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Abstract: The study reviews the success factors of relationship marketing in retail industry of 
specific geographic areas of Bangladesh (Dhaka, Comilla and Chittagong) & incorporates 
the determinants in a model. Authors focused on some selected retailers of Bangladesh which 
are Aarong, Meena Bazar, Bata and Persona. This study is based on different types of 
retailers with diverse characteristics to find out different success factors of relationship 
marketing in the retail industry of Bangladesh. It is a step toward the continued evolution of 
the understanding of multiple standards of customer expectations to relationship marketing. 
By developing a semi-structured questionnaire with Liker scale, the study examines the 
hypothesized statements & also determines the relationship between the five independent 
variables and one dependent variable which affect relationship marketing in the retail 
industry of Bangladesh. A survey was conducted on 100 experienced customers in these 
particular areas. The proposed graphical model contains five independent variables such as 
seller's customer orientation (IV1), commitment and trust (IV2), communication (IV3), 
patience (IV4), timely follow-up (IV5) and one dependent variable- success (DV1). 
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1.0.  Introduction 

As the size of firms increased over the years, it became difficult to maintain strong relationship 
with the customers. Today, new technology and the development of sophisticated databases have 
made this possible once again. Organizations gather information about their customers more 
proactively and then decide with whom they can communicate so that buyers and sellers can work 
together for their mutual benefit. 

Retail stores irrespective of product line and relative prices emerge in all shape and sizes, such as 
specialty stores, department stores, supermarkets, superstore, convenience stores, discount stores 
and off-price stores. Corporations and independent store owners alike are always trying to get the 
edge on their competitors.  To survive in this competitive world, it’s essential for a retailer to 
make a long-term relationship with the customers. Relationship marketing (RM) is vital in this 
industry. It is important for a sales associate to greet the customer and to help the customer find 
whatever s/he needs. By providing excellent customer service, retailers can build a good 
relationship with the customer and eventually will attract more new customers and turn them into 
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regular customers. Looking at long term perspectives, excellent customer skills give retail 
business a good ongoing reputation and competitive advantage. 

Increases in global competition and customer churn rates, especially for commodity products and 
services in markets that make prices from the view point of many manufacturers in many countries 
and transparent to consumers drive, firms pay concentration on customer retention and loyalty 
programs. Sellers require non–price-based strategies to increase customer loyalty and thus 
potentially support premium prices or at least minimize price erosion. Moreover, analyses that 
identify higher costs associated with acquiring versus retaining customers reinforce loyalty-
building strategies, and Relationship Marketing (RM) programs have become primary tools to 
support such goals. 

This study is based on four different types of retail organizations which offer different products 
and services to the king of the business (customer). The selected retailers are Aarong, Meena 
Bazar, Bata and Persona. 

Background of selected retailers in Bangladesh 

Aarong is a contemporary lifestyle store in Bangladesh. Aarong is famous for selling the products 
which are made in Bangladesh. Everything for sale in Aarong is the country's own products which 
are produced in the village by the village people. It believes that the relationship with the 
customers must be win–win if it is to be long-term and constructive and the initiative must come 
from all parties to produce equal and respectful interactions. 

Meena Bazar is one of the largest retail supermarket chains in Bangladesh with international 
standards, opened in 2002 and operates in three divisions in Bangladesh (Dhaka, Chittagong and 
Khulna). Meena Bazar outlets are carrying almost 12,000-15,000 products for sale and providing 
convenient shopping experience and friendly customer service for its customers. Communication 
supports direct transactions between Meena Bazar and consumers. In addition, advances in IT 
helps this organization to implement, and evaluate specific relationship marketing programs rather 
than rely solely on a mass marketing approach. 

In Bangladesh, Bata started its operation in 1962. The company is one of the largest tax–paying 
corporate bodies contributing Tk. 1.2 billion (year 2009) which represents approximately 70% of 
tax paid by the entire footwear sector of Bangladesh. In all stores, Bata’s trained professional sales 
staff is at customers’ service. Bata is gradually building up knowledge about its customers. In 
addition, customers tend to become less price sensitive as the relationship becomes more 
important to them than price alone. Thus RM improves security and makes outcomes more 
predictable for Bata. 

In 1984, Kaniz Almas Khan, the beauty envoy of the nation started her dream with a modest set 
up. The Persona team, which includes management, executives, service providers and many 
stakeholders, is now a family who are continuously setting excellent examples of beauty care 
services that no one has ever experienced before and has indeed set a milestone in beauty care 
industry. Relationship marketing and customer relationship management have emerged as specific 
priorities for this organization. 
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The recent explosion of research papers, popular business books, and customer relationship 
management initiatives in western cultures stems from a confluence of factors, including the 
transition to service-based economies; advances in communication, logistics, and computing 
technologies; increased global competition etc. These trends have enhanced the salience of 
“relationship-based loyalty” to sellers compared with other marketing-mix factors and increased 
desire on the part of customers for many unique characteristics found in “relationship-based 
exchanges” (e.g., reduced perceived risk, higher trust, enhanced cooperation, and greater 
flexibility). Thus, in many situations, both sellers and customers are becoming more interested in 
conducting business transactions embedded within relationships. 

From a firm’s perspective, it is more expensive to win a new customer than it is to retain an 
existing one and the longer the association, the more profitable the relationship for the firm. 
Furthermore, as customers become more satisfied with the service they receive, the more they buy 
(Reichheld and Sasser 1990). As purchases increase, operating costs fall due to increased 
efficiency. Reducing customer defection rates is obviously critical for retention. As defection rates 
fall, the average customer relationship lifespan increases. When customers defect they take profits 
away from current transactions and future profits and negative word of mouth comments. 

Indeed, ‘customer share’ is more important than market share (Gummesson 1999). The share of 
the customer refers to the percentage of an individual’s lifetime purchases. In addition, ‘economies 
of scope’ can occur which refer to the cost savings resulting from the complementarities of 
products. ‘Customer loyalty’ is now being used instead of ‘brand loyalty’ and this emphasizes the 
interactive nature of the commitment of the customer to the firm and/or its employees. Brand 
loyalty, in contrast, suggests that the commitment is to the product. Another key benefit is that 
long-term service customers become better co-producers and this helps production and delivery 
and therefore improves quality. 

2.0. Objectives of the Study 

The main objective of the study is to identify the success factors of relationship marketing in retail 
industry of some selected geographic areas of Bangladesh. The specific objective of the study is to 
examine the relationship between the dependent and independent variables. 

3.0. Literature Review 

Relationships have been studied across many academic disciplines and from many different 
perspectives. As such, there is no consensus explaining and discussing relationships. (Haugland, 
1999) From a business perspective, business relationships or marketing relationships should be 
entered into only when they contribute to a sustainable competitive advantage. Relationship 
denotes connection and interaction between actors, activities, resources, and schemas (Hakansson 
and Snehota, 1995; Haugland, 1999). Many firms have moved to creating a competitive advantage 
via collaborative partnering relationships with their buyers and customers. In particular, most 
transactions are not market-based exchanges, but rather part of an ongoing relationship between 
the buyer and the seller (Webster, 1992).The premise of successful business or marketing 
relationships is to understand how customers trade with the organization and what service ethic 
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they expect. That is, relationship marketing refers to all marketing activities directed toward 
beginning, building, and maintaining successful relational exchanges. 

Grönroos redefines marketing as follows: ‘Marketing is to establish, maintain and enhance 
relationships with customers and other partners, at a profit, so that the objectives of the parties 
involved are met. This is achieved by a mutual exchange and fulfillment of promises’ (1996).As 
such, marketing relationships typically involve lengthy, ongoing social processes that involve both 
formal interactions and informal social interactions with multiple contact points across the buyer-
seller firms. That is, personal relationships act as both a lubricant and a catalyst of marketing 
relationships. Relationships between buyer and seller firms are both emotional and rational 
involving factors such as price, quality, reliability, and consistency (Bhagat, 2009). Sheth and 
Parvatiyar (1995) define relationship marketing as the process of developing cooperative and 
collaborative relationships with customers and other market actors. Additionally, Shani and 
Chalasani (1992) define relationship marketing as “an integrated effort to identify, build up, and 
maintain a network of individual customers, and to strengthen the network continuously for the 
mutual benefit of both sides through intuitive, individualized, and value-added contacts over a 
long period of time” (Yau, et al., 2000). As noted by Morgan and Hunt (1994), relationship 
marketing is a process of establishing, developing, and maintaining successful relational 
exchanges. Andersen (2001) further elaborates that relationship marketing is a set of cumulative 
phases during which trustworthiness and mutual norms are established via a careful design of 
communication means and forms which ultimately are adjusted in the various phases of the 
relationship building process. Building successful marketing relationships is essential to the 
organization and has many benefits. As noted by Levitt (1986), marketing relationship “is as 
important in preserving and enhancing the intangible asset commonly known as ‘goodwill’ as is 
the management of hard assets. The fact that it is probably harder to do is that much more reason 
that hard effort be expended to do it.”Accordingly, marketing relationships require time and effort 
that in turn leads to greater customer loyalty, increased market share, and increased profits. “In 
short, relationship-building is neither simple nor easy, but it can be well worth the effort: 
According to recent research, strong customer relationships can yield both higher profits and 
increased market share” (Chief Executive, 1999). According to Grönroos, all marketing strategies 
lie between the extremes of transactional and relational. He sees the relational strategy as focusing 
on interactive marketing with the ‘marketing mix’ performing a supporting role. Rather than 
employing market share as a measure of marketing success, this approach uses customer retention. 
The trend towards service orientation and the adoption of information technology within a global 
context has led to change and complexity (Mulki and Stock 2003). Companies need a degree of 
stability in which to work and establishing more open relationships with key customers and other 
partners/ stakeholders can help (Ballantyne 2003). 

Christopher et al. (1991) see some of these perspectives being linked to customer retention. 
Relationship with others, not just customers, and particularly internal markets is also essential. 
This is a very important issue as there seems to be a strong connection between employee 
satisfaction, employee retention and customer retention (Reichheld and Kenny 1990). Another 
perspective is concerned with improving service quality through the integration of quality, 
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customer service and marketing. All these together should lead to improved customer retention. 
All the above imply a change, not only in terms of marketing practices but also in terms of the 
development of a new marketing theory. Möller and Halinen (2000), however, argue that RM does 
not form a general theory of marketing as it involves two types of relationship theory. Firstly, one 
that is ‘market based’ which is consumer oriented and secondly, one that is ‘network based’ which 
is more inter-organizationally oriented. They see the former as being low in relational complexity 
and the latter as being high. 

RM shares with a number of other disciplines a concern over strategic alliances, partnerships and 
strategic networks. It embraces intra-organizational and inter-organizational relationships as well 
as relationships between organizations and individuals (Eiriz and Wilson 2006). 

Martin and Clark (1996) distinguish between first-, second- and third-order relationships. First-
order relationships are those which the focal firm experiences directly with other stakeholders in 
the marketplace. Second-order relationships are the networks of relationships that take place 
between the various participants, and third-order relationships are the internal relationships in the 
participants’ organizations, and include customer-to-customer interactions. 

In a similar vein, Boedeker (1997) believes that RM can be put to use on various levels, depending 
on the type and number of bonds used by the company to increase customer loyalty. At the lowest 
level, price incentives are used to increase the value of the customer experience, but as price is the 
most easily imitated tool, this seldom offers long-term competitive advantage. At the second level, 
therefore, in addition to price, social bonds are developed by offering unexpected services. This 
can only be achieved by learning about clients’ wants and needs and customizing the service. 
Eventually a third level is established, where bonds that provide clients with value-adding systems 
and which are not available from other sources are institutionalized within the organizational 
structure.  

Boedeker (1997) believes that this approach can be applied to various kinds of relationship such as 
the company network, between two individual companies, between the company and other 
stakeholders and also internally. 

As customers become more satisfied with the service they receive, the more they buy (Reichheld 
and Sasser 1990). As purchases increase, operating costs fall due to increased efficiency. Reducing 
customer defection rates is obviously critical for retention. As defection rates fall, the average 
customer relationship lifespan increases. When customers defect they take profits away from 
current transactions and future profits and negative word of mouth comments.  

Indeed, ‘customer share’ is more important than market share (Gummesson 1999). The share of 
the customer refers to the percentage of an individual’s lifetime purchases. In addition, ‘economies 
of scope’ can occur which refer to the cost savings resulting from the complementarities of 
products. ‘Customer loyalty’ is now being used instead of ‘brand loyalty’ and this emphasizes the 
interactive nature of the commitment of the customer to the firm and/or its employees. Brand 
loyalty, in contrast, suggests that the commitment is to the product. Another key benefit is that 
long-term service customers become better co-producers and this helps production and delivery 
and therefore improves quality.  
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4.0. Methodology of the study 

4.1. Nature of Research 

The nature of this research is of descriptive type. Research was conducted mainly based on 
descriptive analysis. The reason of choosing this type of analysis is that the basic objective of this 
paper is to describe the success factors of relationship marketing in the retail industry of 
Bangladesh. Descriptive statistics has been used to show the relationship between variables which 
helped to measure the cross tabulation analysis outcome. By using this outcome, the condition of 
success factors of relationship marketing in the retail industry of Bangladesh can be understood. 

4.2. Sources of data 

Primary data were collected from customers.  Different success factors and their related 
importance in relationship marketing in the retail industry of Bangladesh were found from 
conducting survey on some retailers. Secondary data were collected from different articles 
published by relationship marketers, related features, publications in various magazines, 
newspapers etc. Related websites were very much helpful in gathering necessary information. 

4.3. Survey instrument 

Scale items were rated on five-point Likert scale in a structured format. Each item was anchored at 
the numeral 1 and 5 with the verbal statement ‘Strongly Disagree’ and ‘Strongly Agree’ 
respectively. Cross tabulation on SPSS Software is used to find out the output of data and Chi-
square analysis is used to test the effectiveness of hypothesis. 

4.4. Hypothesis development 

Table-1: Hypotheses Statement 

 
H0 
 
H1 

Hypotheses statement 

Different types of success factors don’t influence retail industry of Bangladesh 
differently. 
Different types of success factors influence retail industry of Bangladesh 
differently.  

H0 
 
H2 

Relationship marketing doesn’t help to maintain loyal customers in the retail 
industry of Bangladesh. 
Relationship marketing helps to maintain loyal customers in the retail industry 
of Bangladesh. 

H0 
 
 
H3 

Maintaining long-term relationship with customers doesn’t help them 
(customers) to believe that they (customers) are the most important part of the 
retail organizations. 
Maintaining long-term relationship with customers helps them (customers) to 
believe that they (customers) are the most important part of the retail 
organizations. 

H0 
H4 

Relationship marketing is not a demand of today in Bangladesh. 
Relationship marketing is a demand of today in Bangladesh. 
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4.5. Sampling 

Non Probability judgment sampling method was used to collect data so that samples are externally 
homogeneous and internally heterogeneous. Data had been collected from 100 (Dhaka-25, 
Comilla-35 and Chittagong-40) customers of some selected retail stores (Aarong, Meena Bazaar, 
Bata and Persona) in Bangladesh. The respondents were between 19 years to 50 years range, 51 % 
respondents were male and 49% were female. Data were collected from December, 2012 to April, 
2013 at the respondent’s residence or office or during shopping period. 

5.0. Factors Influencing Success of Relationship Marketing in the Retail Industry of 
Bangladesh 

5.1. Seller’s customer orientation 

Customer orientation or empathy encourages trust and increases the chance of developing a long-
term relationship and thus more sales. It requires the whole firm to satisfy customer needs more 
successfully than the competitors. 

5.2. Commitment and trust 

Commitment is an intention to continue a course of action or activity and is a long-term concept. 
Some believe that the level of commitment a partner feels towards a relationship is of major 
importance in relationship development and subsequent success (Morgan and Hunt 1994). 

The challenge for Relationship Marketing is to inculcate trust in the partner. Trust is established 
where the expected performance matches actual performance. Trust can also influence the 
development of customer orientation. The greater the level of trust, the more the chance of a 
positive attitude being developed and this in turn, can lead to a heightened level of customer 
orientation or understanding. 

Morgan and Hunt (1994) argue that both trust and commitment are ‘key’ elements in a 
relationship as they encourage marketers to work at preserving relationship investments, by 
cooperating with exchange partners. 

5.3. Communication 

As all relationships components are experienced through communication, this is a vital component 
in its own right. In the business context, communication should involve two-way dialogue 
(Grönroos 2004). It is mainly important when a new business relationship is being established. 
Communication is essential in relationships as it implies dependence and commitment. It also has 
the propensity to influence levels of trust between buyer and seller. 

5.4. Patience 

Developing a business and managing to survive in the competitive business world requires a great 
deal of patience. Patience, coupled with hard work, perseverance and determination, will help to 
achieve business goals of the retailers. Lack of patience is certainly a top reason for the failure of 
relationship marketing. Now-a-days it’s very much difficult for retailers to know about the 
customers, communicate with them, maintain a win-win relationship with them and take a positive 
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place in the mind of the customers. Without patience it’s not possible for a retailer to involve with 
relationship marketing for a long time. 

5.5. Timely follow-up 

Persona and Meena Bazar maintain timely follow-up from their customers as well as their 
employees. Aarong always encourages the customers to call for any query. Bata believes that 
relationship marketing cannot be maintained without timely follow up. Executives of Persona call 
their “membership card” holder customers to ask them about quality of the service and request 
them (customers) to give their suggestions. 

5.6. Success 

Success of relationship marketing depends on the above factors. Relationship marketing helps 
retail organizations to maintain satisfied customers and to increase the involvement of customers 
with the organizations. This is one of the main secrets of retailers to be successful. 

6.0. Findings and analysis 

6.1. Descriptive Analysis 

In this analysis descriptive statistics has been used to show the relationship between variables 
which helped us to measure the cross tabulation analysis outcome. By using this outcome, the 
condition of success factors of relationship marketing in the retail industry of Bangladesh can be 
understood. 

Table-2: Descriptive Statistics 

Variables Mean Std. Deviation 

Seller’s customer orientation 3.8400 .99714 

Commitment and trust 4.3600 .66271 

Communication 4.1400 1.01035 

Patience 3.1200 1.06215 

Timely Follow-up 3.1400 1.03036 

Success 4.3600 .66271 

Valid N (list wise)   

First, second and third column describe the variables, mean and standard deviation 
respectively. The mean and standard deviation of each variable are automatically 
calculated on SPSS. 

6.2. Chi-square test 

Here, chi-square is used to test hypothesis & 95% significance level is used to make a 
comparison between table value & calculated value. 
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Table-3: Chi-square test  

 

Different types 
of success factors 

influence retail 
industry of 
Bangladesh 
differently. 

Relationship 
marketing helps to 

maintain loyal 
customers in the 
retail industry of 

Bangladesh. 

Maintaining long-term 
relationship with 

customers helps them 
(customers) to believe 

that they (customers) are 
the most important part 

of the retail 
organizations. 

Relationship 
marketing is a 

demand of today in 
Bangladesh. 

Chi-Square 
(a,b) 

10.000 39.120 37.800 15.000 

Df 3 3 4 4 

Asymp. Sig. .019 .000 .000 .005 

a. 0 cells (.0%) have expected frequencies less than 5. The minimum expected cell frequency is 
12.5. 
b. 0 cells (.0%) have expected frequencies less than 5. The minimum expected cell frequency is 
10.0. 
H0: Different types of success factors don’t influence retail industry of Bangladesh differently. 
Here,  
            P (Z) > .05 
            10.00 >7.815 
So here calculated value is 10.00 which is greater than table value that is 7.815. For that reason 
first null hypothesis is rejected and alternative hypothesis is accepted. That is 
H1: Different types of success factors influence retail industry of Bangladesh differently. 
H0: Relationship marketing doesn’t help to maintain loyal customers in the retail industry of 
Bangladesh. 
Here,  
            P (Z) > .05 
            39.120 > 7.815 
Here calculated value is 39.120 which is greater than table value that is 7.815. For that it can be 
said that second null hypothesis is rejected and alternative hypothesis is accepted. That is 
H2: Relationship marketing helps to maintain loyal customers in the retail industry of Bangladesh. 
H0: Maintaining long-term relationship with customers doesn’t help them (customers) to believe 
that they (customers) are the most important part of the retail organizations. 
Here,  
            P (Z) > .05 
            37.80 > 9.488 
In this case calculated value is 37.80 which is greater than table value that is 9.488. So the third 
null hypothesis is rejected and alternative hypothesis is accepted. That is 
H3: Maintaining long-term relationship with customers helps them (customers) to believe that 
they (customers) are the most important part of the retail organizations. 
H0: Relationship marketing is not a demand of today in Bangladesh. 
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Here,  
            P (Z) > .05 
            15.00 > 9.488 

Here calculated value is 15.00 which is greater than table value that is 9.488. For this reason fourth 
null hypothesis is rejected and alternative hypothesis is accepted. That is 

H4: Relationship marketing is a demand of today in Bangladesh. 

6.3. Cross tabulation analysis 

Cross tabulation analysis helps to understand the relationship of one variable with another 
variable. The relationship among six variables is presented in the following section- 
 

Table-4: Seller’s customer orientation 1 * Success 6 Cross tabulation 

                           Count  

 Success 6 Total 

 .00 1.00  

Seller’s customer orientation  .00 10 5 15 

 1 1.00 18 17 35 

Total 28 22 50 

In first cross tab analysis it can be seen that there is a positive relationship between two variables 

that is seller’s customer orientation and success. And in cross tab 18 and 5 are in positive line. 

Because most of the respondents think that seller’s customer orientation is very essential to 

maintain successful relationship marketing in the retail industry of Bangladesh. 

Table-5: Commitment and trust 2 * Success 6 Cross tabulation 
                                     Count                  

 Success 6 Total 

 .00 1.00  

Commitment and trust  .00 28 0 28 

 2 1.00 0 22 22 

Total 28 22 50 

In second cross tab analysis, there is a positive relationship between two variables. In cross tab 28, 

22 are highest value and existing in positive line. Because most of the respondents think that 

commitment and trust of retailers is essential to be successful. 
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Table-6: Communication 3* Success 6 Cross tabulation 

                                    Count  

 Success 6 Total 

 .00 1.00  

Communication .00 17 13 30 

 3 1.00 11 9 20 

Total 28 22 50 

In fourth cross tab analysis it can be seen that there is a positive relationship between two 
variables that is communication and success. And in cross tab 17, 9 are in positive line. Because 
the majority of the respondents think that those retail organizations will be successful which 
communicate with their customers properly. 

Table-7: Patience 4 * Success 6 Cross tabulation 

                                  Count  

 Success 6 Total 

 .00 1.00  

Patience  .00 12 16 28 

 4 1.00 16 6 22 

Total 28 22 50 

In third cross tab analysis it can be seen that there is a negative relationship between two variables 
that is patience and success. And in cross tab 16, 16 are highest value & exist in negative line. 
Because most of the respondents think that patience is not a success factor in the retail industry of 
Bangladesh. 

Table-8: Timely Follow-up 5 * Success 6 Cross tabulation 

                                      Count  

 Success 6 Total 

 .00 1.00  

Timely Follow-up .00 17 13 30 

 5 1.00 11 9 20 

Total 28 22 50 

In fifth cross tab analysis it can be seen that there is a positive relationship between two variables 
that is timely follow-up and success. 17 and 9 exist in a positive line. Because the largest part of 
the respondents think that those retailers will be successful who maintain timely follow-up. 
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Though authors identify five independent variables, most of the respondents thought that patience 
is not a success factor of retail industry in Bangladesh. 

7.0. Conclusion 

Retail Industry’s effectiveness and efficiency depends on understanding and responding to 
customers’ needs that can allow the industry to build and maintain more meaningful connections 
or relationships with consumers than ever before. This connection or marketing relationship 
contributes to the bottom line by reducing costs and increasing revenues. That means, effective 
and appropriate marketing relationships can contribute to the development of long-term customer 
loyalty and to a sustainable competitive advantage. There is no doubt that the modern 
organizations focus on the customer rather than the prospect provides considerable advantages to 
retail organizations. The best retailers have always taken this view and thrived by losing fewer 
customers than their competitors. Moreover, the effects of loyalty – of that close relationship – 
ensure a stream of new customers wanting that closeness and commitment. Now-a-days retailers 
face high competitiveness among existing market participants. Relationship marketing can play a 
vital role to overcome these problems via updated IT support and arranging proper training for the 
employees. The success factors of relationship marketing help the retailers of Bangladesh to 
maintain a long-term relationship with customers. So it is as important in preserving and 
enhancing the intangible asset commonly known as ‘goodwill’ as is the management of hard 
assets. 
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