictability, 

A istudy iconducted i iby i(Soimo, Wagoki, & Okello, 2015) ientitled iinfluence iof irelationship 

imarketing ion icustomer iretention iin icommercial ibanks iin iNakuru itown iKenya i 

idetermined i ithat icustomer itrust iis ia ikey icomponent iof irelationship imarketing iand ihas 

idirect ipositive iinfluence ion icustomer iretention iin ithe ibanks. i 

Another istudy iby iSarwar, iAbbasi, i& iPervaiz i(2012) ion ithe ieffects iof icustomer itrust ion 

icustomer iloyalty iand iretention, ia imoderating ivalue iof icause irelated imarketing, 

iconducted iin iPakistan, ithe istudy iwas iguided iwith ithe ihypothesis ithat icustomer itrust 

ipositively iassociate iwith icustomer iretention iand ia icorrelational iresearch idesign iadopted. i 

iThe iresults ishowed ithat icustomer itrust i i iand i i i icustomer iretention idoes inot ihave iany 

inoticeable irelationship ibetween ithem iwhen iconsidered ias ikey ivariables. 

Another istudy iby iSeiedeh i& iSaeid i(2012) ialso iconducted itheir istudy ion ieffects iof i i 

iCustomer iSatisfaction, iCustomer iTrust iand iSwitching iBarriers ion iCustomer iRetention iin 

iMalaysia iHypermarkets i“and ithe ifindindings iindicated ithat ithere iis ia isignificant 
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irelationship ibetween icustomer itrust iand icustomer iretention iin ithe ihypermarkets iin 

iMalasyia. 

 iThe iabove istudies iby iSarwar, iAbbasi, i& iPervaiz, i(2012), iSeiedeh i& iSaeid i(2012) iand 

iSoimo, iWagoki i& iOkello( i2015), iwere iconducted ito iexamine ithe irelationship ibetween 

icustomer itrust ias ia icomponent iof irelationship imarketing iand icustomer iretention. 

i(Seiedeh & Saeid , 2012) iAnd i(Soimo, Wagoki, & Okello, 2015) iagreed iin itheir ifindings 

ithat icustomer itrust ihas ia ipositive iinfluence ion icustomer iretention; iby iimproving 

icustomer itrust, ibusinesses iincrease itheir icustomer iretention irates. iOn ithe iother ihand 

i(Sarwar, Abbasi, & Pervaiz, 2012) ifindings iindicate ithat ithere iis ino iassociation ibetween 

icustomer itrust iand icustomer iretention. iHowever ithese istudies idiffer iin ivarious iaspects 

iwhich iinclude iresearch idesign, istudy iarea iand imethod iof idata icollection. iWhile i 

i(Seiedeh & Saeid , 2012) iconducted i itheir iresearch iin ithe ihypermarkets iin iMalaysia, iand 

iused ia idescriptive iresearch idesign, i(Soimo, Wagoki, & Okello, 2015) iconducted itheir 

istudy iin ithe icommercial ibanks iin iNakuru itown iKenya iand iused i ia icross isectional 

iresearch idesign, itheir ifindings istill iagreed ithat icustomer itrust ihas ia ipositive iinfluence 

ion icustomer iretention. iThe iabove istudies idid inot iuse ia icorrelational i iresearch idesign i 

ito iconduct itheir iresearch, isimilarly imost iof ithem iwere icase ibased i istudies iwhich 

icannot ibe igeneralized ito ia iwider ipopulation, iconsequently i ithe ieffects iof icustomer itrust 

ion icustomer iretention i iin ithe iretail imarkets iremains iunclear iusing ia icorrelational 

iresearch idesign. iThis istudy iwas itherefore iconducted ito iexplore ithe i iexistence iof iany 

irelationship ibetween icustomer itrust iand icustomer iretention i iin isupermarkets iwithin 

iKisumu icity i ior inot. 
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1.1.2 iCustomer icommitment iand icustomer iretention 

Customer icommitment ihas ibeen iconsidered ias ia ivery iimportant ifactor ithat ishows ithe 

iexistence iof ia irelationship ibetween icustomers iand ithe iservice iproviders. iIt iis iarrived iat 

iwhen icustomers iare imade ito ibelieve ithat ithere iis ino iother iservice iprovider ithat ican 

igive isimilar iquality iservices ias ithe ione ithat ithey iare igetting iin ithe icurrent ifirm. 

iCustomers ialso iget icommitted iwhen ithey idevelop ia ipatronage irelationship iwith ithe 

iemployees ior iother icomponents iof ithe iorganizations. iIt iis ialso iworth inoting ithat 

icustomers iget icommitted iwhen ithey irealize ithat iorganization ivalues iare isimilar ito itheir 

ipersonal ivalues. i iCustomer icommitment ihas ibeen imeasured iusing ivarious iconstructs 

isuch ias inormative icommitment, ieconomic icommitment, iforced icommitment iand iherbitual 

icommitment. 

A istudy iconducted iby iMagasi i(2016) ion iCustomer iRelationship iMarketing iand iits 

iInfluence ion iCustomer iRetention: iA icase istudy iof icommercial ibanking iindustry iin 

iTanzania. iThe iresearcher iused ia icross isectional iresearch idesign iand ithe ifindings 

irevealed ithat icustomer icommitment ias ia ideterminant iof irelationship imarketing ihave ian 

iinfluence ion ithe iretention iof ithe isaid icustomers iwith ithe iexistence iof isome ielement iof 

itrust. 

Another istudy iby iVerhoef i(2003) ion iunderstanding ithe ieffects iof irelationship imarketing 

ion icustomer iretention iand icustomer ishare idevelopment ifound iout ithat icustomer 

icommitment ihas ian iinfluence io (Aila & Ombok , 2015)n icustomer iretention. i 

Gournaris i(2015) ialso iconducted ia istudy ion itrust iand icommitment iinfluences ion 

icustomer iretention: iinsights ifrom iB2B iServices. iThe istudy itargeted ibusinesses iin ivarious 
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iindustries iand ithe ifindings iindicated ithat icustomer icommitment ihas ian iinfluence ion 

icustomer iretention iin ia iB2B irelationship. 

The iabove istudies iby iMagasi i(2016), iVerhoef i i(2003), iGournaris i(2015) iboth iexamined 

ithe irelationship ibetween icustomer icommitment i(as ia icomponent iof irelationship 

imarketing) iand icustomer iretention. iTheir ifindings iboth iagreed ithat iby ifocusing ion 

icustomer icommitment ias ia istrategy, ibusinesses ihave iachieved ihigher irates iof icustomer 

iretention. iAlthough ithe ifindings iof ithese istudies iagreed ithat icustomer icommitment ihave 

ia ipositive iinfluence ion icustomer iretention, ithey ifocused ion idifferent icombination iof 

irelationship imarketing icomponents, idifferent iindustries iand icustomers. i i(Gournaris , 2015) 

iFocused ion icustomer itrust iand icustomer icommitment iwith itheir iinfluence ion icustomer 

iretention. iHe ialso ilooked iat icompanies iin idifferent iindustries iand imajored ion ia iB2B 

iarrangement. (Magasi, 2016) iFocused ion icustomer icommitment, icustomer itrust iand 

icustomer isatisfaction ias icomponents iof irelationship imarketing. iThe istudy iwas iconducted 

iin ia ibanking iindustry iin iTanzania iand imajored ion ia iB2C iarrangement. iOn ithe iother 

ihand i(Verhoef , 2003) ifocused ion icustomer icommitment, icustomer isatisfaction iand 

ipayment iequity ias imajor icomponents iof irelationship imarketing iand imajored ion ia iB2C 

iarrangement. i 

None iof ithe istudies iconsidered icustomer icommitment ias icombination iwith icustomer 

itrust, icustomer icommunication iand icustomer iloyalty iin irelation ito icustomer iretention. 

iConsequently ithe iextent iof ieffects iof icustomer icommitment ion icustomer iretention iwhen 

iit iis icombined iwith iother ielements ilike icustomer itrust, icustomer icommunication iand 

icustomer iloyalty iin ithe iretail isector iis inot iknown. iThis iresearch iwas iconducted i ito 
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iexamine ithe iextent iof ieffects iof icustomer icommitment ion icustomer iretention iamong ithe 

isupermarkets ioperating iin iKisumu icity. 

1.1.3 iCustomer icommunication iand iCustomer iretention 

Many iorganizations ihave isuccessfully ibuilt ilong iterm irelationships iwith itheir icustomers 

iby ipracticing ieffective icommunication ias ia istrategy. iThis ihas iled ithem ito iappreciate ithe 

irole iplayd iby icomuncation ito idevelop iand imaintain irelationships ibetween ithe 

iorganizations iand itheir istakeholders iincluding icustomers. iEffective icommunication iwith 

icustomers ihas ibeen iidentified ito ihave ia inumber iof isignificance iin iterms iof iachieving 

itheir iobjectives. iThese ibenefits iinclude ibetter icustomer irelationships, ieffective iutilization 

iof iresources, imore ieffective idecision imaking iand isuccessful iproblem isolving. 

(Poovalingam & Veerasamy, 2007). iThese iare ibelieved ito ihave iinfluence ion icustomer 

iretention. icustomer icommunication ihas iben imeasured iin ivarious iconstructs iincluding iE-

mails, iwebsites,phone itechnology,text imessaging,webchart,social imedia,video imessaging 

iand ihand iwritten inotes. 

A istudy iconducted iby iMuketha, iThiane i& iThuranira i(2016) ion iInfluence iof irelationship 

imarketing ion icustomer iretention iin ithe ibranches iof icommercial ibanks iin iMeru itown, 

iKenya, iwhere icustomer icommunication iwas iconsidered ias ione iof ithe iindicators iof 

irelationship imarketing ishowed ithat icustomer icommunication iis ia ivery iimportant ifactor 

ithat iinfluences icustomer iretention. i. iThe istudy iconcluded ithat icustomer iretention iwithin 

ithe ibanking isector iwas idetermine iby ithe ieffective icommunication ibetween ithe 

icustomers iand iemployees. i 

Another istudy iconducted iby iPoovalingam i& iVeerasamy i(2007) ion ithe iimpact iof 

icommunication ion ithe icustomer irelationship imarketing iamong icellular iservice iproviders 
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iin iSouth iAfrica. iThe ifindings iagreed iwith ithe ifindings iof ifirst isturdy ithat icustomer 

icommunication ihas ian iinfluence ion icustomer iretention. 

Both i(Muketha , Thiane , & Thuranira , 2016), (Hadush, 2014) iand (Poovalingam & 

Veerasamy, 2007) iseems ito iagree ithat icustomer icommunication i(as ia icomponent iof 

irelationship imarketing) ihas ian iinfluence ion icustomer iretention. iHowever itheir istudies 

idiffer iin isome iaspects; iwhereas i(Muketha , Thiane , & Thuranira , 2016) ihad ia isimilar 

ifindings, itheir istudy i iwas iconducted iin ithe ibanking isector iin iMeru itown iKenya iand 

iused istratified isystemic iand isimple irandom isampling i ito iarrive iat ithe isample isize ifor 

ithe istudy, iwhile (Poovalingam & Veerasamy, 2007) icarried iout itheir istudy iin ithe 

icommunication iindustry iin iSouth iAfrica iand iused isimple irandom isampling itechnique ito 

iarrive iat ithe isample isize. i(Hadush, 2014) iOn ithe iother ihand icarried iout ihis istudy iin 

ithe iinsurance iindustry iin iEthiopia iand iused iconvenience isampling itechnique ito iarrive iat 

ithe isample isize. iNone iof ithe istudies iwas iconducted iin ithe iretail isector iusing ia 

isystemic isampling itechnique. iConsequently ithe ieffects iof icustomer icommunication ion 

icustomer iretention iin ithe iretail isector iremain iunknown, imore iso iusing ia isystemic 

isampling itechnique. iThe icurrent istudy i i itherefore isought i ito idetermine ithe irelationship 

ibetween icustomer icommunication iand icustomer iretention iamong isupermarkets iin iKisumu 

icity iusing ia isystemic isampling itechnique. 

1.1.4 iCustomer iloyalty iand iCustomer iretention i 

Customer iloyalty ihas ibeen ilargely ireferred ito ias ithe iextent iof idevotion ithat icustomers 

ishow ito ithe iproduct iand iservices iof ian iorganization ior ia ibrand. iIt iis imainly icaused iby 

ithe ilevel iof isatisfaction ithat icustomers iget ifrom ia iparticular ibrand iat ithis ialso 

iinfluences ithe icustomers iwhen imaking ichoices ion ithe icompeting iproducts iresulting ito 
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icustomer iretention. iCustomer iloyalty ican ibe imeasured iin ivarous iindicators isuch ias 

ipositive iword iof imouth,decreased iloyalty ito icompetitors, irepurchase,reduced isearch 

itime,buying iother iproducts iof ithe ibrand/ icompany. 

A istudy iby iMagtef i& iTomaliech i(2015) ion ithe iImpact iof iCustomer iLoyalty iPrograms 

ion iCustomer iRetention. iThe iresearcher iused isimple irandom isampling itechnique ito iarrive 

iat ithe isample isize iand ithe iresults irevealed ithat icustomer iloyalty ias ia icomponent iof 

irelationship imarketing ihas ia istrong ipositive iimpact ion icustomer iretention iin ithe iJordan 

ibanking isector. i i 

According ito ianother istudy iby iYadav i& iSharma i(2018) ion ithe ieffects iof icustomer 

iretention iin icustomer iloyalty iin ithe ipublic isector ibanks iin iIndia iwith icustomer iretention 

ias ithe iindependent ivariable iand icustomer iloyalty ias ithe idependent ivariable. iThe 

iresearcher iused ipurposive isampling itechnique ito iarrive iat ithe isample isize iand ifindings 

irevealed ithat ifindings icustomer iretention ihas ia ipositive iinfluence ion icustomer iloyalty. i 

The iabove istudies iby (Magtef & Tomaliech, 2015), (Yadav & Sharma, 2018) iand 

i(Kamruzzaman & Abedin, 2015) i iwere idone ion ithe irelationship ibetween icustomer iloyalty 

iand icustomer iretention iand itheir iresults iagreed ithat ithere iis ia ipositive irelationship 

ibetween ithe itwo ivariables. iHowever ithe istudies iare idifferent iin ivarious iaspects. iWhile 

i(Kamruzzaman & Abedin, 2015) iand i(Magtef & Tomaliech, 2015) ifocused ion icustomer 

iloyalty ias ithe iindependent ivariable ithat iinfluence icustomer iretention i(Yadav & Sharma, 

2018) ifocused ion icustomer iretention ias ithe iindependent ivariable iaffecting icustomer 

iloyalty i iand itheir ifindings iindicate ithat ieither iof ithe ivariables iinfluence ione iother. 

iMore iover ithe iresearchers iused idifferent idata icollection iinstruments, iwhile 

i(Kamruzzaman & Abedin, 2015) iand i(Magtef & Tomaliech, 2015) iused ia iquestionnaire ito 
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icollect idata i(Yadav & Sharma, 2018) iused ia icustomer iloyalty iscale ias ia imeans iof idata 

icollection iand itheir i iresults iagreed ithat ithe itwo ivariables i(customer iloyalty iand 

icustomer iretention) ihave ian iinfluence ion ieach iother. i iWhile ithe itwo istudies iagree ithat 

ithere iis ia irelationship ibetween icustomer iloyalty iand icustomer iretention, inone iof ithem 

iexplored ithe iextent iof ithe irelationship, imore iso iin ithe iretail isector. iConsequently ithe 

iextent iof ithe irelationship ibetween icustomer iloyalty iand icustomer iretention iremain iun 

iexplored imore iso iin ithe iretail isector. iThis istudy iwas i iconducted iamong ithe 

isupermarkets iin iKisumu icity ito iexplore ithe iextent iof ithe irelationship ibetween icustomer 

iloyalty iand icustomer iretention. 

1.1.5 iCustomer iRetention 

Customer iretention iis idefined ias ia ifirms izero idefection irate ifor iprofitable iconsumers ito 

ipotential icompetitions (Weinsltein , 1996). iIt iis itherefore ithe iactivities iand iactions ithat 

icompanies iand iorganizations itake ito ireduce ithe inumber iof iexisting icustomers iwho 

idefect ito iother icompeting ibrands iand iproducts, (Haaften, 2017). (Reichheld & Markery , 

2000) iIt iis itherefore ivery iimportant ifor iorganization ito ihave ieffective icustomer iretention 

istrategies. iThis iis ibecause istudies ihave ishown ithat icustomer iretention ileads ito ihigh 

icustomer ipresent ivalue iand iby ia ilarge iextent iprofitability, i(Reichheld & Markery , 2000). 

iCustomer iretention ias ia icomponent ican ibe imeasured ithrough ithe ifollowing ifarcets, 

inumber iof icustomers i(including idomnat),frequency iof ibuying, irecency iof ibuying,size iof 

iexpenditure, ishare iof iexpenditure, ilikelihood ito irecommend(advocacy) iand ipropensity ito 

ipay imore ito ia iproduct. i iIt iis ifive itimes imore iexpensive ito iaquire ione inew icustomer 

ithan ito iretain ian iexisting ione. iSimilarly iany iorganization iwho ipositively ichanges 

icustomer iretention iby i5% iwill iyield ibetween i25% ito i95% iincrease iin iprofitability 
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(Forrester, 2015). iIt iis itherefore ivery iimportant ifor ifirms iwho iare iseeking ito isurvive iin 

ithe icompetitive ibusiness ienvironment ito iconsider itheir icustomer iretention istrategies iso 

ias ito iremain iprofitable. iThis ihas ibeen iapplicable iin iall isectors iof ithe ieconomy iwith 

ithe iinclusion iof iall ithe isupermarkets iin iKisumu icity. 

1.1.6 iGlobal iview iof iretail iindustry. i 

The icurrent iglobal itransformation iin ithe iretail iindustry iespecially iin ithe isupermarkets iis 

iaccelerating irapidly idue ito ithe iformation iof inew ibusiness imodels ilike ionline ishops ithat 

iincreases ithe ilevel iof icompetition iamong ithe iretail istores. iSince iall icustomers iare iwell 

iinformed, iit ibecomes idifficult ifor ifirms ito icompete ion ithe ifour iPS iof imarketing ionly 

ibut ito icome iup iwith iother istrategies ilike icustomer iretention iprograms ithat iincreases 

itheir iprofitability. 

According ito i(Xhemaili & Ramadani , 2017) ithe isupermarkets iin iKosovo i(Southern 

iEurope) iare iadapting irelationship imarketing istrategies i(customer itrust) iin itrying ito 

imaintain ior iincrease itheir icompetitive iedge ithrough icustomer iretention. iSupermarkets 

iwho iunderstand iand ichange ito i isuch i imarketing istrategies iincrease itheir iperformance iin 

ithe ifuture i iby iretaining ipotential icustomers iwho ican ibecome iambasandas, irepeat 

ipurchase iand i irecommend ithe isupermarket ito iother ipeople. 

Another iresearch iconducted iby i(Verma , Dheeraj, & Sheth , 2015) iin iIndia i ion i iwhether 

irelationship imarketing imatter iin ionline iretailing, i ishowed ithat ieven iin ithe ionline 

iretailing ia ibusiness i imodel ithat imost isupermarkets ihave iadopted, ithere iis ineed ifor 

icustomer itrust, icommitment i,relationship iquality iand irelationship isatisfaction ito ipromote 

icustomer iretention. 
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The iemergence iand itremendous igrowth iof ithe iretail ieconomy ihas iunleashed ipowerful 

iforces ithat iare ireshaping ithe iretail iindustry iat ian iunprecedented irate. iGiven ithe 

idynamics iof ithe ichanges iretailers iare istruggling ito ibalance ibetween imaintaining 

ioperational iexcellence iand iimplementing inecessary ichanges. iIt iis iworth inoting ithat ione 

ioff ithe ieffective iways iof ienhancing ioperations iin ithe iretail iindustry iis ito iincrease 

icustomer iretention iwhich iwill ireduce ithe imarketing icosts ifor ithe isupermarkets iand ithis 

ican ibe iachieved iby iemploying irelationship imarketing. 

In iAfrica ithe ilasting iimpact iof irelationship imarketing ias ia imarketing istrategy ihas ibeen 

iadopted iby imany ibusiness iin ithe iretail isector. iMany iretail ioutlets iin ithe iregion ihas 

iwelcomed ithe iconcept iof irelationship imarketing ias ia imeans iof iincreasing iprofitability 

ithrough icustomer iretention. 

According ito ia istudy iby i(Izogo & Ogba , 2014) ion ithe icorrelates iof ithe ideterminants iof 

irelationship imarketing iin ithe iretail isector: iNigerian icase, iit iwas ifound ithat imost 

icustomers iwould iwant ito ifrequently ishop iin iretail istore ithat iwere imore icloser ito ithem, 

iat ithe isame itime ithe iretail istores istill ihad ito imaintain ia icloser irelationship iwith itheir 

icustomers ithrough icustomer itrust, iquality iservice, icustomer icommitment. iIn ithe 

iimplication iof ithis istudy ithe iresearchers inoted ithat iretail istores iwith ithe ilargest ipool iof 

iconsumers iis icentral ito ienhancing iperformance. i 

1.1.7 iRetail iSector iin iKenya i 

In iKenya ithere iare iretail istores iranging ibetween iwell-established iretail ichains ito 

iindependent istore isupermarkets. iThe iretail iindustry icontributes iup ito i8.4% iof ithe itotal 

iGDP i(Cytonn, 2018). iIn ias imuch ias imost ibusiness iin ithe iretail isector iin iKenya ihave i 

iembraced ithe iconcept iof irelationship imarketing iand icustomer iretention iin itheir ismaller 
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icapacities, ithere iis ino iclear istudy ishowing ithe iadoption iof ithese itwo imarketing 

iconcepts iin itheir imarketing istrategies. 

Studies iconducted iin iother isectors iof ithe ieconomy ihave ishown ithat ithere iis ia 

irelationship ibetween irelationship imarketing iand icustomer iretention ifor iexample ia istudy 

iconducted iby i(Muketha , Thiane , & Thuranira , 2016) ion ithe iinfluence iof irelationship 

imarketing iin icustomer iretention iin ithe ibanking isector ishowed ithat icommunication ias ia 

ideterminant iof irelationship imarketing ihas ia igreater iimpact iof icustomer iretention. iThe 

icurrent iresearch iwill itherefore itry ito iestablish iif ithe isame irelationship imay iexist 

ibetween ithe itwo ivariable iin ithe iretail isector. 

In iKisumu imany icustomers ihave ideveloped ithe iculture iof imaking itheir ipurchases iin ithe 

isupermarkets ibecause iof ithe iseveral iadvantages ithat ithey iget (Nkirote, 2014). iThis ihas 

iseen ithe iupcoming iof iseveral ilarge iand ismall iscaled isupermarkets iin ivarious iparts iof 

ithe iKisumu icentral ibusiness idistrict iand iother isatellite icenters ilike iKondele, iNyamasaria 

iand iMamboleo. i iStudies ihave ishown ithat ivarious isupermarkets iin iKisumu ihave iused 

ivarious istrategies ito iachieve icompetitive iadvantage iagainst itheir iclose icompetitors iin ithe 

ibusiness ienvironment. iFor iinstance ia istudy iby i(Gacheri, 2010) ion ithe istrategic iresponses 

iby ituskys isupermarket ito ithe icompetitive ienvironment ishowed ithat ithe igiant iretail istore 

iin iKisumu ihas iadopted iseveral iresponses ito igain icompetitive iadvantage ion iits iclose 

irivals. iSome iof ithese iresponses iinclude itrade idiscounts iand ioffers, ilow iprice, idiversified 

iproduct iand iservices iand ia istrategic ilocation iof iits ishops. iHowever iall ithese istrategies 

ican ionly isucceed iif ithere iis ian ieffective icustomer irelationship imarketing iprograms iand 

iif ithe isupermarket iis ikeen ion iretaining iits iexisting icustomers? 
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1.2 iStatement iof ithe iProblem. 

Globally icustomer iretention ihas ibeen iviewed ias ia imajor ichallenge iin ithe iretail isector 

iwith isurvey iby iHarvard iBusiness iReview iin i2020, ishowing ithat ibusinesses iin ithe iretail 

isector icould ilose iup ito i1.6 itrillion idollars ifrom ilosing icustomers ito iother icompetitors. 

iIn iKenya, ia isurvey iconducted iby iRETRAK ihas irated icustomer iretention ias ithe ithird 

ichallenge iaffecting isupermarkets iat i23.53% iafter igovernment iregulation iand ilow 

ieconomic igrowth irespectively. iThis iis ibellow i63% irecommended icustomer iretention irate 

ifor iretail iindustry i iby iHarvard iBusiness iReview i2020. iThe isurvey iindicated ithat 

i32.25% iof ithe isupermarkets iin iKisumu icity iare iworking itowards iopening inew ibranches 

isuggesting ithat ithe ichallenge iof icustomer iretention icould iincrease idue ito iincreased 

icompetition. 

Relationship imarketing ihas ibeen iused iby imany ifirms ito iachieve icustomer iretention iwith 

iresearch ishowing ithat iby ifocusing ion icomponents iof irelationship imarketing isuch ias 

icustomer itrust, icustomer icommitment, icustomer iloyalty iand icustomer icommunication, 

ibusinesses ihave iachieved ihigher irates iof icustomer iretention. iMost iof ithe iempirical 

istudies ion irelationship imarketing ifocused ion iother ielements iof irelationship imarketing 

ilike icustomer isatisfaction ithereby iignoring ikey ielements isuch ias icustomer itrust, 

icommitment, icommunication iand iloyalty imore iso ias ia icombination iand ihow ithey iaffect 

icustomer iretention. iMore iover imost iof ithe ipast istudies iare icase ibased ithat icannot ibe 

igeneralized ito ia iwider ipopulation. iAt ithe isame itime iall ithe iempirical ihave iused 

idifferent iresearch idesigns iand inone iof ithem ihave iused ia icorrelational i iresearch idesign 

iwhile iconducting itheir istudies. i iConsequently, ithe ieffect iof irelationship imarketing ion 

icustomer iretention ialong ikey idimensions ilike icustomer itrust, icustomer icommitment 
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icustomer icommunication iand icustomer iloyalty ihas iremained iunexplored imore iso iusing ia 

icorrelational iresearch idesign. iTherefore ithe ipurpose iof ithis istudy iwas idetermine ithe 

ieffects iof irelationship imarketing ion icustomer iretention iin ia iretail iindustry imore iso 

iamong ithe isupermarkets iin iKisumu icity. i 

1.3 iResearch iObjectives i 

1.3.1 iGeneral iObjective 

The imain iobjective iof ithe iresearch iwas ito istudy ithe iinfluence iof irelationship imarketing 

ion icustomer iretention iin ithe isupermarkets iin iKisumu icity. i 

1.3.2Specific iObjectives 

I. To idetermine ithe iinfluence iof icustomer itrust ion icustomer iretention iamong 

isupermarkets iwithin iKisumu icity. 

II. To ifind iout ithe iinfluence iof icustomer icommitment ion icustomer iretention iin ithe 

isupermarkets iin iKisumu icity. 

III. To iestablish ithe iinfluence iof icustomer iloyalty ion icustomer iretention iamong 

isupermarkets iin iKisumu icity. 

IV. To iexamine ithe iinfluence iof icustomer icommunication ion icustomer iretention 

iamong isupermarkets iin iKisumu icity. 

1.4 iResearch iHypothesis 

The istudy iwill ibe iguided iby ithe ifollowing iresearch ihypothesis i 

I. There iis ino isignificant irelationship ibetween icustomer itrust iand icustomer iretention 

iamong isupermarkets iin iKisumu icity. 

II. There iis ino isignificate irelationship ibetween icustomer icommitment iand icustomer 

iretention iamong ithe isupermarkets iin iKisumu icity. i 
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III. There iis ino isignificant irelationship ibetween icustomer iloyalty iand icustomer 

iretention iamong isupertmarkets iin iKisumu icity. i 

IV. There iis ino isignificant irelationship ibetween icustomer icommunication iand 

icustomer iretention iamong isupermarkets iin iKisumu icity. 

 

1.5 iSignificance iof ithe iStudy 

This istudy iwill ibe iof igreat isignificance ito ithe ientire iretail iindustry ispecifically ithe 

isupermarkets iin iKisumu icity ias imanagers iand iemployees iof ithe ivarious isupermarkets 

iwill ibe iable ito igain iknowledge ion ithe iinfluence iof irelationship imarketing ion icustomer 

iretention. iSince iit iis idifficult ito igain inew icustomers ithan ito iretain iexisting iones, 

isupermarkets iwill ibe iable ito ireduce itheir imarketing ibudgets ito iacquire inew icustomers 

iby iconcentrating ion iserving iand iretaining i ithe iexisting iones. i 

1.6 iScope iof ithe iStudy. 

This istudy iwas imeant ito iinvestigate ithe iinfluence iof irelationship imarketing ion icustomer 

iretention iin iall ithe iseven i isupermarkets iin iKisumu icity. iThe istudy iwas i idone ibetween 

iJanuary i2020 ito iApril i i i2021. iThe itarget ipopulation iin ithe istudy iwas i5100 iwalk iin 

icustomers i iof itargeted i isupermarkets iin iKisumu icity. iThe iresearcher i iconsidered ifour 

imajor ideterminants iof ithe iindependent ivariable irelationship imarketing ithat ihave 

iinfluence ion icustomer iretention. iThese iinclude icustomer itrust, icustomer icommitment, 

icustomer iloyalty iand icustomer icommunication, ithe iscope iof ithis istudy icould ibe ibeyond 

ithese ifour ifactors. 

1.7 iConceptual iFrame iWork 

A iconceptual iframework iis i idescribed ias ia iresearch iinstrument ipurposed i ito ihelp i ia 

iresearcher iin ideveloping i iawareness iand iunderstanding iof ia iparticular isituation iunder 
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iscrutiny iand iafter iwhich icommunicating iit ito ithe iusers iof ithe iinformation. iIt iis idefined 

ias ia iconcise idescription iof ia iparticular isituation iphenomenon iunder istudy ifollowed iby 

ia igraphical ior ivisual idepiction iof ithe imajor ivariables iof ithe istudy (Mugenda , O M; 

Mugenda , A G, 2008). iThe ifigure i(1.1) ibelow iexplains ithe irelationship ibetween 

irelationship imarketing ias ian iindependent ivariable iand icustomer iretention ia idependent 

ivariable. iIndicators iof irelationship imarketing iinclude: iCustomer itrust, iCustomer 

icommitment, iCustomer iloyalty iand iCustomer icommunication. iOn ithe iother ihand ithe 

iindicators iof icustomer iretention i(Dependent ivariable) iinclude: iCustomer irepeat ipurchases, 

iCustomer ireferrals, iCustomer ichurn iand iStock iturnover. iIt iis ibelieved ithat irelationship 

imarketing iactivities igeared itowards iachieving iany iof ithe iindicators iof irelationship 

imarketing ican iinfluence icustomer iretention iin ian iorganization ito isome iextent 

Independent ivariable i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i 

i i i i i i i i i i i i i i i i i i iDependent ivariable i 

Relationship imarketing i iPactices i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i 

i i i i i i i i i i i iCustomer iRetention i 

 

   

  

  

 

 

   

  

 

 

 

 

 

 

Figure i1.1 iConceptual iframework: Relationship ibetween iRelationship iMarketing 

ipractices i iand iCustomer iRetention. 

Source: IResearcher I2021 
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CHAPTER iTWO 

iLITERATURE iREVIEW 

This ichapter icomprised i iof itwo imajor iparts inamely itheoretical ireview iand iempirical 

ireview. 

2.1 iTheoretical iReview. 

This istudy iwas ibased ion ithree imajor itheories inamely isocial iexchange itheory, 

icommitment itrust itheory iand irelationship imarketing itheory. 

2.1.1 iSocial iExchange iTheory i  

This itheory iwas ifirst ideveloped iby iAmerican isociologist iGeorge iHomans iin i1958. iUpon 

ipublishing ihis ijournal iwith ia ititled i“Social iBehavior ias iexchange”, ihe icame iup iwith ia 

iframework ibased ion iindividual ibehavior iand ibasic ieconomics. iThe itheory iis ianchored 

ion ibasic iassumption ithat ia irelationship ibetween itwo ipeople iis ideveloped ion ithe ibasis 

iof icost ibenefit ianalysis. iWhile iconsidering irelationships iwith icustomers iorganizations 

ineed ito iseriously iassess ithe ieconomic ibenefits ithat iare idrawn ifrom isuch irelationships 

ijust ilike iit iis iof ino idoubt ithat icustomers imake ipurchase iand irepeat ipurchase idecisions 

ibased ion ithe ibenefits ithat ithey idraw ifrom ithe iservices. (Bhasin, 2018) 

According ito isocial iexchange itheory ithe icosts iin ia irelationship iare ifactors ithat ione ican 

iconsider ithe inegatives iwhile ithe ibenefits iare itraits ithat ione ican iconsider ithe ipositives 

iof ithe irelationship. iThis itheory ihelp iexplain irelationship imarketing iand icustomer 

iretention iin ithe icontext iof igains iby iparties iin icomparison iwith ithe icosts iincurred. iIf 

ithe irewards iexceeds icosts ithen iboth iparties iwill ibe iwilling ito icontinue iwith ithe 

ibusiness irelationship iand iif ithe icosts iexceeds ithe irewards ithe irelationship iwill iseize ito 

iexist iand iboth iparties iwill ilook ifor ibetter ialternatives (Fill, 2006). i iIt itherefore iimplies 
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ithat iorganizations imust ifirst icalculate itheir iperceived icustomer ivalue iand iestablish ithe 

iintended ibenefits iboth ito ithe icustomer iand ithe iorganization ibefore iembarking ion iany 

icustomer iretention iprograms 

While ithe irelationship ibetween ithe isupermarkets iand ithe icustomers iis isaid ito ibe ibased 

ion icost ibenefits ianalysis iaccording ito ithe itheory, ithere iare isome iother iaspects ilike 

icustomer itrust, icustomer icommitment iand iloyalty ithat ialso iresults ito icustomer iretention. 

iThis iresearch itherefore isought i ito idetermine ihow ithese iaspects iof irelationship 

imarketing iinfluence icustomer iretention iin isupermarkets ioperating iwithin iKisumu icity. 

2.1.2 iCommitment i–Trust iTheory i 

The iadvancement iof ithis itheory iwas idone iby iMorgan iand iHunt i(1994). iThe itheory 

iargues ithat irelationship imarketing ientails ithe iestablishment, idevelopment iand 

imaintenance iof imutual irelationships iwith icustomers ibased ion itheir itrust. iA imajor 

iparadigm ishift ihas ibeen irealized ifrom imarketing itheory iand ipractice iby iconceptualizing 

ithe iten iforms iof irelationship imarketing iwhich iinclude: iReliability, itangibility, 

iresponsiveness, icommunication, iaccess, icourtesy, icredibility, icompetence, isecurity iand 

iunderstanding iof icustomers. iAccording ito ithe itheory, icommitment iand itrust iare ikey 

irequirements ifor iestablishment iof iany isuccessful irelationship ibetween ia ibuyer iand ia 

iseller. iBy imodelling irelationship icommitment iand itrust ias ikey imediating ivariables iin 

irelationship imarketing, itesting iand icomparing ithe imodel iwith iothers iwhich ido inot 

iconsider irelationship icommitment iand itrust ias ikey ivariables. iIt iwas ijustified ithat 

isuccessful irelationships iwith icustomers iare iestablished iwhen irelationship icommitment 

iand itrust iare iconsidered. 
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A iclear ifocus ion icustomer icommitment iand itrust ienables imarketers ito iwork itowards 

ipreserving iand iinvesting iin icooperation iwith ithem. iThe itheory iencourages imarketers ito i 

imake i ichoices iand iforgo ithe iattractive ishort iterm ibenefits iby ifocusing ion ithe ilong 

iterm ibenefits ias ia iresult iof icultivating iand imaintaining igood irelationship iwith ithe 

iexisting i icustomers. i iAlternatively, imarketers ishould ibe iconcerned ithat itheir icustomers 

iwill inot iact iopportunistically ito ibenefit ifrom ithe ishort iterm ioffers imeant ito ientice ithem 

iinto ia irelationship iwith ithe iorganization i(Morgan & Hunt, 1994). iFor ithe iexistence iof ia 

iclose iunderstanding ibetween ithe imarketer iand ithe icustomer ithat ileads ito iefficient, 

iproductive iand ieffective irelationship, iboth icustomer icommitment iand icustomer itrust 

ishould ibe ipresent ias istrategies. iThese itwo i(commitment iand itrust) ileads ito icooperative 

ibehaviors ithat iare iimportant ifor ithe isuccess iof irelationship imarketing i(Morgan & Hunt, 

1994). iHowever ithis itheory ihas ifailed ito iaddress iservice iquality ias ia ipart iof 

irelationship imarketing, iat ithe isame itime iit ihas inot iconsidered iother icomponents iof 

irelationship imarketing isuch ias icustomer iloyalty iand icustomer icommunication iwhich iare 

ialso iimportant iin idevelopment iof irelationships iand iby ia ilarge iextent icustomer iretention. 

This iresearch istudy i itherefore iattempted ito iexplain ihow icommitment, itrust iand iother 

ielements ilike icommunication iand iloyalty ias icrucial ivariables iin irelationship imarketing 

iinfluence ithe iretention iof icustomers iin ithe ivarious isupermarkets iin iKisumu icity. 

2.1.3 iRelationship iMarketing iTheory. 

 iThis itheory istates ithat ifor ithe iexistence iof ia isuccessful irelationship imarketing iin ian 

iorganization, ithere ineed ito ibe ia isuccessful irelations iexchanges ibetween ithe ifirm iand iits 

icustomers. iThis itheory iis ibased ion ithree imajor icomponents iof icustomer irelationship 

imarketing iwhich iinclude icustomer itrust icustomer icommitment iand icustomer 
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icommunication. (Arnett & Badrinayanam , 2005). i iAccording ito irelationship imarketing 

itheory, icustomer iloyalty iis ienhanced ithrough isuccessful irelationship imarketing iwhich 

ileads ito icustomer iretention ithrough istronger irelational ibonds ibetween ithe icustomer iand 

ithe iservice iprovider. (Soimo, Wagoki, & Okello, 2015). iThis itheory iwill ibe i iof i 

ibeneficial ito ithis istudy isince iit itends ito iexplain ithe icomponents iof irelationship 

imarketing iand ifocusses ion irelationship imarketing ielements iincluding icustomer itrust, 

icommitment iand icommunication iwhich iare iimportant ivariables iin ithe istudy. iThe itheory 

ialso isuggests ithat isuccessful iefforts iof irelationship imarketing ienhances icustomer 

iretention iwhich ithe icurrent istudy isought i ito iestablish. 

2.1.4 iRelationship iMarketing iConcept i 

Relationship imarketing ihas ibeen iviewed ias ia imore iadvanced imarketing iconcept ias 

iopposed ito itransactional imarketing. iIn ithis imarketing iconcept, ifirms iand imarketers 

iconcentrate imostly ion icreating irelationship iwith ithe icustomers ias iopposed ito imerely 

iconducting ithe itransition (Jemma & Tournois, 2014). iIt iis imore igeared itowards icreating ia 

ilong ilasting irelationship iwith ithe icustomer ileading ito icustomer iretention i(Hadush, 2014). 

iRelationship imarketing iis idefined ias ia itype iof imarketing ithat ifocusses ion ithe 

idevelopment iand imaintenance iof ia ilong ilasting irelationship ibetween ithe icustomer iand 

ithe iorganizations iincluding ithe isupplies iand iother iplayers iin ithe imarket. iAnd ithis iaims 

iat iachieving ihigher irates iof icustomer iretention ias ia icompetitive iadvantage. i. (Gilaninia 

& Almani, 2011). 

There iare ia inumber iof ielements iof irelationship imarketing ithat imany ifirms ihave ifocused 

ion ito iachieve itheir imarketing igoals, ithese iinclude: i icustomer itrust, icustomer 

icommitment, icustomer icommunication, icustomer isatisfaction, icustomer iservice, icustomer 
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iknowledge iand icustomer iloyalty i (Jemma & Tournois, 2014). iFor ithe ipurpose iof ithis 

istudy ithe iresearcher i iconsidered icustomer itrust, icustomer icommitment, icustomer 

icommunication iand icustomer iloyalty ias ithe ikey ielements iof irelationship imarketing ithat 

iinfluence icustomer iretention. 

Customer itrust i ihas ibeen idefined ia iperceived ireliability iof ithe igoods iand iservices 

ioffered iby ian iorganization, ibased ion iearlier iexperience ifrom ithe iengagement iwith ithe 

iorganization (Constabile & Raimondo, 2002). iWhen ia icustomer iis iwilling ito ibehave iin ia 

iparticular imanner idue ito ihis/her ibelief ithat ithe iorganization iwill imeet itheir iexpectations, 

ithen isuch ia icustomer iis isaid ito ihave itrust. i (Utami, 2017) iCustomer itrust ias ian ielement 

iof irelationship imarketing ican ibe ibuilt iwhen iorganizations ipractice ihonesty, ireliability, 

iaccountability iand itransparency iin itheir idealings iwith ithe icustomer. (Paliszkiewicz & 

Klepacki, 2013). i 

Customer icommitment ihas ibeen idefined ias ithe ipersistent ineed iby icustomers ito imaintain 

ior icontinue iin ia ivalued irelationship iwith ian iorganization. iOr ia ibrand (Ndubasi , 2007). 

iA icustomer iwho iexpresses ithe idesire ito iact ior ibehave iin ia iparticular imanner ithat iwill 

ipromote ihis irelationship iwith ian iorganization iis isaid ito ibe icommitted (Gilaninia & 

Almani, 2011). iCustomer icommitment ican ibe imeasured iby ithe idesire ifor ia icustomer ito 

icontinue ibuying ia iparticular iproduct ifrom ian iorganization ifor ia ilonger iperiod iof itime. i 

On ithe ihand, iany icustomer icommunication iis ia iglue iwhich imakes ithe irelationship 

ibetween ia imarketer iand ia icustomer iexist iand ieven imaintained. iIt iis ievident iwhen 

icustomers iare ihaving ia iperfect iknowledge iof ian iorganization, iwhen icustomer iare iaware 

iof iany ioffers ithat iare iavailable iin ithe iorganization iand ialso iwhen icustomers ican ieasily 

iaccess iinformation iabout ia iparticular iorganization iand igive itheir ifeedback. 
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Customer iloyalty iis i i ia ideep icommitment i iby ia icustomer ito ipurchase ia iparticular 

iproduct iagain iin ithe ifuture idespite imarketing iefforts iby icompetitors ito ichange ihis 

ibuying i idecision.it iis imeasured iin ithe iability iof ithe icustomers ito ido irepeat ipurchase, 

irefer iother icustomers ito iuse ithe iproduct, icustomers iunwillingness ito iswitch ito iother 

ibrands. 

2.1.5 iConcept iof iCustomer iRetention i 

Customer iretention iis iviewed ias ia iconcept igeared itowards iengaging ithe iexisting 

icustomers ito icontinue itransaction iwith ia i iparticular iorganization i,or iconsuming ia 

iparticular iproduct ifor ithe ilongest itime iever ias iopposed ito icustomer iacquisition iwhich 

iaims iat irecruiting inew icustomer (Hadush, 2014).The i imain iinterest iof iorganizations iis 

icoming iup iwith ithe ibest irelationship imarketing istrategies iwhich ican ilead ito icreating ia 

ilong ilasting irelationship iwith ithe iexisting icustomers. iStudies ihave ishown ithat ian 

iorganization iis iable ito iincrease iits iprofit iby i60% iwhile iretaining iits icustomers ias 

iopposed ito i5% iincrease ion irecruiting inew icustomers. (Fill, Chris, 2005). iAt ithe isame 

itime iacquiring inew icustomers ihas ibeen iproved ito ibe imore icostly ias iopposed ito 

iretaining ithe iexisting icustomers, ibased ion ithis, iorganizations ihave ideveloped ivarious 

istrategies ithat ican ienable ithem idevelop ia ifruitful irelationship iwith itheir icustomers 

ileading ito icustomer iretention. iCustomer iretention ican ibe imeasured iin ivarious iaspects iin 

ian iorganization iwhich iinclude: icustomer ireferrals, icustomer irepeat ipurchase, iand 

icustomer ichurn iand icustomer ilifetime ivalue. 
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2.2 iEMPERICAL iREVIEW 

2.2.1Customer iTrust iand iCustomer iRetention 

Customer itrust irefers ito ithe iability iof ian iindividual icustomer ito icompletely irely ion ithe 

iinformation iprovided iby ithe iseller ito imake ipurchase idecision, iit iis ibased ion ithe 

ireputation iof ithe isupplying ifirm‟s ipersonality, isystems, iand iprocesses. i(Hersh, Aburoub, 

& Saaty, 2014). iCustomer itrust ican ialso ibe idefined ias ia iwillingness ito idepend ion ian 

iexchange ipartner iin iwhom ihe/ ishe ihas iconfidence (Moorman, 1993).Organizations ican 

igain icustomer itrust iwhen ithey iprovide iand ifulfill itheir icore ivalues iand ipromises ito 

icustomers i 

According ito ia istudy iby i i(Sarwar, Abbasi, & Pervaiz, 2012) ion ithe ieffects iof icustomer 

itrust ion icustomer iloyalty iand iretention ia imoderating ivalue iof icause irelated imarketing, 

iconducted iin iPakistan, ithe istudy iwas iguided iwith ithe ihypothesis ithat icustomer itrust 

ipositively iassociate iwith icustomer iretention iand ia icorrelational iresearch idesign iadopted 

ifor ithe istudy. iA iresearch iquestionnaire iwas iused ias idata icollection iinstrument, iand iwas 

ibased ion ithe iquestionnaire iused iin ianother iresearch iby i(Zhang & Feng, 2009). iThe 

iresearcher ijustified ithe iuse iof ia isimilar iquestionnaire isince ithe itopics iwere isimilar. 

The iresearch ifindings iindicated ithat icustomer itrust ihave ia istrong icorrelation iwith 

icustomer iloyalty, ihowever ithere iis ino iassociation ibetween icustomer itrust iand icustomer 

iretention iin iPakistan icellular iindustry. iThe iresearcher iconcluded ithat icustomer iretention 

iis ialso ia ivery iimportant ifactor ifor imarketing iconcerns iand ithat iit iis ialways ivery 

iexpensive ito iobtain ia inew icustomer ithan ito iretain ithe iexisting ionce. iThe iresearch 

irecommends ithat ithere iis ineed ifor imarketers iin ithe iservice iindustry ito ienhance itheir 
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icustomer iretention iby ifocusing ion ithe icustomer ibehaviors, ipreferences iattitude ireligious 

inorms iand iperception. 

 iAccording ito ianother istudy iby iSeiedeh i& iSaeid i( i2012) ientitled iThe istudy iof i 

iCustomer iSatisfaction, iCustomer iTrust iand iSwitching iBarriers ion iCustomer iRetention iin 

iMalaysia iHypermarkets”, ithe imain iobjective iof ithe istudy iwas ito iexamine ithe idirect 

irelationship ibetween icustomer i isatisfaction, icustomer itrust iand iswitching ibarriers ion 

icustomer iretention. i iA idescriptive iresearch idesign iwas iadopted iwith ithe iaid iof ia 

iquestionnaire ias ithe imeans iof idata icollection. iThe istudy iwas iconducted iin ihypermarkets 

iwithin iKuala iLumpur ithe icapital icity iof iMalaysia. iThe idata iwas ianalyzed iby iSPSS i17 

iand ithe iresults iconfirmed ithe iexistence iof ia idirect irelationship ibetween icustomer itrusts, 

icustomer isatisfaction, iand iswitching ibarrier iwith icustomer iretention, (Seiedeh & Saeid , 

2012). 

Another istudy iconducted iby iSoimo, iWagoki, i& iOkello i(2015) ientitled iinfluence iof 

irelationship imarketing ion icustomer iretention iin icommercial ibanks iin iNakuru itown 

iKenya. iThe imain iobjective iof ithis i i istudy i i iwas ito i„establish ithe ieffect iof icustomers‟ 

itrust iin itheir ibank ion icustomer ir (Seiedeh & Saeid , 2012)retention iin icommercial ibanks 

iin iNakuru itown‟. iA icross isectional iresearch idesign iwas iused iin ithe istudy iwith ithe 

ihelp iof istructured iquestionnaire ias ithe imeans iof idata icollection. iData iwas ianalyzed 

iusing ia idescriptive idata ianalysis ifallowed iby ia icorrelational idata ianalysis. i iFindings 

iindicated ithat icustomer itrust iis ia ikey icomponent iin irelationship imarketing iand iby 

iimproving icustomer itrust ibanks ican ienhance icustomer iretention. i(Soimo, Wagoki, & 

Okello, 2015) i 
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Studies iby iSarwar, iAbbasi, i& iPervaiz i(2012), iSeiedeh i& iSaeid i(2012) iand iSoimo, 

iWagoki, i& iOkello, i(2015) iwere iconducted ito iexamine ithe irelationship ibetween 

icustomer itrust ias ia icomponent iof irelationship imarketing iand icustomer iretention. 

i(Seiedeh & Saeid , 2012) iAnd i(Soimo, Wagoki, & Okello, 2015) iagreed iin itheir ifindings 

ithat icustomer itrust ihas ia ipositive iinfluence ion icustomer iretention; iby iimproving 

icustomer itrust ibusinesses iincrease itheir icustomer iretention irates. iOn ithe iother ihand 

i(Sarwar, Abbasi, & Pervaiz, 2012) ifindings iindicate ithat ithere iis ino iassociation ibetween 

icustomer itrust iand icustomer iretention. iHowever ithese istudies idiffer iin ivarious iaspects 

iwhich iinclude iresearch idesign, istudy iarea iand imethod iof idata icollection. iWhile i 

i(Seiedeh & Saeid , 2012) iconducted i itheir iresearch iin ithe ihypermarkets iin iMalaysia, iand 

iused ia idescriptive iresearch idesign, i(Soimo, Wagoki, & Okello, 2015) iconducted itheir 

istudy iin ithe icommercial ibanks iin iNakuru itown iKenya iand iused i ia icross isectional 

iresearch idesign i itheir ifindings istill iagreed ithat icustomer itrust ihas ia ipositive iinfluence 

ion icustomer iretention. 

The iabove istudies idid inot iuse ia icorrelational i iresearch idesign i ito iconduct itheir 

iresearch, isimilarly imost iof ithem iwere icase ibased i istudies iwhich icannot ibe igeneralized 

ito ia iwider ipopulation. iThe istudies ialso idid inot iseek ito iestablish ithe isignificance iof 

irelationship ibetween ithe icustomer itrust iand icustomer iretention, iconsequently i ithe ieffects 

iof icustomer itrust ion icustomer iretention i iin ithe iretail imarkets iremains iunclear iusing ia 

icorrelational iresearch idesign. iThis istudy i itherefore isought i ito idetermine i ithe iexistence 

iof iany irelationship ibetween icustomer itrust iand icustomer iretention i ior inot i 
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2.2.2Customer iCommitment iand iCustomer iRetention 

Customer icommitment ihas ibeen idefined ias ithe idesire ito istrengthen iand imaintain ia 

ivalued irelationship ibetween itwo iindividuals i(Fill, Chris, 2005). iOther ischolars ihave 

idefined icustomer icommitment ias ipersistent ineed ito icontinue iwith ia ivalued irelationship 

(Ndubasi , 2007). i iCustomer icommitment ioriginates ifrom ipersons ipsychological imind 

ileading ito ithe iformation iof ipositive iattitude iconcerning ia ibusiness ithat ileads ito ithe 

iestablishment iof ia irelationship iand ithen iretention. iCustomer icommitment ihas ibeen 

imeasured iusing ivarious iconstructs isuch ias inormative icommitment, ieconomic 

icommitment, iforced icommitment iand iherbitual icommitment. 

According ito ia istudy iby iMagasi i(2016) ion iCustomer iRelationship iMarketing iand iits 

iInfluence ion iCustomer iRetention: iA icase istudy iof icommercial ibanking iindustry iin 

iTanzania. iThe imain iaim iof ithe istudy iwas ito iinvestigate ithe iextent ito iwhich 

irelationship imarketing iinfluences icustomer iretention iin itheir icommercial ibanks iin 

iTanzania iwith icustomer icommitment ias ione iof ithe iindictors iof irelationship imarketing. 

iA icross isectional isurvey iwas iused ito icollect idata iwith ithe ihelp iof ia iquestionnaire. 

iData iwas ianalyzed iusing iChi- isquare iand imultiple iregression imodels. iResults iof ithe 

istudy iindicated ithat isatisfied icustomers iwill inot i ialways ienter iinto ilong iterm 

irelationship iwith ithe iBank, ihowever ifurther ifindings iwere ithat icommitted icustomer iwith 

isome ilevel iof itrust ican ienter iinto ia ilong iterm irelationship iwith ithe ibank. iAnother 

istudy iby iVerhoef i(2003) ion iunderstanding ithe ieffect iof icustomer irelationship 

imanagement ion icustomer iretention iand icustomer ishare idevelopment. iThe iaim iof ithe 

istudy iwas ito iunderstand ithe ieffect iof icustomer irelationship iperceptions i(CRPs) iand 

irelationship imarketing iinstruments i(RMIs) ion icustomer iretention iand icustomer ishare 
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idevelopment iis idifferent. i iA ipanel iresearch idesign iwas iused iin ithe istudy iand ia 

itelephone isurvey iwas ito icollect idata ifrom isamples iwhich iwere iarrived iat iusing isimple 

irandom isampling itechnique. iData ianalysis iwas idone iusing iProbity imodel iand iregression 

imodels. iThe ifindings iindicated ithat iaffective icustomer icommitment ias ia irelationship 

imarketing iinstrument iis ian iantecedent ito icustomer iretention iand itherefore idetermines 

ihow ithe icustomers iwill imake itheir ipurchase idecisions i(Verhoef , 2003) 

According ito ia istudy iby iGournaris i(2015) ion itrust iand icommitment iinfluences ion 

icustomer iretention: iinsights ifrom iB2B iServices. iThe imain iobjective iof ithe istudy iwas ito 

iexamine ithe iinfluence iof icustomer itrust iand icommitment ion icustomer iretention iin ia 

iB2B iarrangement. iThe iresearcher iused iquestionnaires ito icollect idata iwhich iwas iemailed 

ito i280 icompanies ifrom idifferent iindustries iin iGreece. iData ianalysis iwas idone iusing 

idescriptive istatistics iand icorrelational istatistics. iThe ifinding iindicated ithat icustomer 

icommitment ihave ia ipositive iinfluence ion icustomer iretention iin ia iB2B irelationship. 

i(Gournaris , 2015) 

 iThe iabove istudies iby iMagasi i(2016), iVerhoef i(2003), iGournaris i(2015) iboth iexamined 

ithe irelationship ibetween icustomer icommitment i(as ia icomponent iof irelationship 

imarketing) iand icustomer iretention. iTheir ifindings iboth iagreed ithat iby ifocusing ion 

icustomer icommitment ias ia istrategy, ibusinesses ihave iachieved ihigher irates iof icustomer 

iretention. iAlthough ithe ifindings iof ithese istudies iagreed ithat icustomer icommitment ihave 

ia ipositive iinfluence ion icustomer iretention, ithey ifocused ion idifferent icombination iof 

irelationship imarketing icomponents, idifferent iindustries iand icustomers. i i(Gournaris , 2015) 

iFocused ion icustomer itrust iand icustomer icommitment iwith itheir iinfluence ion icustomer 

iretention. iHe ialso ilooked iat icompanies iin idifferent iindustries iand imajored ion ia iB2B 
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iarrangement. (Magasi, 2016) iFocused ion icustomer icommitment, icustomer itrust iand 

icustomer isatisfaction ias icomponents iof irelationship imarketing. iThe istudy iwas iconducted 

iin ia ibanking iindustry iin iTanzania iand imajored ion ia iB2C iarrangement. iOn ithe iother 

ihand i(Verhoef , 2003) ifocused ion icustomer icommitment, icustomer isatisfaction iand 

ipayment iequity ias imajor icomponents iof irelationship imarketing iand imajored ion ia iB2C 

iarrangement. i 

None iof ithe istudies iconsidered icustomer icommitment ias icombination iwith icustomer 

itrust, icustomer icommunication iand icustomer iloyalty iin irelation ito icustomer iretention. 

iConsequently ithe iextent iof ieffects iof icustomer icommitment ion icustomer iretention iwhen 

iit iis icombined iwith iother ielements ilike icustomer itrust, icustomer icommunication iand 

icustomer iloyalty iin ithe iretail isector iis inot iknown. iThe icurrent istudy isought i ito 

iexamine ithe iextent iof ieffects iof icustomer icommitment ion icustomer iretention iamong ithe 

isupermarkets ioperating iin iKisumu icity. 

2.2.3 iCustomer iCommunication iand iCustomer iRetention. 

Communication iis idefined ias ithe iprocess iby iwhich ia iperson ior iorganization iconveys ia 

imessage ito ianother ithrough ia imedium. iOrganizations ialways iconveys iinformation iabout 

ithe iproducts iand iservices ithey ioffer ito itheir icustomers. iThis ito ia igreat iextent iis 

ibelieved ito iinfluence ithe irate iat ithe icustomers iare iretained ito ithe iorganizations. 

iCustomer icommunication ihas iben imeasured iin ivarious iconstructs iincluding iE-mails, 

iwebsites,phone itechnology,text imessaging,webchart,social imedia,video imessaging iand 

ihand iwritten inotes. 

According ito ia istudy iby iMuketha i, iThiane i& iThuranira i(2016) ion ithe i iInfluence iof 

irelationship imarketing ion icustomer iretention iin ithe ibranches iof icommercial ibanks iin 
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iMeru itown, iKenya, iwhere icustomer icommunication iwas iconsidered ias ione iof ithe 

iindicators iof ithe iindependent ivariable i(relationship imarketing.) iwhich iinfluences ithe 

idependent ivariable i(customer iretention). iThe iobjective iof ithis istudy iwas ito idetermine 

ithe iinfluence iof icustomer icommunication ion icustomer iretention iin ithe ibranches iof 

icommercial ibanks ioperating iin iMeru itown, iKenya. iA idescriptive iresearch idesign iwas 

iused iwhile idata icollection iwas iaided iby ia iclosed iended iquestionnaire. iThe iresearchers 

iused iboth istratified isystemic iand isimple irandom isampling imethods ito iarrive iat ithe 

isample ithat iwas iused ifor ithe istudy. iData iwas ianalyzed iusing idescriptive istatistics 

imethods iwhich iincluded iT- itest iand ilogistics iregression imethods. iThe ifindings iindicated 

ithat icustomer icommunications iwas ian iimportant ifactor ias ia icomponent iof ithe 

irelationship imarketing ithat iinfluenced icustomer iretention. iThe istudy iconcluded ithat 

icustomer iretention iwithin ithe ibanking isector iwas idetermine iby ithe ieffective 

icommunication ibetween ithe icustomers iand iemployee iin ithe ibanking isector. (Muketha , 

Thiane , & Thuranira , 2016) 

Another istudy iby iPoovalingam i& iVeerasamy i(2007) ion ithe iimpact iof icommunication ion 

ithe icustomer irelationship imarketing iamong i icellular iservice iproviders iin iSouth iAfrica 

i.The istudy iwas ito ianalyses ithe icommunication iprocess iand icommunication imix ithat 

icellular iservice iproviders iutilize ito iengage iwith icustomers, ithe iextent ito iwhich 

icommunication iimpact irelationship imarketing iresulting i ito icustomer iretention. iA 

iquantitative icross isectional istudy iwas iemployed iwith ithe isurvey imethod, isimple irandom 

isampling iwas iused ito iarrive iat ithe isample isize iand ia istructured iinterview iwas iused ito 

icollect idata. iData ianalysis iwas idone iusing 
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The iresearch ifindings iindicated ithat icellular iservice iproviders iwho iuse icommunication ias 

ia irelationship imarketing itool ihad iover i70% iof itheir icustomers iindicating ithat ithey i 

iwould irefer iother ipeople ito ithe iservices iof ithose ifirms, iconfirming ithat icommunication 

ihas ian iinfluence ion ithe icustomers isatisfaction iand iretention i(Poovalingam & Veerasamy, 

2007) 

A istudy iby iHadush i(2014) ion ithe irole iof icustomer irelationship imarketing ion icustomer 

iretention: iA icase iof iEthiopian iInsurance iCorporation iin iMaklle ibranch. iThe iresearch 

iconceptualize ithat ieffective icustomer icommunication iis ia icomponent iof ieffective 

irelationship imarketing ithat ileads ito icustomer iretention. iThe imain iobjective iof ithe istudy 

iwas ito iassess ithe irole iof icustomer irelationship imarketing ion icustomer iretention, iby 

ifocusing ion icustomer icommunication, itrust, icommitment, iempathy iand iresponsiveness ias 

ithe imajor icomponents iof irelationship imarketing. iThe istudy iadopted ia icross isectional 

isurvey iresearch idesign iwith ithe ihelp iof iquestionnaire iand ipersonal iinterview ias idata 

icollection iinstruments. iThe iresearcher iused iconvenient isampling itechnique ito isample ia 

itotal iof i188 irespondents iout iof i4406 ias itarget ipopulation. i iData iwas iprocessed iand 

ianalyzed iusing iquantitative istatistics iand idescriptive istatistics itechniques. iThe ifindings 

iindicated ithat ieffective iand itimely icommunication ileads ito icustomer iretention iin ithe 

iinsurance iindustry. 

The iabove istudies iby iMuketha i, iThiane i& iThuranira i(2016), iHadush(2014) iand 

iPoovalingam i& iVeerasamy i(2007) iseems ito iagree ithat icustomer icommunication i(as ia 

icomponent iof irelationship imarketing) ihas ian iinfluence ion icustomer iretention. iHowever 

itheir istudies idiffered iin isome iaspects; iwhereas i(Muketha , Thiane , & Thuranira , 2016) 

ihad ia isimilar ifindings itheir istudy i iwas iconducted iin ithe ibanking isector iin iMeru itown 
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iKenya iand iused istratified isystemic iand isimple irandom isampling i ito iarrive iat ithe 

isample isize ifor ithe istudy, iwhile (Poovalingam & Veerasamy, 2007) icarried iout itheir istudy 

iin ithe icommunication iindustry iin iSouth iAfrica iand iused isimple irandom isampling 

itechnique ito iarrive iat ithe isample isize. i(Hadush, 2014) iOn ithe iother ihand icarried iout 

ihis istudy iin ithe iinsurance iindustry iin iEthiopia iand iused iconvenience isampling 

itechnique ito iarrive iat ithe isample isize. 

 iNone iof ithe istudies iwas iconducted iin ithe iretail isector iusing ia isystemic isampling 

itechnique. iConsequently ithe ieffects iof icustomer icommunication ion icustomer iretention iin 

ithe iretail isector iremain iunknown, imore iso iusing ia isystemic isampling itechnique. iThe 

icurrent istudy i itherefore isought i ito idetermine ithe irelationship ibetween icustomer 

icommunication iand icustomer iretention iamong isupermarkets iin iKisumu icity iusing ia 

isystemic isampling itechnique. 

2.2.4 iCustomer iLoyalty iand iCustomer iRetention. 

Customer iloyalty iis idefined ias ia ideep icommitment ito ire- ipurchase ia iproduct ior iservice 

iin ithe ifuture iregardless iof idifferent iinfluences ior imarketing iefforts ithat imay icause 

ichanges iin ithe icustomer ibuying idecision i(Xhemaili & Ramadani , 2017) i. iOn ithe isame 

inote i(Shoemaker & Lewis, 1999) iargues ithat iloyalty ioccurs iwhen ithe icustomer ifeels ithat 

ithe ifirm iand iits iproducts iand iservices ican ibest imeet ihis/her irelevant ineeds ithat 

icompetitors iare ivirtually iexcluded ifrom ithe iconsideration iset. iAccording ito i(Novo, 

2002), iloyalty ito ia icustomer iis ithe itendency ito ichoose ione ibusiness ior ia iproduct iover 

ianother. iCustomer iloyalty iis ia ibiased ibehavioral iresponse, iexpressed iover itime iby 

icustomers iwith irespect ito ione isupplier iout iof ia iset iof isuppliers, iwhich iis ia ifunction iof 

idecision imaking iand ievaluating iprocess iin ibrand ior istore icommitment. iCustomer iloyalty 
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ican ibe imeasured iin ivarous iindicators isuch ias ipositive iword iof imouth,decreased iloyalty 

ito icompetitors, irepurchase,reduced isearch itime,buying iother iproducts iof ithe ibrand/ 

icompany.Customer iloyalty ican ibe imeasured iin ivarous iindicators isuch ias ipositive iword 

iof imouth,decreased iloyalty ito icompetitors, irepurchase,reduced isearch itime,buying iother 

iproducts iof ithe ibrand/ icompany. 

According ito ia istudy iconducted iby iMagtef i& iTomaliech i(2015) ion ithe iImpact iof 

iCustomer iLoyalty iPrograms ion iCustomer iRetention” iin iJordan. iThe iobjective iof ithis 

istudy iwas ito idiscover ithe ieffect iof iloyalty iprograms ion icustomer iretention iamong ithe 

iJordan‟s icustomers. iA isurvey iwas iconducted iwith ithe ihelp iof ia iquestionnaire ias ithe 

iprimary idata icollection itool. i iData iwas icollected irandomly iamong ithe iJordan icustomers 

iwho ihad idifferent isocial ieconomic iand ieducation ibackground. iThe iresearch ifindings 

ishowed ithat ithere iwas ia isignificant irelationship ibetween iall ithe icustomer iloyalty 

iprograms iinvestigated iand icustomer iretention. iThe icustomer iloyalty iprograms iincluded: 

iPoint isystem, itier isystem ireward icharging ian iupfront ifee ion iVIP ibenefits iand inon-

monetary iprograms. iThe iresults iindicated ithat icustomer iloyalty iprograms ihas ia istrong 

ipositive iimpact ion icustomer iretention iin ithe ivarious ibanks iin iJordan. 

According ito ianother istudy iby iYadav i& iSharma i(2018) ion ithe ieffects iof icustomer 

iretention ion icustomer iloyalty iin ithe ipublic isector ibanks iin iIndia iwith icustomer 

iretention ias ithe iindependent ivariable iand icustomer iloyalty ias ithe idependent ivariable. 

iThe istudy iaimed iat ianalyzing ithe icorrelation ibetween icustomer iretention iand icustomer 

iloyalty iin ipublic isector ibanks. iThe iresearcher iused ipurposive isampling imethod ito iarrive 

iat ithe i383 icustomers ifrom ieach ibank ithat iwas iselected ifor ithe istudy. iA icustomer 

iloyalty iscale iwas iused ias ithe imeans iof idata icollection iand idata ianalysis iconducted 
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iusing icorrelation icoefficient iand imultiple iregression istatistics. iResults ifrom ithe istudy 

iindicated ithat iall ithe icustomer iretention istrategies iunder istudy iwhich iincluded iperceived 

iservice iquality, icustomer isatisfaction, icustomer itrust, icustomer icommitment iand ibanks 

iimage ihave isignificant ipositive icorrelation iwith icustomer iloyalty. i 

A istudy iby iKamruzzaman i& iAbedin i(2015) ion ithe ieffects iof irelationship imarketing ion 

icustomer iretention ifor icompetitive iadvantage. iThe imain iaim iof ithe istudy iwas ito 

iinvestigate ithe iimpact iof irelationship imarketing itactics ion icustomer itrust iand iloyalty 

iwhich iincrease icustomer iloyalty iand icompetitive iadvantage i.The iresearchers ifocused ion 

icustomer iloyalty, icustomer itrust, icommunication iand iservices iquality ias ithe imajor 

icomponents iof irelationship imarketing ithat iimpact icustomer iretention iand icompetitive 

iadvantage. iThe istudy iused idescriptive iresearch idesign iand ia iquestionnaire ito icollect 

iprimary idata. iData ianalysis iwas idone iby ithe ihelp iof idescriptive istatistics iand 

icorrelational itechniques. iThe ifindings iindicated ithat ithere iis ia ipositive irelationship 

ibetween icustomer iloyalty iand icustomer iretention. i 

The iabove istudies iby iMagtef i& iTomaliech i(2015), iYadav i& iSharma i(2018), 

iKamruzzaman i& iAbedin i(2015) iwere idone ion ithe irelationship ibetween icustomer iloyalty 

iand icustomer iretention iand itheir iresults iagreed ithat ithere iis ia isignificant i ipositive 

irelationship ibetween ithe itwo ivariables. iHowever ithe istudies iare idifferent iin ivarious 

iaspects. iWhile i(Kamruzzaman & Abedin, 2015) iand i(Magtef & Tomaliech, 2015) ifocused 

ion icustomer iloyalty ias ithe iindependent ivariable ithat iinfluence icustomer iretention 

i(Yadav & Sharma, 2018) ifocused ion icustomer iretention ias ithe iindependent ivariable 

iaffecting icustomer iloyalty i iand itheir ifindings iindicate ithat ieither iof ithe ivariables 

iinfluence ione iother. iMore iover ithe iresearchers iused idifferent idata icollection 
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iinstruments, iwhile i(Kamruzzaman & Abedin, 2015) iand i(Magtef & Tomaliech, 2015) iused 

ia iquestionnaire ito icollect idata i(Yadav & Sharma, 2018) iused ia icustomer iloyalty iscale ias 

ia imeans iof idata icollection iand itheir i iresults iagreed ithat ithe itwo ivariables i(customer 

iloyalty iand icustomer iretention) ihave ian iinfluence ion ieach iother. iWhile ithe itwo istudies 

iagree ithat ithere iis ia irelationship ibetween icustomer iloyalty iand icustomer iretention, inone 

iof ithem iexplored ithe iextent iof ithe irelationship, imore iso iin ithe iretail isector. 

iConsequently ithe iextent iof ithe irelationship ibetween icustomer iloyalty iand icustomer 

iretention iremain iun iexplored imore iso iin ithe iretail isector. iThe icurrent istudy iwas 

iconducted iamong ithe isupermarkets iin iKisumu icity ito iexplore ithe iextent iof ithe 

irelationship ibetween icustomer iloyalty iand icustomer iretention. 

2.2.5 iSummary iof iLiterature iReview i 

This isection ihas ifocused ion ithe itheoretical ireview iand iempirical ireview. iThe itheoretical 

ireview iis idiscussed iunder ithree imajor itheories ithat icontributed ito ithe icurrent iresearch. 

iThese itheories iinclude isocial iexchange itheory, iTrust i– icommitment itheory iand 

iRelationship imarketing itheory. i iSocial iexchange itheory ihas iviewed ithe irelationship 

ibetween iorganizations iand icustomers iin iterms iof ithe igains iand icosts, ithat iis iindividuals 

iwill ionly imake iand imaintain irelationships ibased iof ithe igains ithey iget ifrom isuch 

irelationships iand ithe icost ithey iincur ito imaintain ithe irelationships. iOn ithe iother ihand 

iTrust iCommitment itheory iasserts ithat isuccessful irelationship imarketing irequires 

irelationship icommitment iand itrust iqualifying ithe itwo ias ikey icomponents iof irelationship 

imarketing iusable iin ithis istudy. iEqually iRelationship imarketing itheory isuggests ithat 

isuccessful irelationship imarketing iefforts ienhance icustomer iloyalty iand iby ia ilarge iextent 
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icustomer iretention ithrough istronger irelational ibonds ibetween ithe icustomer iand ithe 

iservice iprovider. 

Empirical ireview ihas ibeen idiscussed ibased ion ithe ivarious icomponents iof irelationship 

imarketing iand itheir iinfluence ion icustomer iretention. iThese iincluded icustomer itrust iand 

icustomer iretention, icustomer icommitment iand icustomer iretention, icustomer 

icommunication iand icustomer iretention iand ifinally icustomer iloyalty iand icustomer 

iretention. iThe iempirical istudies ireviewed iagreed iin itheir ifindings ithat ithe icomponents 

iof iindependent ivariable i(relationship imarketing) ihas iinfluence ion ithe idependent ivariable 

i(customer iretention). iHowever ithe istudies ihave ia inumber iof idifferences iincluding 

isectors iunder iforces, igeographical iregions iand iresearch imethodologies iadopted iyet itheir 

ifindings iwere isimilar. iThe icurrent iresearch iwas icarried iout iin ithe iretail isector 

i(supermarkets iin iKisumu icity) ito idetermine iif irelationship imarketing ihas iinfluence ion 

icustomer iretention iamong ithe isupermarkets ior inot. 
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CHAPTER i iTHREE 

RESEARCH iMETHODOLOGY 

This ichapter i idescribes ithe imethods iand iprocedures ithat ithe iresearcher i iused ito icarry 

iout ithe isturdy. iIt i iincludes imajor iissues ilike i iresearch idesign, i iresearch ipopulation, 

istudy iarea, isample isize, isampling iprocedures i,data icollection iinstruments, idata itypes, 

ivalidity iand ireliability itests, imethods iof idata ianalysis iand ipresentation iand iethical 

iconsiderations iin ithe istudy. 

3.1 iResearch iDesign 

 iA iresearch idesign ifunctions ias ithe iresearch iblue iprint ifor imeasurement iand ianalysis iof 

idata. iThe iresearcher i iused ia icorrelational iresearch idesign ias ia iscientific imethod iwhich 

iinvolves iobserving ivariables iwith ia iview iof idetermining ithe iexistence iof iany 

irelationship ibetween ithem iand ito iwhat iextent. i(Mugenda , O M; Mugenda , A G, 2008). i 

When iusing icorrelational iresearch idesign, ithe iresearcher iis iallowed ito iexplore ithe 

iexistence iof iany irelationship ibetween ivariable iin ia iparticular iphenomenon ias iit iis iand 

igive iexact iand iaccurate iinformation ithat iis iuseful iin iproblem isolving. i(Ngechu, 2004). 

iIn ithis iresearch idesign ithe ifeatures iof ia itarget ipopulation iis iillustrated iby iforcussing ion 

ithe iwhat, iwhere iand ihow iof ia iparticular iphenomenon. (Cooper & Schindller , 2003). i 

iInformation‟s iexploring ithe irelationship ibetween ithese ivariable i i iare igathered, 

iorganized, itabulated iand iinterpreted ito ibring iout ifindings ithat iare iuseful iin ioffering 

isolution i(Bryman, 2008). i iThe idesign iadvocates ifor igathering idata ifrom ia isizable 

ipopulation iand ithis imakes iit isuitable ifor ithis iresearch. 

This istudy i iadopted ia ipost ipositivist iworldview iphilosophy iwhich ireflect ithe ineed ito 

iidentify iand iassess ithe icauses ithat iinfluences ioutcomes iin ithe irelationship ibetween itwo 
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ivariables. iThe iknowledge ithat iis ideveloped ifrom isuch ia iphilosophical iview iis ibased ion 

icareful iobservation iand imeasurement iof ithe iobjective ireality ithat iexist. iPost ipositivist 

ialso iview ithat inumerical imeasures iof iobservations iand istudying ithe ibehavior iof 

iindividuals ibecomes iparamount. i(Creswell, 2008) 

3.2 iStudy iArea i 

This istudy iwas iconducted iin iKisumu icity. iKisumu icity iis ithe iheadquarter iof iKisumu 

icounty iand ithe ithird ilargest icity iin iKenya iafter iNairobi iand iMombasa. iIt iconnects 

iKenya iwith iits ineighbors iUganda iand iTanzania ithrough ithe iKisumu iport iand iis 

itherefore ia ibeehive iof ivarious ibusiness iactivities. i iKisumu icity ilies ibetween ilatitude i-

0.10221 iand ia ilongitude i34.7617111in ithe isouthern ihemisphere. 

3.3 iTarget iPopulation 

A ipopulation ihas ibeen idefined ias iall ithe icases iabout iwhich ia iresearcher iis iseeking 

iknowledge ior ithe icases ito iwhich ia iresearcher‟s iconclusion iare imeant ito iapply. (Bryman, 

Bell, & Teevan, 2012). i iA ipopulation iconsists iof ia igroup iobjects ior ipeople ithat ishare 

icommon icharacteristics ifrom iwhich iunits iof ianalysis iare ichosen ifor ithe ipurpose iof ithe 

istudy, i(Orodho, 2005). iThe ipopulation iof iinterest iin ithis istudy iwere iall ithe i iwalk iin 

icustomers iin ithe itargeted isupermarkets. iSince ithe ipopulation iis iinfinite i, ithe iresearcher 

ipurposed ito iuse i i20% irepresentation i iof ithe itotal ipopulation i.The itargeted isupermarkets 

i iincluded iAppmart, iNaivas, iQuick imatt, iKhetias, iChandarana i, iShivling iand iKibuye 

iMatt. iThe iresearcher itargeted ithese isupermarkets ibecause ithey iwere ieasily iaccessible 

iwithin ithe itown iCentre. iThe iunit iof ianalysis iin ithis istudy iwas icustomers. 
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3.4 iSample iFrame i 

The isampling iframe iis icomprehensive ilist iof iall ithe isampling iunits ifrom iwhich ia 

isample ican ibe iselected. iIn ithis istudy, ia icombination iof istratified i isampling iand i 

isystemic isampling itechnique iwere i iapplied. iThe iresearcher i igrouped iall ithe 

irespondents iinto iseven istratas i iaccording ito ithe isupermarkets iand ithen i icounted ithe 

icustomers ias ithey iwalk iin ito ishop iin ithe irespective isupermarkets iand ipicked ievery 

i20
th

 icustomer ito ibe iinterviewed. iThis iwas idone iuntil ithe itotal inumber iof i 

icustomers iwas i iachieved. i iThe istudy igot iinformation ifrom irespondents i(customers) 

iselected ifrom ithe itargeted isupermarkets iin iKisumu icity iwhich iinclude iAppmart, 

iNaivas, iKhetais, iQuickmatt, iChandanrana, iShilvling, iKibuye imatt. i iThe iresearcher 

iused ia i20% i ipopulation irepresentation i iand i5% ierror iterm ito icalculate ithe isample 

isize i i iusing ithe iCochran‟s iformular i ifor iunknown ipopulation ias ishown ibellow. 

 i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i   

Where; 

n i= isample isize i 

p= ipercentage iof ithe ipopulation ito ibe icovered i(20%) 

e= ierror imargin 

Z= i iNormal idistribution i 

 iTherefore ithe isample isize iwill ibe icalculated ias ifollows i 

 i i i in i= i i0.2(1-0.2) i(1.96 i/0.05)^2 

 i i i i i i= i0.16* i1536 

 i i i i i=245 
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Table i2 iNumber iof irespondents ifrom ieach isupermarket itarget 

SUPERMARKET i Number iof 

ibranches i 

SAMPLE iSIZE i %REPRESENTATION 

i 

 iAppmart i 2 37 15 

Naivas 

 i 

3 57 23 

Khetias 2 37 15 

Quick imatt 3 57 23 

Shivling i 1 19 8 

Kibuye imatt 1 19 8 

Chandarana i 1 19 8 

Total i 13 245 100 

Source i:Researcher i(2021) 

3.5 iData iCollection iMethods. 

3.5.1 iSources iof iData 

This istudy i irelied ion iboth iprimary idata iand isecondary idata. iPrimary idata iwas icollected 

ifrom ithe irespondents iusing ia isemi istructured iquestionnaire iwhile isecondary idata iwas i 

iobtained iby ireviewing ithe iexisting irelevant iliteratures. iPrimary idata iis idata ithat ithe 

ireasecher icollect ifrom ithe ioriginal isource iand iis iconsidered imore ireliable iand iup ito 

idate. 

3.5.2 iData iCollection iProcedures 

The iresearcher i isought i iauthority ifrom ithe iUniversity iadministration ibefore icarrying iout 

ithe istudy ion iinfluence iof irelationship imarketing ipractices ion icustomer iretention iamong 

ithe isupermarkets iin iKisumu icity. iThe iresearcher iwith ithe iassistance iof icustomer icare 

idesk i iadministered iquestionnaires ito ieach iand ievery i20
th

 icustomers ias ithey iwalk iinto 

ishop iat ithe ivarious istrators i(supermarkets). iThe iquestionnaires iwas iadministered iduring 

iworking ihours i9.00am ito i8.00pm ito ieven icapture icustomers iwho iwere icoming ito ishop 

iafter iwork. iThe iquestionnaires iwere iadministered iin ithe icafeteria iof ithe ivarious 
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isupermarkets iafter ithe icustomers ihave idone ishopping ito iensure ithat ithe iparticipants 

iwere inot iwindow ishoppers. i iThe icustomers iwere irequired ito icomplete ithe 

iquestionnaires ion ithe ispot. 

3.5.3 iData iCollection iInstrument i 

The istudy i iused iquestionnaire ias ithe imain idata icollection iinstrument. iA icombination iof 

iclosed iended iquestionnaire iand iopen iended iquestionnaire iwas i iused. 

The iresearcher i iused i iclosed-ended iquestions ibecause ithey iare ieasier ito ianalyze isince 

iquestions iwill ibe iaccompanied iby ialternative ianswers. iThe iclosed-ended iitems iwere 

imeasured iby ifive ipoint iliker iscale iranging ifrom i1= istrongly idisagree ito i5 i= istrongly 

iagree iand iothers ia ifive ipoint ilikert iscale iranging ifrom i1 i= ivery ipoor ito i5 i= ivery 

igood. iThe iscale iwas iuseful iin imeasuring ithe istrength iof irespondents ion icustomer 

icommitment, iloyalty, icommunication iand itrust. 

However i,since ithe iresearcher i iwanted ito icapture ithe iexpress iopinion, ifeelings, icomplete 

iknowledge iand iunderstanding i iof ithe irespondents ion ithe istudy, ithere iwas ithe iused iof 

iopen iended iquestions ilike itell ius iabout iyour irelationship iwith iyour iretail ioutlet? iThese i 

ihelped ithe iresearcher iunderstand ideeply ithe irespondents. i 

3.5.4 iReliability iof ithe iResearch iInstrument 

Reliability iis ithe iextents ito iwhich ia iresearch iinstrument iyields ifindings ithat iare 

iconsistent ieach itime iit iis iadministered ito isame isubjects. (Mugenda & Mugenda, 2003). i 

iThe ireliability iof ithe istudy iinstrument iwas itested iusing iCronbach‟s iAlpha icoefficient 

iconsidering ithe iminimum irecommended ivalue iof ialpha i0.7 ias isufficient. iAll ivariables 

iwere i isubjected ito icronbachs ianalysis ito iconfirm itheir iinternal iconsistency. i 
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Table i3.3 iResults iof iReliability iTest 

Scale 
Chronbach's 

iAlpha 
No. iof iitems 

Customer itrust 0.820 6 

Customer icommitment 0.772 4 

Customer iloyalty 0.791 4 

Customer icommunication 0.803 4 

Source i:Survey iData i(2021) 

A ipilot istudy iwas icarried iout ito idetermine ithe ireliability iof ithe iquestionnaires. i iThe 

iresearcher isampled i18 irespondents. iAnalysis iwas idone iusing iChronbach‟s iAlpha ithat 

itested ithe iinternal iconsistency iof ithe istudy iquestionnaires. iAll ithe ichronbach‟s iAlpha 

iwas ifound ito ibe igreater ithan i0.7 ifor iall ithe iitems, ihence ithe istudy iitems iwere 

iconsidered ivery ireliable ito icarry iout ithe istudy. i 

3.5.5 IValidity Iof Ithe IResearch IInstrument. 

Validity iof ia iresearch iinstrument iis ithe idegree ito iwhich ian iinstrument imeasures iwhat iis 

ipurports ito imeasure. i(Borg & Gall, 1989). iIt iis ithe iaccuracy iand imeaningfulness iof 

iinferences iwhich iare ibased ion ithe iresearch iresults i(Mugenda & Mugenda, 2003). iIt iis 

ithe iextent ito iwhich ithe iresults iof ithe istudy ican ibe iaccurately iinterpreted iand 

igeneralized ito ithe igeneral ipopulation (Cohen , 2010). i iContent ivalidity iwas iachieved 

ithrough iliterature isurvey iand iexpert ijudgment iin iresearch imethodology. iContent ivalidity 

ican ibe iensured iby iliterature isearches ito iensure ithat ithe iitems iare ibased ion ithe istudy 

iconcept (Aila & Ombok , 2015), ialso ithe iresearcher isoght ithe iadvice iof ithe isupervisors 

iand iother ipractitioners iwho iare iexpert iin ithe ifield. 
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3.6 iData iAnalysis iand iPresentation 

The iraw idata icollected iwas iscreened ifor iconsistency iof iresponses iand icleaned ibefore 

ientry iinto ia icomputer ifile. iThe idata iwas ianalyzed iusing iboth iinferential istatistical 

imethod i( icorrelation ianalysis iand imultiple iregression ianalysis) iand idescriptive istatistics, 

ithe iresults ipresented iusing itables icharts iand igraphs. i 

Inferential istatistics i(multiple iregression ianalysis) iwas iused ito idetermine ithe iexistence iof 

iany irelationship ibetween ithe ielements iof irelationship imarketing i i iand icustomer 

iretention, ito iwhat iextent iusing ithe ifollowing iformula. 

Y i= iα i+ iβ i1 i(CT) i+ iβ i2 i(CC) i+ iβ i3 i(CCM) i+ iβ i4 i(CL) 

Where 

Y i= i i iCustomer iRetention i(Dependent iVariable) 

CT= iCustomer iTrust i(independent ivariable) 

CC= iCustomer iCommitment i(independent ivariable) 

CCM= iCustomer icommunication i i(independent ivariable) 

CL= iCustomer iLoyalty i, i i i iα= iConstant. iB i1 i….B i4 i= iCoefficients i 

3.8 iEthical iConsiderations i 

The iresearcher istrictly iadhered ito ithe iethical irequirements iin iresearch. iThe iresearcher i 

iconsidered ivoluntary iand iinformed iconsent iwhere iinformation iwas iobtained ifrom iwho 

iwould ifreely ivolunteer iand igive itheir iconsent ito iparticipate iin ithe istudy. iThe iresearcher 

ialso iconsidered ianonymity, iconfidentiality iand iprivacy iwhere iall ithe iparticipants iidentity 

iwere iconcealed, iinformation iprovided iwas iconfidentially iused ifor ipurposes iof ithe 
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iresearch ionly. iVery iprivate iinformation iwas itreated iwith icare iso ithat ithe iparticipants 

iare inot iexposed. 

3.9 iData iEditing iand iCoding i  

The iresearcher i iused isurvey imanagement ifunctions iwhich iinclude icompleteness ichecking 

iand i i iquality icontrol iby ithe iuse iof idata iaudit itrails. iThe iresearcher ialso i iused iheads 

idown imode iof idata ientry iwhere ithe idata iwas ireviewed iafter ientry. iData ireview iwas 

imanual, iconducted ibefore idata ientry, iany ierrors iand imissing iinformation iwas iidentified 

iand icorrected iat ithis ipoint. i iOutliers iwere i iignored ito iavoid icompromising ithe iresearch 

ioutcomes 
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CHAPTER iFOUR 

RESULTS IAND IDISCUSSION 

This istudy iseeks ito iunearth ithe iinfluence iof irelationship imarketing ion icustomer iretention 

iin ithe isupermarkets iin iKisumu icity iby iinvestigating ithe iinfluence iof icustomer itrust; ithe 

iinfluence iof icustomer icommitment; ithe iinfluence iof icustomer iloyalty iand ithe iinfluence 

iof icustomer icommunication ion icustomer iretention iamong isupermarkets iin iKisumu icity. i 

4.1 iResults ion ithe iResponse iRate iand iDemography 

This istudy ipurposed ito iinterview i245 irespondents ithrough ithe iuse iof ia iquestionnaire. 

iHowever, ithere iwere i180 iquestionnaires ithat iwere iduly ifilled iand ireturned ifor ianalysis. 

iThis irepresented i73.4% iresponse irate iwhich iwas iconsidered isufficient ito iwarrant 

ianalysis i(Fincham,2008) 

From ithe igeneral icharacteristics iof ithe irespondents, ithere iwere i88 i(48.9%) imale 

irespondents iwhile ithe ifemale irespondents iwere i92 i(51.1%). iThe iresults iindicated ithat 

imost imen iinterviewed iwere iwithin ithe iage ibracket iof i21-30 iyears iand i31-40 iyears. i 

iSimilarly, imost iwomen iinterviewed iwere iwithin ithe isame iage ibracket iof i21-30 iyears 

iand i31-40 iyears. i 

Table i4.2 iLink ibetween igender iand iAge iof isupermarket ishoppers iin iKisumu 

 Age Total 

below i20 

iyears 

21-30 

iyears 

31-40 

iyears 

41-50 

iyears 

over i50 

iyears 

Gender 
Male 4 39 32 11 2 88 

Female 4 44 33 11 0 92 

Total 8 83 65 22 2 180 

Source i:Survey iData i(2021) 
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With irespect ito igender iand itheir ilinkage ito ithe ilevels iof ieducation, iresults iindicated 

ithat imajority iof ithe irespondents iwere icertificate iand idiploma iholders. iThere iwere i45 

icertificate iholders i(26 imen iand i19 iwomen) iwhereas ithe idiploma iholders iwere i69 i(34 

imen iand i35 iwomen). i iHowever, ithose iwith idegrees iwere iequally ihigh iwith i21 imales 

ipossessing idegrees iagainst i23 ifemales. 

 i4.3 iLink iBetween iGender iand ithe iEducation iLevel iamong ithe iRespondents i 

 Education iLevel Total 

O' ilevel A' iLevel Certificat

e 

Diploma Degree Post 

igraduate 

Gender 
Male 0 4 26 34 21 3 88 

Female 2 7 19 35 23 6 92 

Total 2 11 45 69 44 9 180 

Source i:Survey iData i(2021) 

Pertaining ito ihow ioften ithe irespondents ishops, iresults iindicated ithat imost imen ieither 

ishops ionce ia imonth i(30 imales) ior ion ia ineed ibasis i(31 imales) iwhile imost ifemales 

ishop ieither iafter i2 iweeks i(33 ifemales) ior ion ia ineed ibasis. iIn ioverall, ithe iresults 

iindicated ithat imost iof ithe irespondents ieither ishop ionce ia imonth i(53) ior ion ia ineed 

ibasis i(59) 

4.4 iThe iRespondents iShopping iBehavior i 

 How ioften ido iyou ido iyour ishopping? Total 

Once ia 

imonth 

After itwo 

iweeks 

After ione 

iweek 

On ia ineed 

ibasis 

Gender 
Male 30 15 12 31 88 

Female 23 33 8 28 92 

Total 53 48 20 59 180 

Source i:Survey iData i(2021) 
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Customer iRetention iwas ithe idependent ivariable ithat iall ithe iconstructs iforming 

irelationship imarketing iwas ianchored. iThis istudy isought ito iinvestigate ithe ilevel iof 

icustomer iretention iamong isupermarkets iin iKisumu iand ithe ifollowing iwere ithe iresponses 

ion ithis ivariable. 

Table i4.5 iFrequencies ion iCustomer iRetention 

Statements i 1 2 3 4 5 Mean SDEV 

I ialways iprefer ishopping iin ithis isupermarket. 4 4 6 55 111 4.47 0.848 

I iam imore ilikely ito irecommend iothers ito ishop 

iin ithis isupermarket. 

2 2 6 68 102 4.48 0.720 

I iam imore ilikely ito ido imy isubsequent 

ishopping‟s iin ithis isupermarket. 

1 2 8 81 88 4.41 0.683 

I iam imore ilikely ito iincrease imy ibuying 

ifrequency iin ithe isupermarket. 

8 1 23 84 64 4.08 0.951 

I ihave ialways igiven imy ifeedback ito ithe 

isupermarket iabout igoods iand iservices ioffered 

13 8 20 79 60 3.92 1.128 

I iam ilikely ito iincrease imy ishopping ibudget ito 

iget imore igoods ifrom ithis isupermarket. 

8 12 20 77 63 3.97 1.065 

I iprefer iBrands ithat iare isold iin ithis 

isupermarket ito iothers. 

10 11 13 81 65 4.00 1.088 

I iam iwilling ito ipay imore/a ipremium iprice 

iwhile ishopping iin ithis isupermarket. 

12 28 20 40 80 3.82 1.325 

Source i:Survey iData i(2021) 

From ithe iabove iTable i4.5, iresults ion ithe imean icolumn iindicated ithat ithe iindividual isub 

ilatent ivariable imeans igravitated itowards i4. iThis imeans ithat ithe isupermarkets ihad ia 

ichance iof iretaining itheir icustomers. iSimilarly, ithe istandard ideviation icolumn ialso 

ipossessed ivalues igreater ithan i0.5 iwhich iwere ia ibetter iindicator ion ithe iresponses. i 

4.3 iDescriptive iStatistics i 

The idescriptive istatistics iof ithe iresponses iwere igrouped iinto i5 ivariables inamely i 

icustomer‟s itrust, icustomer icommitment, icustomer icommunication, icustomer iloyalty iand 
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icustomer iRetention, i ithe iresults iwere igiven iin iterms iof ithe imean, istandard ideviation, 

iskewness iand iKurtosis. 

Standard ideviation imeasures ithe idispersion iof ia iset iof idata ifrom iits imean. iSkewness 

idefines ithe iextent ito iwhich ia idistribution idiffers ifrom ia inormal idistribution. iStandard 

ierror imeasures ithe iaccuracy iwith iwhich ia isample irepresents ia ipopulation iwhile iKurtosis 

imeasures ithe ithickness ior ithe ithinness iof ithe idistribution‟s itail. iThe ikurtosis iof ia 

inormal idistribution iis ialways i3. iIf iit iis imore ithan i3, ithen ithe idistribution ihas ia ithick 

itail ibut iif iit iis iless ithan i3, ithe idistribution ihas ia ithin itail. iA isummary iof ithese 

idescriptive iresults iwere igiven ibelow; 

Table i4.6 iDescriptive iStatistics ifor iRelationship iMarkrting i 

 i 
Mean Std. iDeviation Skewness Kurtosis 

Statistic Statistic Statistic Statistic 

Customer iTrust 3.73 1.06 -1.24 1.029 

Customer iCommitment 3.98 0.887 -0.549 -0.44 

Customer iCommunication 3.44 1.104 -0.636 -0.456 

Customer iLoyalty 4.18 1.015 -1.726 2.953 

Customer iRetention 4.25 0.7 -0.488 -0.478 

Source i:Survey iData i(2021) 

From iTable i4.6 iabove, ithe iresults iindicated ithat ithe imean ifor icustomer itrust iwas i3.73 

iwhich igenerally iimplied ithat ithe imajority iof ithe irespondents iagreed ito ithe iinfluence iof 

icustomers‟ itrust. iIts ideviation ifrom ithe imean iwas i1.06 iand iit iwas inegatively iskewed i(-

1.24) iwith ia ithin itail i(kurtosis i= i1.029). 

The iresults iindicated ithat ithe imean ifor icustomer icommitment iwas i3.98 iwhich igenerally 

iimplied ithat ithe imajority iof ithe irespondents iwere icommitted ito ithe isupermarkets ithat 
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ithey iwere ivisiting. i iIts ideviation ifrom ithe imean iwas i0.887 iand iit iwas ialso inegatively 

iskewed iwith ia ivery ithin itail i(kurtosis i= i-0.44). 

The iresults ifor iCustomer icommunication iindicated ithat iit ihad ia imean iof i3.44 iwhich 

igenerally iimplied ithat ithe imajority iof ithe irespondents iwere iundecided iwith iregards ito 

isupermarkets imethods iof icommunication. iIts ideviation ifrom ithe imean iwas i1.104. iIt iwas 

inegatively iskewed iwith ia ithin itail i(kurtosis i= i-0.456). 

The iresults ifor icustomer iloyalty iindicated ithat iit ihad ia imean iof i4.18 iwhich iimplied 

ithat ithe imajority iof ithe irespondents iwere iloyal ito itheir irespective isupermarkets. iIts 

ideviation ifrom ithe imean iwas i1.015. iIt iwas ialso inegatively iskewed iwith ia ithick itail 

i(kurtosis i= i2.953). 

 

The iresults ifor icustomer iretention iindicated ithat iit ihad ia imean iof i4.25 iwhich iimplied 

ithat ithe imajority iof ithe isupermarkets ihad ian iopportunity ito iretain itheir icustomers. iIts 

ideviation ifrom ithe imean iwas i0.7. iIt iwas ialso inegatively iskewed iwith ia ithin itail 

i(kurtosis i= i-0.478). 

4.4 iCorrelation iMatrix 

Correlation ianalysis iassesses iwhether ithere iexists ia ilinear iassociation ibetween ithe 

ivariables. iCorrelation ioften ioscillates ibetween i-1 iand i+ i1. iIf ithe icorrelation ibetween 

ithe ivariables iapproaches i+1, iit imeans ithat ithere iis ia istrong ipositive iassociation iand ithe 

ivariables imoves istrongly iin ia istraight iline. iIf ithe icorrelation iis iapproaching i-1, ithe 

idegree iof inegative iassociation ibetween ithe ivariables iis ialso istrong ibut inegative. iIf ithe 

icorrelation iis iapproaching izero, iit imeans ithat ithere iis ino istrong i(weak) iassociation 

ibetween ithe ivariables. iA istatistically isignificant icorrelation iis iindicated iby ia iprobability 
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ivalue iof iless ithan i0.05. iThis imeans ithat ithe iprobability iof iobtaining isuch ia icorrelation 

icoefficient iby ichance iis iless ithan ifive itimes iout iof i100, iso ithe iresult iindicates ithe 

ipresence iof ia irelationship. i 

The istudy iused iPearson icorrelation icoefficient ito ishow ihow iwell ithe ivariables imove 

itogether iin ia istraight-line ifashion iand ithe iresults iwere ias ishown ibelow:- 

Table i4.7 iCorrelation iMatrix ifor iRelationship iMarketing iand iCustomer iRetention i 

 Customer 

iRetention 

Customer 

iTrust 

Customer 

iCommitment 

Customer 

iCommunication 

Customer 

iLoyalty 

Customer 

iRetention 

Pearson 

iCorrelation 
1     

Sig. i(2-tailed)      

Customer 

iTrust 

Pearson 

iCorrelation 
.662

**
 1    

Sig. i(2-tailed) .000     

Customer 

iCommitment 

Pearson 

iCorrelation 
.411

**
 .375

**
 1   

Sig. i(2-tailed) .000 .000    

Customer 

iCommunicati

on 

Pearson 

iCorrelation 
.385

**
 .358

**
 .156

*
 1  

Sig. i(2-tailed) .000 .000 .037   

Customer 

iLoyalty 

Pearson 

iCorrelation 
.598

**
 .558

**
 .407

**
 .319

**
 1 

Sig. i(2-tailed) .000 .000 .000 .000  

      

 iCorrelation iis isignificant iat ithe i0.01 ilevel i(2-tailed). 

 iCorrelation iis isignificant iat ithe i0.05 ilevel i(2-tailed). 

 iSource i:survey idata i(2021) 

From iTable i4.7 iabove, ithe iresults iindicated ithat icustomer iretention iwas ipositive iand 

isignificantly icorrelated ito iCustomer iTrust )000.0;662.0(  pr ; icustomer icommitment 

iwas ialso isignificant iand ipositively icorrelated ito icustomer iretention 
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i( )000.0;411.0(  pr . iSimilarly, icustomer icommunication iwas ialso isignificant iand 

ipositively icorrelated ito icustomer iretention )000.0;385.0(  pr  iand iso, iwas icustomer 

iloyalty )000.0;598.0(  pr ;This iindicated ithat ithere iwas ia ipossibility iof ithe ivariables 

ito ihave ia isignificant ipositive irelationship. 

 

4.5 iRegression iAnalysis i 

This iis ia istatistical itool iused iin ithe iinvestigation iof irelationships ibetween ivariables. iIt 

igenerates ian iequation ito idescribe ithe istatistical irelationship ibetween ione ior imore 

ipredictor ivariables iand ithe iresponse ivariable. iThe ip-value ifor ieach iterm itests ithe inull 

ihypothesis ithat ithe icoefficient iis iequal ito izero i(no ieffect). iA ilow ip-value i(< i0.05) 

iindicates ithat ichanges iin ithe ipredictor's ivalue iare irelated ito ichanges iin ithe iresponse 

ivariable. iConversely, ia ilarger i(insignificant) ip-value isuggests ithat ichanges iin ithe 

ipredictor iare inot iassociated iwith ichanges iin ithe iresponse. iThe iregression iresults iwere 

itabled ibelow:- 

Table i4.8 iEstimated iModel iSummery iof iRelationship iMarketing 

R R 

iSquare 

Adjusted  

iR iSquare 

Std. 

iError iof 

ithe 

iEstimate 

Change iStatistics Durbin-

Watson 
R iSquare 

iChange 

F iChange df1 df2 SigF 

iChange 

.735
a
 .540 .530 .480 .540 51.365 4 175 .000 1.630 

Source i:Survey iData i(2021) 

From iTable i4.8 ithe iR-squared iis i0.540 imeaning ithat ithe iconstruct iforming irelationship 

imarketing iexplained i54.0% iof ithe ivariation iin icustomer iretention. iThe iF-change, iwhich 

iis ia imeasure iof ithe igoodness iof ifit, iwas iat i51.365 iand ihad ia isignificant iprobability iof 

i0.000. iThis imeant ithat ithe isamples iadopted iare igood ienough ito imake iinferences ion ithe 
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ientire ipopulation. iThe iDurbin i– iWatson istatistics i(1.630) ialso ioscillated iaround i2. iThis 

imeant ithat ithere iwas ino iproblem iof iautocorrelation iamong ithe ivariables. 

To isee ithe iindividual icontribution iof ieach iconstruct ion irelationship imarketing, ithe 

icoefficients iwere igenerated iand ithe iresults icaptured iin iTable i4.6 ibelow. 

 

Table i4.9 iEstimated iRegression iCoefficient ifor iVariables iin iRelationship iMarketing i 

iModel 

Model Unstandardized 

iCoefficients 

Standardized 

iCoefficients 

T Sig. Collinearity 

iStatistics 

B Std. 

iError 

Beta Tolerance VIF 

 

(Constant) 1.764 .200  8.834 .000   

Customer iTrust .275 .043 .417 6.444 .000 .628 1.594 

Customer 

iCommitment 
.098 .045 .124 2.160 .032 .803 1.246 

Customer 

iCommunication 
.082 .035 .129 2.320 .021 .851 1.175 

Customer iLoyalty .189 .045 .273 4.225 .000 .628 1.592 

a. iDependent iVariable: iCustomer iRetention 

source: iSurvey i idata i(2021) 

 

From iTable i4.9, ithere iis ia isignificant ipositive iconstant iof i1.764. iThis iimplies ithat iin 

ithe iabsence iof ithe ifour ipredictors, icustomer iretention iwould istill ibe irealized. iHowever, 

ia iunit iincrease iin icustomer itrust iresults iinto ia isignificant iincrease iin icustomer iretention 

iby i0.275 )000.0;275.0( 1  p ; ia iunit iincrease iin icustomer icommitment iresults ialso 

iinto ia isignificant iincrease iin icustomer iretention iby i0.098 )032.0;098.0( 2  p ; iunit 

iincrease iin icustomer icommunication isignificantly iincreases icustomer iby 
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i0.082 )021.0;08.0( 3  p . iSimilarly, iunit iincrease iin icustomer iloyalty iresults ialso iinto 

ia isignificant iincrease iin icustomer iretention iby i0.189 )000.0;189.0( 2  p . 

The icollinearity istatistics ialso irevealed ithat ithere iwas ino imulticollinearity iamong ithe 

ivariables. iThe iVariance iInflation iFactors i(VIF) iranged ibetween i1.175 ito i1.594 iwhich 

iwere iall ibelow ithe ithreshold iof i10. 

The iregression imodel iwas iin ithe iform iof i iY=α+β1 i(CT) i+ iβ2 i(CC) i+ iβ1 i(CL) i+ iβ1 

i(CCM) i 

Where iCT=Customer itrust, iCC= iCustomer icommitment, iCL=Customer iloyalty, 

iCCM=Customer icommunication, iα= iConstant, iβ= iCoefficients. iBy iadditing ithe 

iregression icoefficeints ias ishown iin ithe itable i4.6 iabove, ithe imodel iwas itranslated ito i 

Y=-1.764+0.275 iCT+0.098CC+0.082CL+0.189CCM……………………… iequation i4.1 

R
2 i

= i0.54 i(54%) 

The itest iof ihomogeneity iwas ialso iperformed iusing ithe iLevene‟s itest iunder ione-way-

ANOVA i iin icomparing imeans. iThis iwas iunder ithe inull ihypothesis ithat ithe ivariances 

iamong ithe ivariables iwere inot iconstant. iThe iresults iwere isummarized ibelow. i 

Table i4.10 iThe iANOVA iresults ion iestimated irelationship imarketing imodel 

 Levene 

iStatistic 

df1 df2 Sig. 

Customer iTrust 3.640 2 176 .028 

Customer iCommitment .248 2 176 .781 

Customer 

iCommunication 
11.185 2 176 .000 

Customer iLoyalty 86.456 2 176 .000 

Source i:Survey iData i(2021) 
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From iTable i4.7 iall ithe iprobabilities iwere isignificant iexcept ithat iof icustomer 

icommitment. iThis iimplied ithe iacceptance iof ithe ialternative ihypothesis ithat ithe ivariables 

ihad ia iconstant ivariance iexcept ithe ione ifor icustomer icommitment. i 

4.5.1 i iInfluence iof iCustomer iTrust ion iCustomer iRetention 

This istudy isought ito idetermine ithe iinfluence iof icustomer itrust ion icustomer iretention 

iamong isupermarkets iwithin iKisumu icity. iFrom ithe ifindings, ithe ifrequencies iwere ias 

ifollows; 

 

Table i4.11 iFrequencies ion iCustomer iTrust 

Statement 1 2 3 4 5 Mean Sdev 

Supermarket‟s istaffs idemonstrate ia ihigh ilevel iof 

icompetence irelated ito iabilities, icommitments, 

iknowledge, iand ihard iskills itowards itheir icustomers. 

15 18 24 72 51 3.70 1.219 

The iemployees iof isupermarket idemonstrate ipositive 

isoft iskills iwhen idealing iwith icustomers 

14 18 20 57 71 3.85 1.262 

The istaffs iof ithis isupermarket idemonstrate 

icommitment ito iexcellence iand iinnovation iwhich 

imakes ia ireal idifference ifor iprospective icustomers. 

14 18 35 68 45 3.62 1.187 

The istaff ican itrust icustomers iin ireturn, imake ithem 

ifeel itheir iopinion imatters, iand ishow igratitude ifor 

idoing ibusiness iwith iyou. 

23 7 25 74 51 3.68 1.279 

This isupermarket iis ivery ihonest iwith iits icustomers 

iconcerning ithe igoods iand iservices ithey ioffer iand 

ikeep itheir ipromises. 

21 10 32 59 58 3.68 1.297 

Brand ireputation iand icustomer iexpectations itoward ia 

ibrand iare ibased ion iinformation ithey igathered iand 

ilearned. 

11 16 21 77 55 3.83 1.143 

That ithis isupermarket ibuilds ian ioptimistic ioutlook 

iand iinspires imore ipositive iimpressions ifor itheir 

icustomers. 

14 11 17 60 78 3.98 1.217 

Source i:Survey iData i(2021) 
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Given ithat ithe iresults iadopted ia ilikert iscale, iwhere i1 i= iStrongly iDisagree; i2 i= 

idisagree; i3= iundecided; i4= iAgree iwhile i5 i= istrongly iagree, ia imean iof iall ithese iwas 

icalculated iand ithe imean icolumn iin ithe itable iabove iindicated ithan iall imeans igravitated 

itowards i4. iThis iimplied ithat ithe irespondents iagreed ito ithe iexistence iof ithe ilatent 

ivariables ithat iwere icontained iwithin ithe icustomer itrust. iThis imeans ithat ithe icustomers 

itrusted ithe ivarious isupermarkets ithat ithey iwere ivisiting. iThe istandard ideviation icolumn 

ialso ipossessed ivalues igreater ithan i0.5 iwhich iwere ia ibetter iindicator ion ithe iresponses. 

In irelation ito ithe ilevel iof icorrelation ias idepicted iin ithe icorrelation imatrix iin iTable i4.7 

iresults iindicated ithat icustomer itrust i ihad ia istrong, ipositive iand isignificant icorrelation ito 

iCustomer iretention i )000.0;662.0(  pr . iFrom ithe iregression iTable i4.9,It iwas 

idetermined ithat icustomer itrust ihas ia isignificant i ipositive iinfluence ion icustomer 

iretention i iat i(B i=0.275, iP=0.000). 

This idetermination itherefore irejects ithe inull ihypothesis iH1 iwhich istated ithat ithere iis ino 

isignificant irelationship ibetween icustomer itrust iand icustomer iretention iamong 

isupermarkets iin iKisumu icity. iThis imeans ithat ia iunit ichange iin icustomer itrust i 

ipractices iresults ito i0.275 i(27.5%) i- iunit ichange iin icustomer iretention, idenoting ia 

isignificant ichange. iThe iimplication itherefore iis ithat icustomer itrust ipractices iis ia 

isignificant ideterminant iof icustomer iretention iamong ithe isupermarkets iin iKisumu icity. i 

The iabove ifinding ithat icustomer itrust ihas ia isignificant ipositive iinfluence ion icustomer 

iretention i i ihas ireceived igreat isurport ifrom iboth ithe itheoretical ireview iand iempirical 

istudies ithat iwere ireviewed. iFor iexample iCommitment i– iTrust itheory isupported ithat 

icustomer itrust iis ia ikey irequirement ifor iestablishment iand iretention iof iany isuccessful 

irelationship ibetween ian iorganization iand iits icustomers. iSimilarly iSeiedeh i& iSaeid i( 
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i2012) iwho iconducted itheir istudy ion iCustomer iSatisfaction, iCustomer iTrust iand 

iSwitching iBarriers ion iCustomer iRetention iin iMalaysia iHypermarkets ialso ifound iout ithat 

icustomer itrust ihas ia isignificant ipositive iinfluence ion icustomer iretention iin ithe 

ihypermarkets iin iMalaysia. iMore isupport ifor ithe icurrent ifindings iwas igiven iby iSoimo, 

iWagoki, i& iOkello i(2015) iwho istudied ithe iinfluence iof irelationship imarketing ion 

icustomer iretention iin icommercial ibanks iin iNakuru itown iKenya iwith icustomer itrust ias 

ia ikey ielement iand ifount iout ithat icustomer itrust ihave ia isignificant ipositive iinfluence ion 

icustomer iretention iamong ithe ibanks iin iNakuru iKenya. iAlso i i i(Gounaris i, i2005) 

istudied ithe iinfluence iof icustomer itrust ion icustomer iretention i.B2B iservice iset iup iand 

istill ifound iout ithat icustomer itrust ihas ia ipositive iinfluence ion icustomer iretention i 

However ia inumber iof iweaknesses icould ibe isighted iin ithese iprevious iempirical istudies. 

iFor iinstance iSeiedeh i& iSaeid i( i2012) iand i(Gounaris i, i2005) iused ia idescriptive 

iresearch idesign iwhose ifindings icould inot ibe itested istatistically ileading ito icertain ilevel 

iof ibiasness. iWagoki, i& iOkello i(2015) i iadopted ithe iuse iof icross isectional iresearch 

idesign iwhich iis imore iobservational ithan istatistical ihence ilacking iproove. iNone iof ithe 

istudies iabove iadopted ithe iuse iof icorrelational iresearch idesign, iconsequently ithe 

iinfluence iof icustomer itrust ion icustomer iretention iwhen ia icorrelational idesign iis iused 

iremained iun iestanblished. 

The icurrent istudy ihowever iwas ia igreat imilestone iin iterms iof ihypothesizing, iempirically 

itesting iand iestablishing ithe ilink ibetween icustomer itrust ias ia icomponent iof irelationship 

imarketing iand icustomer iretention 
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4.5.2 i iInfluence iof iCustomer iCommitment ion iCustomer iRetention i 

This iobjective isought ito iexamine ithe iinfluence iof icustomer icommunication ion icustomer 

iretention iamong isupermarkets iin iKisumu icity. iTable i4.9 ishows ithe ifrequencies ion ithis 

iconstruct. 

Table i4.12 iFrequencies ion iCustomer iCommitment 

Statement i 1 2 3 4 5 Mean SDEV 

I ialways ihave ipositive ifeelings itowards ihis 

isupermarket. 

5 2 9 63 101 4.41 0.862 

I ialways ishop iin ithe isuper ibecause iof ithe inorms 

iand ivalues ithat iI ishare iwith ithe isupermarket i 

14 19 21 72 54 3.74 1.216 

I ialways ishop iin ithe isupermarket idue ito ithe 

inumber iof iloyalty ipoints ithat iI ihave iachieved. 

20 19 19 59 63 3.70 1.341 

I ishop iin ithis isupermarket ibecause ithere iI ihave ino 

ialternative ielsewhere. 

37 23 22 47 51 3.29 1.508 

I iam iwilling ito iengage iin irepurchase ibehaviors ito 

ireinforce imy iidentity ias ia iconsumer. 

21 10 21 68 60 3.76 1.293 

The ieconomic ibenefits iI iaccumulate ias ia iconsumer 

isuch ias ireward ipoints iand ipreferred iaccess/status 

imake ime iremain icommitted ito ithis isupermarket. i 

14 6 32 66 62 3.87 1.160 

Source i:Survey iData i(2021) 

From iTable i4.12, iresults ion ithe imean icolumn iindicated ithat ithe imeans igravitated 

itowards i4 ifor iall ithe isub ilatent ivariables iexcept ion ithe iquestion iregarding i“I ishop iin 

ithis isupermarket ibecause ithere iI ihave ino ialternative ielsewhere” iwhich ishowed ia iform 

iof iindifference. iThis imeant ithat ithe irespondents iwere iin iagreement iwith ithe iquestions 

iasked. i iThis imeans ithat ithe icustomers iwere icommitted ito ithe ivarious isupermarkets ithat 

ithey iwere ivisiting. iThe istandard ideviation icolumn ialso ipossessed ivalues igreater ithan 

i0.5 iwhich iwere ia ibetter iindicator ion ithe iresponses. 

On ithe icorrelation imatrix iTable i4.7 ithere iwas ia iweak ipositive iand isignificant 

icorrelation ibetween icustomer icommitment iand icustomer iretention )000.0;385.0(  pr . 
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iWith ireference ito ithe ilevel iof ithe irelationship iin ithe icoefficients iTable i4.5 iIt iwas 

ifound iout ithat icustomer icommitment ihas iasignificant ipositive iinfluence ion icustomer 

iretention iat i(B i=0.098, ip=0.032). iThis ifinding itherefore irejects ithe inull ihypothesis iH2 

iwhich istated ithat ithere iis ino isignificate irelationship ibetween icustomer icommitment iand 

icustomer iretention iamong ithe isupermarkets iin iKisumu icity. iThis imeans ithat ia iunit 

ichange iin icustomer icommitment ipractices ileads ito i0.098-unit i ichange iin icustomer 

iretention, ithis ishows ia isignificant ichange. iThis itherefore iimplies ithat icustomer 

icommitement iis ia ikey ideterminant iof icustomer iretention iamong ithe isupermarkets iin 

iKisumu icity. i 

The iabove ifindings ithat icustomer icommitment ihas ia isignificant iinfluence ion icustomer 

iretention ihas ibeen isupported iby iboth ithe itheoretical ireview iand iempirical ireview idone 

iearlier iin ithis istudy. iFor iexample icommitment- iTrust itheory ihas istated ithat ifor 

icustomer icommitment iis ia ikey ifactor iof iconsideration ifor ithe iestablishment iand 

imaintenance iof iany isignificant irelationship ibetween ian iorganization iand iits icustomers. 

iSimilarly iMagasi i(2016) iwho idid ia istudy ion iCustomer iRelationship iMarketing iand iits 

iInfluence ion iCustomer iRetention: iA icase istudy iof icommercial ibanking iindustry iin 

iTanzania ifound iout ithat icommitted icustomers iwith isome ilevel iof itrust ican ienter iin ito 

ia ilong ilasting irelationship iwith ithe ibank. iVerhoef i(2003) ialso idid ia istudy ion 

iunderstanding ithe ieffect iof icustomer irelationship imanagement ion icustomer iretention iand 

icustomer ishare idevelopment. iThe iinding iin isuport iof ithe icurrenet ifiniding ithat icustomer 

icommitment ihas ia isignificant ipositive irelationsship iwith icustomer iretention. iFinally, 

iGournaris i(2015) ialso iconducted ihis istudy ion itrust iand icommitment iinfluences ion 

icustomer iretention: iinsights ifrom iB2B iServices. iThe istudy itargeted ibusinesses iin ivarious 
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iindustries iand ithe ifindings iindicated ithat icustomer icommitment ihas ia isignificant ipositive 

iinfluence ion icustomer iretention iin ia iB2B irelationship. 

In ias imuch ias iMagasi i(2016), iVerhoef i(2003) i iand iGournaris i(2015) iare iin isurport iof 

ithe ifinding iof ithe icurrent istudy ithat i icustomer icommitment ihas ia isignificant ipositive 

iinflunce ion icustomer iretention, ithey ihad ia inumber iof iweaknesses iin ithat ithey iforcused 

ion idifferent icombinations iof ithe ielements iof irelationship imarketing iand ialso iconducted 

itheir istudies iin idifferent isectors iof ithe ieconomy. iFor iexample, iMagasi i(2016) iforcused 

ion icustomer itrust, icustomer icommitment iand icustomer isatisfaction iand iconducted ihis 

istudy iin ia ibanking iindustry, iVerhoef i(2003) iforcused ion icustomer icommitment, 

icustomer isatisfaction iand ipayment iequity iin ithe ibanking isector. iGournaris i(2015) ilooked 

iat icustomer icommitment iand icustomer itrust iin ivarious iindustries iand ia iB2B 

iarrangement. iNone iof ithese istudies i iforcused ion ithe iinfluence iof icustomer icommitment 

ion icustomer iretention ias ia icombination iwith iother ielements ilike icustomer itrust, 

icustomer icommunication iand icustomer iloyalty imore iso iin ithe iretail iindustry. 

iConsequently ithe iinfluence iof icustomer icommitment i i ion icustomer iretention iwhen iit iis 

icombined iwith icustomer itrust, icustomer icommunication iand icustomer iloyaty ihad inot 

ibeen iestablished imore iso iamong isupermarkets iin iKisumu icity. 

The icurrent istudy ihowever iwas ia igreat imilestone iin iterms iof ihypothesizing, iempirically 

itesting iand iestablishing ithe ilink ibetween icustomer icommitment ias ia icomponent iof 

irelationship imarketing i iand icustomer iretention ithat ihad iremained iunexplored iespecially 

iin ithe icontext iof iretail iindustry, imore iso i iamong ithe isupermarkets iin iKisumu icity. i 
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4.6.3 iInfluence iof iCustomer iLoyalty ion iCustomer iRetention i 

This iobjective isought ito iestablish ithe iinfluence iof icustomer iloyalty ion icustomer 

iretention iamong isupermarkets iin iKisumu icity. iThe ifrequency iresults iwere icaptured iin 

iTable i4.10 i 

Table i4.13 iFrequencies ion iCustomer iLoyalty i 

Statements i 1 2 3 4 5 Mean SDEV 

Customers iwho iare iloyal ito ia isupermarket irefer 

iother ipeople ito ishop iin ithat isupermarket i 

11 8 2 78 81 4.17 1.081 

Loyal icustomers iare inot ilikely ito ishop iin iother 

isupermarkets i 

20 23 20 46 71 3.69 1.391 

Customers iwho iare iloyal ito ia isupermarket ispeak 

ipositively iabout ithat isupermarket. 

12 10 11 61 86 4.11 1.165 

Customers iwho iare iloyal ito ia isupermarket iare 

imost ilikely ito ido irepeat ipurchases iin ithe 

isupermarket. 

11 10 17 69 73 4.02 1.131 

Customers iwho iare iloyal ito ia isupermarket imake 

iquick idecisions ito ishop iin ithat isupermarket. i 

5 8 12 72 83 4.22 .0955 

I ihave ino iproblem ishopping iin iother ibranches 

iof ithe isame isupermarket. 

11 7 5 74 83 4.18 1.089 

Source i:Survey iData i(2021) 

From ithe iabove iTable i4.13, iresults ion ithe imean icolumn iindicated ithat ithe iindividual 

isub ilatent ivariable imeans igravitated itowards i4. iThis imeans ithat ithe irespondents iwere 

iloyal ito ithe ivarious isupermarkets ithat ithey iwere ivisiting. iCorrelation imatrix iin iTable 

i4.7 ishowed ithat icustomer iloyalty iwas istrong, ipositive iand isignificantly icorrelated ito 

icustomer iretention )000.0;598.0(  pr . iFrom ithe icoefficients ianalysis iin iTable i4.9, iIt 

iwas iestablished ithat icustomer iloyalty ihas ia isignificant ipositive iinfluence ion icustomer 

iretention iamong ithe isupermarkets ioperating iin iKisumu icity iat i(B i=0.189, ip=0.000). 

iThe iestablishment itherefore imeans ithat ithe inull ihypothesis iH3; iwhich istated ithat ithere 

iis ino isignificant irelationship ibetween icustomer iloyalty iand icustomer iretention iin 

isupermarkets iwithin iKisumu icity i iis ihereby irejected. iIt ifurther imeans ithat ia iunit 



  

61 
 

ichange iin icustomer iloyalty ipractices iby ithe isupermarkets ileads ito i0.189- iunit ichage iin 

icustomer iretention, iwhich iis isignificant. iThe iimplication iis ithat icustomer iloyalty iis ia 

ikey ifactor ithat idetermines icustomer iretention iin isupermarkets iwithin iKisumu icity 

The iabove ifinding ithat icustomer iloyalty ihas ia isignificant ipositive iinfluence ion icustomer 

iretention ihas ireceived itremendous isupport ifrom iboth ithe itheoretical ireview iand 

iempirical ireview iof ithis istudy. iFor iexample iRelationship imarketing itheory ihas isupported 

ithat iwhen icustomer iloyalty iis ienhanced iin ian iorganization, iit ileads ito icustomer 

iretention ithrough istronger irelationship ibonds ibetween ithe icustomer iand ithe iorganization. 

iSimilarly iMagtef i& iTomaliech i(2015) iwho iconducted itheir istudy ion ithe iImpact iof 

iCustomer iLoyalty iPrograms ion iCustomer iRetention” iin iJordan ihad ia isimilar i ifinding 

ithat icustomer iloyalty ihas ia isignificant ipositive iinfluence ion icustomer iretention. iYadav 

i& iSharma i(2018) ialso idid itheir istudy ion ithe ieffects iof icustomer iretention ion icustomer 

iloyalty iin ithe ipublic isector ibanks iin iIndia iand ihad ia ifinding ithat icustomer iloyalty ihas 

ia isignificant ipositive iinfluence ion icustomer iretention. iAnother istudy iby i(Ojesina i, 

i2020) ion ithe iimpact iof icustomer iloyalty ion icustomer iretention iin ithe iNigerian ibanking 

isector ihad ia isimilar ifinding ithat icustomer iloyalty ihas ia isignificant iinfluence ion 

icustomer iretention. 

Although ithese istudies iare iin iagreement iwith ithe icurrent ifindings ithat icustomer iloyalty 

ihas ia isignificant iinfluence ion icustomer iretention, ithey iwere ifound ito ihave ia inumber iof 

ishort ifalls iin iterms iof iindustries iand ieconomies ithey ifocused ion. iFor iinstance iboth 

iMagtef i& iTomaliech i(2015) i,Yadav i& iSharma i(2018)and i i(Ojesina i, i2020) iconducted 

itheir istudies iin ithe ibanking isector iand iin idifferent ieconomies, ithat iis iJordan, iIndia iand 

iNigeria irespectively. iNone iof ithese istudies iwas iconducted iin iKenyan ieconomy imore iso 
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iamong ithe isupermarkets iin iKisumu icity. iConsequently ithe iinfluence iof icustomer iloyalty 

ion icustomer iretention iamong isupermarkets iin iKisumu icity iremained iunestablished. 

 iThe icurrent istudy ihowever iwas ia igreat imilestone iin iterms iof ihypothesizing, iempirically 

itesting iand iestablishing ithe iinfluence i iof icustomer iloyalty i ias ia icomponent iof 

irelationship imarketing i iand icustomer iretention ithat ihad iremained iunexplored iespecially 

iin ithe icontext iof iretail iindustry, imore iso i iamong ithe isupermarkets iin iKisumu icity. 

4.6.4. iInfluence iof iCustomer iCommunication ion iCustomer iRetention i 

This iobjective isought ito ifind iout ithe iinfluence iof icustomer icommitment ion icustomer 

iretention iin ithe isupermarkets iin iKisumu icity. iThe i4.2.3 iFrequencies ion iCustomer 

iCommunication iwere icaptured iin iTable i4.9 ias ishown ibellow i i i 

Table i4.14 iFrequencies ion iCustomer icommunication 

Statement i 1 2 3 4 5 Mean SDEV 

The isupermarket iuses itext imessaging ias ia 

iconvenient iway ito iquickly icommunicate iwith 

iclients iabout inew ioffers, iorders, idelivery ischedules, 

ietc. 

27 17 22 68 46 3.49 1.364 

The iSupermarket iuses ie-mail, ito isend iout 

inewsletters iand/or ipersonalized imessages iin icase 

ithey iintroduce ia inew iproduct ior ioffer. 

36 19 43 44 38 3.16 1.407 

The isupermarket ihas ia iwell-updated iwebsite ifor 

isharing iinformation iand iallowing icustomers ito 

iorder iproducts iand icheck ion iorder idelivery 

ischedules. 

35 21 20 70 34 3.26 1.408 

The isupermarkets ihave icreated iactive isocial imedia 

iaccount ion iFacebook iand iWhatsApp ito ipromote 

itheir iproducts iand ibrand ito itheir icustomers. 

33 20 15 53 59 3.46 1.496 

The iSupermarket iincludes iWebchat iapplications ion 

itheir iwebsite ithat ican iallow icustomers ito ieasily 

itype iin itheir iquestions ito istart ia iconversation. 

31 21 28 54 46 3.35 1.420 

Source i:Survey iData i(2021) 

From ithe iabove iTable i4.13, iresults ion ithe imean icolumn iindicated ithat ithe imeans ifor 

i“The isupermarket iuses itext imessaging ias ia iconvenient iway ito iquickly icommunicate 
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iwith iclients iabout inew ioffers, iorders, idelivery ischedules, ietc.” iand i“The isupermarkets 

ihave icreated iactive isocial imedia iaccount ion iFacebook iand iWhatsApp ito ipromote itheir 

iproducts iand ibrand ito itheir icustomers” igravitated itowards i4 imeaning ithat ithe 

irespondents iaffirmed ithem iwhereas ion ithe i iremaining isub iconstructs, ithe irespondents 

iwere iundecided isince ithey igravitated iaround i3. iThis, iin ioverall, imeans ithat ithe 

irespondents iwere iindifferent itowards isupermarkets‟ icommunication ito ithem. iThe istandard 

ideviation icolumn ialso ipossessed ivalues igreater ithan i0.5 iwhich iwere ia ibetter iindicator 

ion ithe iresponses. 

From ithe icorrelation imatrix iin iTable i4.7 ithere iwas ia iweak ipositive iand isignificant 

icorrelation ibetween icustomer icommunication iand icustomer iretention )000.0;411.0(  pr . 

iFrom itable i4.9, iIt iwas idetermined ithat icustomer icommunication ihas ia isignificant 

ipositive iinfluence ion icustomer iretention iat i(B i=0.082, ip=0.021).This itherefore irejects 

ithe inull ihypothesis iH4 iwhich istated ithat ithere iis ino isignificant irelationship ibetween 

icustomer icommunication iand icustomer iretention iamong ithe isupermarkets iin ikisumu icity. 

iThe ifindings imeans ithat ia iunit ichange iin icustomer icommunication ipractices ileads ito 

i0.082- iunit ichange iin icustomer iretention iand ithe ichange iis isignificant. iThe iimplication 

iis ithat icustomer icommunication iis ia imajor ideterminant iof icustomer iretention iamong ithe 

isupermarkets iin iKisumu 

The icurrent ifinding ihas ibeen isupported iby iboth ithe itheoretical iliterature iand iempirical 

iliterature iof ithe istudy. iFor iexample irelationship imarketing itheory ihas istated ithat ifor ithe 

iestablishment iand iretention iof iany isuccessful irelationship ibetween ian iorganization iand 

iits icustomers, ithere imust ibe ian ieffective iand imutual icommunication. iSimilarly, ia istudy i 

iconducted i iby iMuketha i, iThiane i& iThuranira i(2016) ion ithe i iInfluence iof irelationship 
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imarketing ion icustomer iretention iin ithe ibranches iof icommercial ibanks iin iMeru itown, 

iKenya ihad iits ifinding ithat icustomer icommunication ihas ia isignificant ipositive iinfluence 

ion icustomer iretention. iAnother istudy iby iPoovalingam i& iVeerasamy i(2007) ion ithe 

iimpact iof icommunication ion ithe icustomer irelationship imarketing iamong icellular iservice 

iproviders iin iSouth iAfrica ialso isupported ithat icustomer icommunication ihas isignificant 

ipositive iinfluence ion icustomer iretention. iFinally ia istudy iconducted iby iHadush i(2014) 

ion ithe irole iof icustomer irelationship imarketing ion icustomer iretention: iA icase iof 

iEthiopian iInsurance iCorporation iin iMaklle ibranch ialso ihad iits ifinding ithat icustomer 

icommunication ihas ian iinfluence ion icustomer iretention i 

In ias imuch i ias ithese istudies iby iMuketha i, iThiane i& iThuranira i(2016), iPoovalingam i& 

iVeerasamy i(2007) iand iHadush i(2014) i iare iin isupport iwith ithe icurrent ifinding i ithat 

icustomer icommunication ihas ia isignificant i ipositive iinfluence ion icustomer iretention, 

ithey idiffered iin iseveral iaspects iincluding isample itechnique iadopted, isectors iand 

icountries iwhere ithey iwere iconducted. iFor iexample iMuketha i, iThiane i& iThuranira 

i(2016) i iconducted itheir istudy iin icommercial ibanks iin iMeru iKenya iand iused iboth 

istratified isystemic isampling iand isimple irandom isampling. iPoovalingam i& iVeerasamy 

i(2007) iconducted itheir istudy ion icellular iinductry iin iSouth iAfrica i iand iused isimple 

ireandom isampling, iHadush i(2014) ialso iconducted ihis istudy ion ithe iinsurance iindustry iin 

iEthiopia iand iused iconvinient isampling. iNone iof ithese istudies iadopted ithe iuse iof 

isystemic isampling iand iwas iconducted iin ithe iretail isector imore iso iamong ithe 

isupermarkets iin iKisumu iKenya. iConsequently ithe iinfluence iof icustomer icommunication 

ion icustomer iretention iwhen ia isystemic isampling iis iused ihas iremained iunresearched 

imore iso iamong ithe isupermarkets iin iKisumu icity. i i 
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The icurrent istudy ihowever iwas ia igreat imilestone iin iterms iof ihypothesizing, iempirically 

itesting iand iestablishing ithe iinfluence i iof icustomer icommunication i i ias ia icomponent iof 

irelationship imarketing i ion i icustomer iretention ithat ihad iremained iunexplored iespecially 

iin ithe icontext iof iretail iindustry, imore iso i iamong ithe isupermarkets iin iKisumu icity. 
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CHAPTER IFIVE 

SUMMARY,CONCLUSION AND RECOMMENDATIONS 

5.0 iIntoduction i 

This ichapter icontains isummery iof ifindings, iconclussions, irecomndations, ilimitations iof 

ithe istudy iand isuggestion ifor ifurther iresearch. 

5.1 i iSummery iof ifindings 

Relationship imarketing ias ia istrategy ihas ibecome ione iof ithe ibest iapproaches ithat ian 

iorganization ican iuse ito ibuild irelationships iwith iits icustomers iand irealize igreater 

icustomer iretention. i iBy ipracticing ieffective irelationship imarketing i iorganizations 

iincreases itrust, icommitment iand iloyalty iin itheir icustomers ileading ito iincreased icustomer 

iretention. icustomer icommunication ialso ihelp iordanizations ito ikeep itheir icustomers 

iposted ion ivarious iprograms irunned iby ithe iorganization ileading ito icustomer iretention. 

The ifirst iobjective iof ithis istudy iwas ito idetermine ithe iinfluence iof icustomer itrust ion 

icustomer iretention i iamong isupermsrkets iin iKisumu icity. iMost iof ithe i icustomers 

iinterviwed iagreed ithat icustomer itrust iis ia ivery iimportant ifactor iwhen ithey imake 

idecisions ion icustomer ireferral i, irepeat ipurchase, iand iswitching ito ianother isupermarket. 

iThe ifindings ialso irevealed ithat icustomer itrust ihas ia ipositive iinfluence ion icustomer 

iretention.therefore ian iincrease iin icustomer i itrust iin ian iorganization i ileads ito ia 

isignificant i iincrease iin icustomer iretention. ifurthermore icustomer itrust ihas iaccounted i 

ifor ia isignificant ipercentage ichange iin icustomer iretention. 

The isecond iobjective iof ithe istudy iwas ito ifind iout ithe iinfluence iof icustomer 

icommitment ion icustomer iretention iamong isupermarkets iin iKisumu icity. iThe istudy 

irevealled ithat ithough ihave ia iweak ipositive irelationship iwith icustomer iretention, iit 



  

67 
 

isignicantly iinfluence icustomer iretention. imeaning ithat ia iunit ichange iin icustomer 

icommitment ileads ito ia isignificant iunit ichange iin icustomer iretention. iThe ifindings 

ifurther irevealed ithat icustomer icommitment iaccounted ifor i i ia isignificant ipercentage 

ichange iin icustome iretention. 

The ithird i iobjective iof ithe istudy iwas ito ifind iout ithe iinfluence iof icustomer iloyalty i ion 

icustomer iretention iamong isupermarkets iin iKisumu icity. iThe istudy irevealled ithat i 

icustomer iloyalty ihas ia istrong ipositive icorrellpositive irelationship iwith icustomer 

iretention, iit isignicantly iinfluence icustomer iretention. imeaning ithat ia iunit ichange iin 

icustomer icommitment ileads ito ia isignificant iunit ichange iin icustomer iretention. iThe 

ifindings ifurther irevealed ithat icustomer icommitment iaccounted ifor i i ia isignificant 

ipercentage ichange iin icustome iretention. 

 

The i ifinal iobjective iwas ito iexamine ithe iinfluence iof icustomer icommunication i ion 

icustomer iretention. iThe ifindings irevealed ithat icustomers icommunication ihas ia 

isignificant ipositive iinfluence ion icustomer iretention iR
2
= i0.54. iThis ifurther imeans ithat 

icustomer icommuincatin iaccounted ifor i54% ichange iin icustomer iretention. 

5.2 iConclusion i 

On ithe ifirst iobjective iwhich isought ito idetermine ithe iinfluence iof icustomer itrust ion 

icustomer iretention iamong isupermarkets iin iKisumu icity, ithe istudy iconcludes ithat 

icustomer itrust iis ia icritical ideterminant iof icustomer iretention iamong ithe isupermarkets iin 

iKisumu icity. 
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On ithe isecond iobjective iwhich isought ito ifind iout ithe iinfluence iof icustomer 

icommitment ion icustomer iretention iamong ithe isupermarkets iin iKisumu icity. iThe istudy 

iconcludes ithat icustomer icommitment ihas ia isignificant ipositive iinfluence ion icustomer 

iretention iamong ithe isupermarkets iin iKisumu icity. 

On ithe ithird iobjective iwhich iwas ito i iestablish ithe iinfluence iof icustomer iloyalty ion 

icustomer iretention iamong ithe isupermarkets iin iKisumu icity. iThe istudy iconcludes ithat 

ithe irelationship ibetween icustomer iloyalty iand icustomer iretention i iamong ithe 

isupermarkets iin iKisumu icity iis istatistically isignificant iand ipositive. i 

Finally ion ithe iforth iobjective iwhich isourt ito iexamine ithe iinfluence iof icustomer 

icommunication ion icustomer iretention iamong ithe isupermarkets iin ikisusumu icity. iThe 

istudy iconcludes ithat ithere icustomer icommunication i iis ia icritical iantecedent iof icustomer 

iretention iamong ithe isupermarkets iin iKisumu icity. i 

5.3. iRecommendation i 

Based ion ithe iabove i ifindings iand iconclussions, ithe istudy imade ithe ifollowing 

irecommendations. 

The ifirst irecommendation iis ibased ion ithe ifinding iand iconclusion ithat icustomer itrust ihas 

ia isignificant ipositive iinfluence ion icustomer iretention iamong isupermarkets iin iKisumu 

icity. iSupermarket imanagements ishould itherefore itrain itheir iemployees ion iabsolute 

ihonesty, ibenevolence iand icompetence iwhen idealing iwith itheir icustomer iespecially iat ithe 

icounter iand ialso iwhen igiving iguidelines ion ivarious ipromotional icampains iby ithe 

isupermarket. 
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The isecond irecommendation iis ibased ion ithe ifinding ithat icustomer icommitment ihas 

icustomer icommitment ihas ia isignificant ipositive iinfluence ion icustomer iretention. 

iSupermarkets ishould iaim ibeyond ijust isatisfying itheir icustomer ibut iincude ipractices ilike 

isurprise igifts iin i ito icreate icustomer idelight ileading ito i iaffective icommitment, ihence 

icustomer iretention. i 

The ithird irecommendation ibased ion ithe ifinding ithat icustomer iloyalty ihas ia isignificant 

ipositive iinfluence ion icustomer iretention. ibeyond ithe iuse iof iloyalty ipoints, iSupermarkets 

ishould iensure iexceptional iservice ito ithe icustomers ieverytime ithey ishop ito imake ithe 

icustomers ihave ipositive iexperience. iThis ican ibe iachieved iby itraining ithe iemplyees ion 

ithe ibasic icustomer iservice iskills i 

Finally ithe ifourth irecommendation iis ibasedon ithe ifinding ithat icustomer icommunication 

ihas isignificant ipositive irelationship iwith icustomer iretention iand ithat iit iis ian iantecedent 

ito icustomer iretention. iThe isupermarkets ishould iinvest iin ilatest itechnology i ilike ionline 

imarketing, isocial imedia imarketing i iand iwebsites ito ikeep itheir icustomers iinformed iof 

ithe iproducts iand iservices ithey ioffer. iSupermarkets ito istrategically iput iproducts iin ia 

iposition ithat icustomers ican ieasily i iaccess iwhile idoing ishoping. 

5.4 iLimitations iof ithe iStudy i 

Eventhough ithis istudy ihas igiven iout igreat ifindings ion ihow ivarious ielements iof 

irelationship imarketing iinfluence icustomer iretention iamong ithe isupermarkets iin iKisumu 

icity iit iwas ilimited iin ithe isence ithat iTurskeys isupermarket iwhich iwas ioutlined ifor idata 

icollection iin ithe istudy iclosed idown ibefore ithe istudy iwas iconducted. i iThis iwas isolved 

iby ireplacing iit iwith iAppmart isupermarket iwhich ihas iclosely isimilar icustomer ibase. 
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 i5.5 iRecommendations ifor iFurther iStudy. 

Based ion ithe iforegoing iconclusions ion ithe ifindings iof ithis istudy, ithe iresearcher 

irecommended i ithe ifollowing ifuture iresearch idirections iin ithe irelationship imarketing i 

iand icustomer iretention. iThis istudy iforcused ion ithe iinfluence iof irelationship imarketing 

ion icustomer iretention iamong isupermarkets iin iKisumu icity, iresearch ishould ibe idone ion 

ithe ichallenges i ifaced iby i isupermarkets iwhile iimplementing irelationship imarketing 

istrategies. 

Finally ithe ihypothesis iin ithis iresearch iwere itested iusing idata iwhich iwas iobtained ifrom 

icustomers iof ithe irespective isupermarket iignoring i iperspective iof ithe iemployees iand 

imanagement. iFurther istudies ion ithe isame itopic ishould iinclude iemplyees ito iget ia ifull 

ioverview iof ithe iinfluence iof irelationship imarketing ion icustomer iretention iin ithe iretail 

isector. 
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APPENDICES 

RESEARCH QUESTIONAIRE 

APPENDIX 1: QUESTIONNAIRE 

                                                                                                                        Code: _________ 

Preamble 

My name is James Adede, currently a final year MBA student at Maseno University. This study 

is being carried out to examine the INFLUENCE OF RELATIONSHIP MARKETING 

PRACTICES ON CUSTOMER RETENTION AMONG SUPERMARKETS IN KISUMU 

CITY and is strictly for academic purposes only. Neither you nor your business organization 

shall be identified with the information you provide. All information provided shall be treated 

with the utmost confidentiality. 

A) Demographic Characteristics 

1. Please indicate your gender (please tick appropriately) 

  Male  Female 

2. Please choose your age. (Tick appropriately) 

Below 20 years              21-30yrs    31-40yrs      41-50yrs          Over 50 years                   

3. What is your level of education? Please tick appropriately. 

0 level      A level             certificate               diploma              degree                

Postgraduate  

4. Please choose a supermarket where you shop. (Tick appropriately) 

Appmatt             Naivas                      Chandarana                   Kibuye matt  

 

Quick Matt            Khetias                         shivling  

5. For how long have you been shopping in the supermarket?    (Tick appropriately)  

Less than 1 year               1yr to 5years            5yrs to 10yrs             10 years to 15years  

6. How often do you do your shopping? (Tick appropriately) 

,

,

,

,

,

,

,

,

, 
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Once a month  

After two weeks  

 After one week  

On need basis 

                                                                 

Section B: Customer Trust 

1. The following statements relate to customer trust in supermarkets they regularly shop at. In 

your fair view, kindly rate the statements below on the given scale with the reference to your 

supermarket by ticking the correct answer in each section: (1. Strongly Disagree 2. disagree 3. 

Neither Agree nor Disagree. 4. Agree 5. Strongly agree) 

A. Customer Trust 

Statement 1 2 3 4 5 

Supermarket‟s staff demonstrate a high level of competence related to 

abilities, commitments, knowledge, and hard skills towards their 

customers. 

     

The employees of supermarket demonstrate positive soft skills when 

dealing with customers 

     

The staffs of this supermarket demonstrate commitment to excellence 

and innovation which makes a real difference for prospective 

customers. 

     

The staff can trust customers in return, make them feel their opinion 

matters, and show gratitude for doing business with you. 

     

This supermarket is very honest with its customers concerning the 

goods and services they offer and keep their promises. 

     

Brand reputation and customer expectations toward a brand are based 

on information they gathered and learned. 

     

That this supermarket builds an optimistic outlook and inspires more 

positive impressions for their customers. 
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2. The following statements relate to customer commitment in supermarkets. In your fair view, 

kindly rate the statements below on the given scale with the reference to your supermarket by 

ticking the correct answer in each section: (1. Strongly Disagree 2. Disagree 3. Neither Agree 

nor Disagree. 4. Agree 5. Strongly agree) 

B. Customer Commitment 

Statement  1 2 3 4 5 

I always have positive feelings towards his supermarket.      

I always shop in the super because of the norms and values 

that I share with the supermarket  

     

I always shop in the supermarket due to the number of 

loyalty points that I have achieved. 

     

I shop in this supermarket because there I have no 

alternative elsewhere. 

     

I am willing to engage in repurchase behaviors to reinforce 

my identity as a consumer. 

     

The economic benefits I accumulate as a consumer such as 

reward points and preferred access/status make me remain 

committed to this supermarket.  

     

 

3. The following statements relate to customer communication in supermarkets. In your fair 

view, kindly rate statements below on the given scale with the reference to your supermarket by 

ticking the correct answer in each section: (1. Strongly Disagree 2. Disagree 3. Neither Agree 

nor Disagree. 4. Agree 5. Strongly agree) 

C. Customer communication 

Statement  1 2 3 4 5 

The supermarket uses text messaging as a convenient way to 

quickly communicate with clients about new offers, orders, 

delivery schedules, etc. 

     

The Supermarket uses e-mail, to send out newsletters and/or 

personalized messages in case they introduce a new product or 
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offer. 

The supermarket has a well-updated website for sharing 

information and allowing customers to order products and check on 

order delivery schedules. 

     

The supermarkets have created active social media account on 

Facebook and WhatsApp to promote their products and brand to 

their customers. 

     

The Supermarket includes Webchat applications on their website 

that can allow customers to easily type in their questions to start a 

conversation. 

     

 

4. The following statements relate to customer loyalty in supermarkets. In your fair view, kindly 

rate them on the given scale with the reference to your supermarket by ticking the correct answer 

in each section: (1. Strongly Disagree 2. Disagree 3. Neither Agree nor Disagree. 4. Agree 5. 

Strongly agree) 

D. CUSTOMER LOYALTY 

Statements  1 2 3 4 5 

Customers who are loyal to a supermarket refer other people to shop 

in that supermarket  

     

Loyal customers are not likely to shop in other supermarkets       

Customers who are loyal to a supermarket speak positively about that 

supermarket. 

     

Customers who are loyal to a supermarket are most likely to do 

repeat purchases in the supermarket. 

     

Customers who are loyal to a supermarket make quick decisions to 

shop in that supermarket.  

     

I have no problem shopping in other branches of the same 

supermarket. 

     

 

5. The following statements relate to customer retention in supermarkets. In your fair view, 

kindly rate them on the given scale with the reference to your supermarket by ticking the correct 

answer in each section: (1. Strongly Disagree 2. Disagree 3. Neither Agree nor Disagree. 4. 

Agree 5. Strongly agree) 
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F. Customer Retention 

Statements  1 2 3 4 5 

I always prefer shopping in this supermarket.      

I am more likely to recommend others to shop in this supermarket.      

I am more likely to do my subsequent shopping‟s in this supermarket.      

I am more likely to increase my buying frequency in the supermarket.      

I have always given my feedback to the supermarket about goods and 

services offered 

     

I am likely to increase my shopping budget to get more goods from 

this supermarket. 

     

I prefer Brands that are sold in this supermarket to others.      

I am willing to pay more/a a premium price while shopping in this 

supermarket. 

     

 

THANK YOU FOR PARTICIPATING 
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Appendix 2: Research plan  

Activity Jan 

2020 

Feb – 

march 

2020 

April  – 

aug   

2020 

sept-dec  

2020 

Jan- feb 

2021 

Mar- 

April  

2021 

May   

2021 

June  

2021 

Research topic 

conceptualization 

        

Literature review         

Development of 

research problem 

and objectives  

        

Proposal writing  

 

        

Presentation of 

proposal 

        

Development of 

data collection 

instrument 

        

Field data 

collection 

        

Data analysis         

Report writing and 

submission 

        

Corrections         

Final report 

submission 

        

 

Source: Researcher 2020 
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Appendix 3: Estimated Research Budget  

 

s/No Item description Quantity  Rate ksh Total ksh. 

1 Research assistance 3 10days 500 10000 

2 Transport cost   5000 5000 

3 Printing, photocopying and 

binding services  

 5000 5000 

4 Internet   3000 3000 

5 Stationaries   2000 2000 

6 Miscellaneous   5000 5000 

7 TOTAL    30,000 

Source: researcher 2020 
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Appendix 4: List of Supermarkets in Kisumu City and Number of Branches  

Supermarket  Number of branches  

Appmart  3 

Chandarana  1 

Khetias  2 

Quick matt 3 

Kibuye matt 1 

Naivas  2 

The game  1 

Shivling  2 

Source: Kisumu county government department of trade. 

 


