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ABSTRACT

The paper aims to increase the understanding of customer retention by investigating the customer's
perception towards a local retail store brand. If the company doesn't give their customer some good
reason to stay, the competitors will give the customer a reason to leave. Evaluating the past and present
behaviour makes it possible for the stores to adopt the most effective business strategy. A qualitative
research method is adopted to explore the relationships between a local retail store chain in Dehradun,
Utarakhand, India, and their customers to promota their customer retention strategy. The results of the
research indicate the potantial factors leading to customaer retention for the store and a model is also
prepared to find the customer's preferanca 1o shop from the store. This way, the stores net only can
increase their competitive advartage but can also develop a sense of seeking banefits not just forthe store
but alse for their customers. The Retail brand will have a better chance to overcome its competitors and be
more efficient in building relationships with their customers by promoting customer retention.
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1. Introduction permanent commitment, and refusing to get from different

In todavs difficult economy and competitive business
world, retenfive their client base is crucial to succass inthe
organization. If the corporate dees not offer their client
some sensible reason to remain with them, their
competitors can offer the client a reason o go away, Client
retention and client satisfaction usher in profits. Most
surveys across varied industries show that it is way less
costly to cultivate an organizalion's existing client base and
sell additional service to the clientthan fo hunt new, single-
transaction customers. During this era of high level of
compefition, any company needs to refain the existing
client since there is a direct link between client retention
over time and gain & growth. Client retenfion to o good
extent depends on the qudlity of produds & services
offered as it lsads to dient saiisfaction. Client refention is
cbout the maintenance of continuous trade relationships
with customers over an extended term, Customer retention
is the mirror image of customer defaction or chum and
hence, high reterfion is similar to low defaction.

Studies say that it prices fen fimes additional fo get a
brand-new clientthan 1o fake care of the existing one, The
upkeep of the record of individuals who have purchased o
company’s goods or services once and the gaining of
repedt purchases is incredibly vital. Customer retention
happens when a client is loyal fo a corporation, brand, or
o a selected product or service, expresses semi-

compefitors. The broader ideas of customer servics,
customer relafions, and relafionship management are of
crucial importance to such methods. Firms will build
loyalty and retention through the utilizalion of many
techniques, as well as info promoting, the problem of
loyalty cards, redeemable against a spread of produds or
service, discriminatory discounts, gifts, special
promctions, newsletters or magazines, members' clubs, or
tailored product in restricted editions. It's been argued that
custorner refention is connected 1o employee’s loyalty
since loyal workers build up semi-permanent relationships
with customers, A major principle of relationship
marketing is the retention of customers through various
ways and practices to ensure repedted trade from pre-
axisting customers by setisfying their requirerents above
those of compefing firms through a mutvally beneficial
relationship. This fechniqua s currently used as the
simplest way of counter reconciliation of new customers
and opportunities with current and exisling customers as
the simplest way of maximising profit and counteracting
the “leaky bucket theory of business” during which new
custornars attained to marketing destined businesses were
ot the expense of or coincided with the loss of older
customers. This method of "chuming® is less economically
viable than holding all or the bulk of customers using both
direct and relationship management as the generation of
lead via new customers requiring additional investment.
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Several corporations in competitive markets can direct or
allot the massive amounts of resources or aitention
towards client retenfion as in markets with increasing
competition, it should value five times additional to draw
in new customers than it might retain current customers as
a result of direct or "offensive” prometing needs which is
way more in-depth resources 1o cause defection from
compefitors. However, i's prompt that becouse of the
extensive classic marketing theories, centre on means that
of atiracting customers and making transactions instead
of maintaining them, the main usage of direct marketing
employed in the past is curently bit by bit getting used as
additional aboard relationship marketing as its
importance becomes greatly recognizable. Consistent
with Buchanan and Gilles, the exaggerated gain related to
client reterticn effortz happenz atributable o many
factars that incidence a relationship has been established
with a client.

1. The acquisition cost occurs only at the beginning of
the relaticnship, so the longer the relationship, the
lowerthe omortized cost.

2. Account maintenance costs decline as a percentage
oftotal costs or as a percentage of revenue.

3. Long-term cusiomers tend fo be less inclined to
swilch, and also fend fo be less price sensitive. This
can result in stable unit sales volume and an increase
in money-sales volume.

4, Long-term customer may initiate free word of mouth
promaotions and refermals,

5. Long-term custormers are more likely to purchase
ancillary preduds and high margin supplerental
products.

6. A customer that who with the company tends to be
safisfied with the relationship and is less likely to
switch to competitors, which can make it difficult for
competitors to enterthe market or gain market share.

2. Literature Review

Tabuaku and Zersllari, Brand loyalty and loyalty programs
(2015) has depicted that thers are two methodologies on
client dedication: social and atfitudinal. The conduct
approach on clientfaithfulness alludes to the client reliably
and constantly purchasing from a similar supplier, while
attitudinal dedication is the result of a mental association
with the tem oradministraticon, that includes an inclination
and segments like an inspirational frame of mind and duly.

Ludin& Cheng, Factors Influencing Customer Safisfaction
and E-loyalty, Explaining customer satistaction with
complaint kandling {2014] portrays client faithfulness as a
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nonstop connection between the client and the brand. k
tends 1o be viewed as a protection from switch brands in
spite of any circumstance or issue experisnced during the
business procedure. Also, they depict dient dedication as
the rehashed acquisition of an ttem from a similarbrand.

According to Varela-Neira, Vazquez-Casiellesé Iglestas,
Explaining customer satisfaction with complaint handling
{2010}, loyalty behaviour shows an increase in the
number of purchases, an increase in the number of
cwustomers and lower price sensitivity Loyal customers
guararee a reduction 'n marketing costs for long periods.

Reichheld and Kenny, Customer Satisfaction ({2007}
determined six faclors as basic to improying maimtenance:
senior administralion responsibility; a clisn-centered
ahure in which all represeniatives and direclors
concentrated their complefe censideration on consumer
loyalty; maintenance data framewerks that followed and
investigated the underlying drivers of rebellions;
strengthening of bleeding-sdge workers to take activities
that gave quick consumer loyally; constant preparing and
improvement; and motivation frameawaerks dependent on
dient maintenance.

Parasuraman, Customer Satistaction {200%) recognized a
lot of disparities, or holes, between how administrators see
the nature of the administration they fumish, and the
errands related 1o conveying those administrations 1o
dients. They found that the client's impression of
administration guality relies on the size and bearing of the
hole between the administration the client hopes to get
and what the person sees to have been geffing. The extent
of this hale (which can be either positive or negative} was
controllad by four interrelated factors: (1) the contrast
between real shopper desires and the board impression of
those desires; (2} between the executives view of desires
and the inferprefation of those discemments into
adminisiration quality details; (3) betwean administrafion
quality determinations and adminisiration conveyance;
and {4) between both help guality porticulars and
administration conveyance, and cutside correspondences
to clients. He noticed that these holes "can be a significant
obstacdle in endeavouring to convey assistance which
purchasers would see as being of top-notch." Because this
investigalion concentrated on the cooperafion between
the company's delegates and its cliends, this creator found
the fourth hole {(between both help quality determinafions
and administration conveyance, and cutside inferchanges
to clients) to be of specific importance.

Lim Larry, Customer Lifelime Volue {2005} noticed that
lore 14% of clients quit disparaging ossistance business
since they were disappointed by the nature of the item,
while more than 66% deserted because of what they
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decided to be uninterested or unhelpful help. This
discovery upheld the perception that clients' decisions of
high and low help quality rely upon "how purchasers see
the real assistance execufion with regards 1o what they
anticipated".

Beny L. A and Zeithaml Parsuraman, (2005) referred to
the requirement for client contact work force to "assume
liability, have anindepandent parspactive and reactwell o
pressura from clisnts".

Berry L. A and Zeithaml Parsuraman, Custiomer
Satistaction (2005) Customer Safisfaction emphosized the
importance of training and support in "communicertion,
performance management, team building, coadhing and
empowarment” for frant-line workers and their managers.
They also found that companies that exhibited these
policies and dffitudes experenced not only higher
customer refention and profits, but alse on increase in
employee loyalty and a reduction in job tumover.

Lake Lavra, Exploring the value of Customer Refention
{2008}, recommended the ulilization of four instruments:
comespendence, criticiem, cerainty and skil. They
underlined that workers need exact data about their jobs;
explict and vist comespondence from administrators
obout what they were relied upon to do; and complete and
current data about items, adminisirations, and client
desires,

Lim Larry, Customer Lifetime Yalue (2005] inferred that
preparation and input in two territories, speciolized
information and relational aptitudes  {which were
identified with their "SERVYQUAL" measurements of
respongiveness, confirmation and compassion), could
expand representatives’ certainty and skill, and give more
prominent lucidity in regard to their jobs. They addifionally
noticed the significance of giving criticism to
rapresentatives on their intuitive abilities.

Millar Robert, Customer Profitability Study {2010} noticed
that not many scientists have investigated the client sales
rep cooperation from a cormespondence viewpoint. They
proposed a madel that concenirated en correspondence
ds an essential component of this conneclion. Thay found
that, albeit numarous creators focused on the significance
of "werbal and non-verbal code, for example, rmessage
request, examples of contention, utilization of procf, visual
contact, and so forth in close to home selling, the majority
of the examination had {ocused on non-deals
communications. The client maintenance work
nacessitated that business apfitudes be joined with
administration abilities related to quality and client
reliability. This specialist recognized terrtories in which
these two ranges of abilities covered, to figure out which

{assuming any) practices conceming the delegates may
change a client's choice fo take a few or the entirety of their
business to anctherprovider.

Heinlein Michael ond Koplon Andreos The ABCs
Approach 1o Unprofilable Customer Management,
Business Horizons (2009) focused on the estimation of
"absconding examination® to dedde and address the main
driver of rebellions, referencing the estimation of skillful
testing {questioning) in disfinguishing the reasons why
clients drop, and utilzing that data as an "early nofice
signal® for development.

Ward Susan, Customer Relationship Management {2069
supported posing inquiries to build up a "characteristic
stream, which thus will prompt a characteristic
armangement’. He underlined the significance of
"qualifying experlise,” which they charoderzed as: (1)
vnexpectedly making testing "subset' questions and
reacling to the clients circumstance; (2} the capacity to
ulilize listening aptitudes to guarantee that dients remarks
are comprehended and deciphered effectively; and [3)
smooth ond coharent ossociation of steps in the
conversafional procedure.

Gomez, Arranz&Cillan, The role of loyoly programs in
behavioural and aflective loyalty [2006) accentuate that
the client reliability program needs to manufacture
conduct and emotional dependability. As indicated by
social methodology, the reliability program assumes o
significant job in the buy recurrence. Members in this
program make a higher number of visits 1o the retailer
than non-members.

Hoffman &lowitt, A better way to design loyalty programs
{2008) demonstrate the signfficance of how chieds run
devotion programs. It is fundamental to keep up a client's
steadfastness for quite a whils. Motivetion draws clients
into an incidental buy as well as upgrade dedication. The
termination datas on dedicalion cards empower directors
to accomplish transient money reloted objectives. Clients
will most likely attempt association's offering; however, itis
hard to figure out what items they may pick next fime.
Steadfasiness programs have money related advantoges
as well as give clients a sentiment of insight and pride
whan they purchase something af a superior cost or get
something free, particularly when something is costly. At
the point when purchasers feel like uncommon clients,
they begin to recognize all the more emphatically with the
organization.

Gémez, Arrarz&Cillan, The role of loyahy programs in
behavioural and affective loyaly [2006) porrayed that

responsibility is when there is a sane and full of feeling
bond in the relationship. Afew creators concede that there
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is no client unwavering without enthusiastic viewpoints.
Just rehashed exchanges aren't sufficient for dedication fo
last.

Alan, Introduction to Forecasting Methods for Actuaries
(2009) portrayed prescient demonstrating as a part of the
insights and information mining system utilized in getiing
data from information and ufilizing such derta to anticipate
occasions. It conteins various indicators, factors that
potentially will aid fture occasions.

Kapai and Moronge, Determinants of effective customer
retention in the mobile communication industry in Kenya
(2015) applied linear regression in a portable
correspondence industry to investigate how consumer
loyalty, cliert care adminisiration, deal:s advancement,
and duly structure impads client maintenance.

Lam & lee {1999} Identified page loading, business
content, navigation efficiency, security, and
marksting/consumer focus az the determinants of
successful web design. The authors also hypothesised that
a more successful web-site design was associaled with o
higher level of customer satisfaction. It also stated that if
there was an inconsistency between what the customers
expected and what they experienced, then their level of
satisfaction drops.

Thelwall {1999} the categorizing ease of use inle four
groups. Accessibility (whether the site works at dll, dlso if it
could be accessed anytime); Navigatfion {whether the user
can easily be able to see what is available on the whole site
from the main page. Readability (whether the text on a
website could be read and can commit basic errors);
Download spead (the time that it fukes fo download, but
this is partially dependent on factors beyond the control of
the site designer).

Lyer et al. (2000) Good websites net only atiractand sell fo
custorners but also increase the potential of return visits,
This roises important implications for organisations
thinking of making an appearance on the intemet {as well
s prasenting them with perfinent issues 1o kesp in mind
whan designing theirwebsites).

Zona Research Inc. [2000) skales that poorly construcied
web sites con leed to lost revenues from non-realized
transactions and negative affect on organizetion image.

2.1 Theorefical Framewerk
2.1.1 Custormsr Retention

Customer retention oan be defined as how companies or
organizations can maintain the existing customer base on
establishing good relations with all those who buy the
products of tha company, (KoHer, 2008). Cuslomer
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retention marketing is a strategically driven approach
based on the customers' behaviour. Johnson {1998}
marked same philosaphies of retention-orisnted:

1. Retention marketing raquires the allocation
ofresources of the maorket: the comparyneeds to
recognize some of the marketing activities for
customers to generate higher profits in the company.
The cornpany can keep its budgst flat or decreasa it at
the same time asgrowing sales and profits.

2. Active customers are refoined: cusiomers are
probably to experience they are in control and smart
about selections they make, and they prefer o be ok
with their behaviour. Marketers take benefit of this by
offering promotions of varicus sorts 1o get consumears
to engage in behaviour and sense comect about
deoing it.

3. Refaining customers simply means to keep them
active with the organization. If the organizationfails in
doing so, they will slip away and ultimately na lenger
be customers.

4. Marketing can also be understood as a conversation
between clients and the marketer. Marksting with
thestatistics of the clientis a neficeablydeveloped and
treasurable conversation but it must be backed and
forth among the customer and the marketer bacause
the marketer must pay attention to what the customer
is saying fo improve their produds or services
provided.

2.1.2 Atiracting Custorners

Customers are getting smarter, mone price-oware, more
demanding while products are not very conducive to them
and offered better products from the competitors.
According to Cooper and Kaplan, {May-June 1991}, it is
not always to produce safisfied customers because
numerous competitors can do this but is o produce
delighted and loyal customer. This means that the
customers are should not only be satisfied with services
and produds butalse be refained in the company.
Companies who are seeking to expand their sales and
profitmust spend time and resources searching for new
customers,

To begin, the company develops advertisements and
places them in media in order to attain new prospeds, it
also sends direct e-mail and makes phone <alls o find
new possibilities,

According to Gitomer (19%8), to altract new prospeds,
the company can use:

1. Product Development: which involves the
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development of new products for the prevailing
market with a viewto:

i.  Meetthe changing needs of customers,

ii. Match new compatitive offerings.

iii. Takeadvantage of latesttechnelogy.

v. Meetthe needs of parficular market sagments.

Product development is suitable when changing needs
and tasks resvlis in the unfolding of new segments orwhen
technological and competitive changes encourage firms
to modify their product lines.

2. Pockaging: It is the development of a design for
confainers and graphs fora predud. kinvelves all the
activities of designing and produdng the containeror
wrapperfora produdt.

3. Promofions: It is the use of any short-term incentives to
mofivate customers o inferact with the company.

4. Adverising: It is a paid form of non-personal
communication about o company, its product or its
activities and vsed to inform, convince and remind
the custorners.

2.1.2 Need for Customer Retention

According to Senge [2001), most of the marketing theory
and practices focus on the art of atiracting new customers
as opposed to refaining and cultivafing existing ones,
raditionally, the emphasis has always been on making
sales and not on building relafionships. A company is
supposed to measure customer satisfaction on ¢ regular
basis because the key to customer refention is customer
satisfaction. A highly satisfied customer is going to stay
loyal for longer, will buy more, talk in favour of the
company and its produd, do not pay aftention to other
compefing brands and is comparatively way less sensifive
fo cost, offers service or product ideas to the company and
cost less to serve than the new customers becouse
fransactions are rouvtine. Some companies think that
obtaining a sense of customer satishaction is all
aboulsolyving customer complaints, but as per studies,
96% of unsatisfied customers never complain but many
juststop buyingthe products.

2.1.4 Forming Strong Customer Bonds

Berry and Parsuraman ({2005) haove identified
threetachniques for retention-building:

¢ Adding Financial Benefits: Two financial benefits that
companies can offer are frequency packages and
membership marketing. Frequency programs ars
designed in order toofler rewards to custormners whe

purchase often and in extensive amounts. Frequency
marketing is all about the acknowledgment of the
truth that 20 pereant of a company's custemers would
passibly account for 80 parcent of its business. Many
companies have created membership club programs
to bond customers doser to the company and # is
open for all individuals whe purchase a service or
produdt.

¢ Adding Social Bensfits: Company emplayes warks on
growing social bonds with customers by the way of
individualizing aond personalizing customer
relationships.

¢ Adding Structural Ties: The Company can alse supply
custorners with special equipmert or computer
linkages that can help customers to manage orders,
payroll and inventory.

According to Alan See, (2003) following are the eight
steps to build strong customerbonds:

®  Brand: The Company needs to start with a very strong
brand identity that can be identified easily by the
customer. The brand must not only communicate a
message but also inform, inspire and deliver as
promised.

® |leaming Relationships: Companies that put into
effectmastering relationships are able tounderstand
and predict o customer's unique needs. Leaming
companies put into account that great customer
experiences begin with paying aftention to the
custorner and their need to leam instead of falking to
the customarto sall.

* Use Technology: To join in advantageous and
collaborafive approaches, technology also enhances
customer loyalty and delivers a faulless experience
across channels and touchpoints while
demenstrating infegrity and inderest.

¢  Ensure and Empower: Ensure a first-rote customer
interaction that demonstrates a caring dttitude of the
company by empowering employses to resclve
problems. Lovalty can never be developad if the
companies de nottruly care for customers.

®  Grect service: every customer has o service support
nead. Use support incident as an opportunity to
solidify the relationship in offering excellence and
quick service and sclutions fo develop customer trust.

*  One view of the company: regandless of the desires of
cooperafing managers, the custorner in the long run
controls the relationship. Great customer experience
startls when the company focuseson makingthe
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business easier forthe customer.

® |layers: customers have diflerent layers and
relationships are built on trust and dialogue over
time. Customer loyally requires the care and
commitment that takes tims, investment of money,
and have the patience to grow the relationship.

®*  Dynamic recl-fime processes: building relationships
is time-consuming; however instant satisfaction has
been o future of everyday lives for a long time.
Rewardsthe customers and keep promises on time,

2.1.5 Logistic Regression

The troubles that take placa in many fields and sectors are
solved primarily based upon numerical values via
statistical analysis. Logistic Regrassion estimates the
influence of independent wvariobles on dependent
variables. The logistic regression finds the relationship of
the result or output variable with independent variables in
binary or muliple phases. In case of various assumption
distortions [such as normality, common variances, elc.),
logistic regression is usad as an allemaiive to discriminant
analysis and crosstabs. K the dependent variable is binary
or discrete, it also is an alternative 1o the linear regression
analysis. The Logistic Regression analysis creates
alternative solutions in line with the dala of emerging
problems. There are multiple reasons fo use this method in
many fields. They may be gathered under many titles.
Among them are parameter esfimate methods (madmum
likelihood method, weighted Herative least-squares
method, minimum logit chi-squared method). lf it consists
of more variables than the model variables, then the
“Multiple Logistic Regression” model is used,

Logistic Regression is a regressicn technique that helps in
performing oategorization and appointment process. The
reason fo use Logistic Regression is that it determines the
relationship between dependent and independent
variablas to have excellent suitability by means of the least
varigble. k 1s g regression modsl that examines the
relationship among independent variables and those
which have binary result variables as the dependent
variables. Logistic Regression is used not only when
dependent variables are binary but alse when they are
tertiary, temaryor quaternary.

Logistic Regression dims at esfimating  parameters
according fo the logistic model that isfarmed. It is possible
to indude common variables into the models within the
Logistic Regrassion.

2.1.4 Binary Logistic Regression (BLOGREG) Analysis

It is o form of logistic regression analysis which is made
through dependent variables having binary oulcomes
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(1/0, yes/no, does/do not, proves/does not provids, etc.).
It indicated the correlation betwsen one or more input
variables and a binary output variable. Input variables are
either expressive or common variables. Factor variables
are on tha nominal scale and common variables should
be confinuous. As the process to define @ madel in
BLOGREG analysiz may be performed as per the direct
vser defining method {the enter methed), it may be done
through the progressive approach.

2.1.7 Importance of the Lagistic Regression

The Logistic Regression is preferred becauseit aims ot
building a biologically suitable model that can identify the
relationship between the dependent and independert
variables in such a way that it will have excellent suilability
while using the least variables. The use of logistic
regression is increasing especially in recent years. This
method iz an alierndative to the linear regression as the
nomality assumption fails incase of a binary categorical
or multi-categorical discrete variable. About its flexible
wsagesinee it does not have any assumplion limitation, the
fact that the model from the analysis is mathermatically very
flexible and it can be easily interpreted has increased its
interestin the method.

3. Research Methodology
3.1 Type of Researdh

This is descriptive research, specifically o survey. The
motive of this descriptive research is to acquire data and to
know the perspective of the customer towards a local retail
store chain and fe know the potential factors leading 1o
customer refention.

3.1.1 Population

The target population for the research is visitors fo the
store.

3.1.2 Sample and Sampling Technique

Convenience sampling has been used to gather deta from
respondents who were readily available to provide the
necassary information.

3.2Type of Data

The source for this research was mainly the primary source
or the customers visiting the store. The primary dola
gathered for this study was acquired through a self-
designed questionnaire filled by the visitors of tha store,

3.2.2 Instrumennt for data collection

The instrument used 1o gather data was a questionnaire.
The questionnaire was divided into two sections. The first
section consisted of the questions about persenal data of
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respondents and the second seclion was drafted to know
the perception of the customers about various factors
leading to custorner retention.

3.2.3 Procedure for Data Collection

The questionnaire was distributed to the stores 1o collect
the customers responses and the store authorities were
requested 1o get it filled os more as possible in 10 days.
After 10 days, the researcher collected the questionnaire
from the store and analysed it

3.3 Method of Data Analysis

The analysis has been done by creafing a regression
model using Python programming with the data collected
trom the stora.

4, Research Gap

Severdal studies have been done to determine the potential
factors leading o customer satistaction and retention and
developing a model to find it for the big scale companies,
but it has never been done on 4 local refail store chain,
Local retail stores have different marketing needs to retain
customers and work is being done to identify those needs
based on that, praparing a modal to identifying the same
iz baing dona in this study.

5. Data Analysis

The data for the research is collecled via a questionnaire.
In this research, 19 independent {inpu) variables and 1
dependent joutpul] variable are used to develop a
regrassion model. Numeric coding for the dala is dore in
excel ond data cleaning, data analysis, ond madel
development is dons on Python Jupyter consols as
described helow:

1. Coding of Datain Microsoft Excel: The data collected
from the questionnaire was row and uncleaned and
saved in the .csvformat, The uncleaned dota has 130
rows with some missing values. The column named
Timestamp' is removed and the file is saved for
analysis in python.

2, Data Cleaning in Python: The libraries and the
datasst ars imported in python console end the
dataset is checked for missing values. Then, the rows
with missing values are remeoved and the data set is
again checked for missing values so as to make sure
that all the mizsing values are rernaoved.

3. Data Analysis in Python; The nurber of rows left and
the datatype of variables ane checked, the libraries for
data analysis are imported and o heatmap is
devalopad to represant the corrslation between the
variables.

4. Model Development in Python: After the analysis, the
Logistics Regression model is developed with
customer retention as the cutput variable and all
other variables as the input variables. For this,
libraries for Logistic Regression are imported,
dependent and independent variables are defined,
and the daka is parted into training and testing
sample. In this model, the test size is faken to be 0.3,
which means that 60% of available data is used for
fraining the model and the rest 30% of data is vsed tor
fasting the model accuracy,

After this, the Logistic Regression model is developed,
is fitted on the training dataset and the output values
are predicted forthe testing data.

5. (Checking the Accuracy of Regression Medsl: Firstly,
the library for accuracy check iz imporied and the
model accuracy iz checked on the basis of actual and
predicted output. The aocuracy of the Logistic
Regression model is found to be 82.86% which is very
good,

4. Forming the Regression Equafion: The p-coeffidents
and the intercept are also obtained from the model o

developthe equation.
5.1 Data Irerpretation

It con be clearly seen from the heatmap below
representing the comelation between different variables
that the level of satisfaction a customer gets after making a
purchass from the store has the highest comslation with
custorner retention. Other variables with a comparatively
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higher degree of comelation include Customers' frust in
the brand, their brand imoge, and the behaviour of
etendants.

Adter this, the Logistic Regression model is developed with
82.86% model accuracy and the regression equation is
found to be:

T Purinm
Profrvace

= 137 + 062X gonger = T1Kagn * 010X Empioyment +0.54K  pwnmal
Sinine

Pardly Incomea
- DO permoe Prom - 052K proque +.26K -0

+ 021X prodoct - 056Xeacagng +076X  Eumot  + $22KDiscount

Orgrnlciey Syt Miking Papmeak Offier

- 0A1XLomiy Teward + 020X pos Purchase = 054K 15 arenden £5 Lovel

Programs Suppart of Knowledgs
+ 090X yandon ts - 017 Kasmosphare + 074X 1umelof  + 0:68grand
Behaylr in Stoce Satiafaction [mage

- 0.37Xpmuing - 027X gpmotion  + 044X of + 004X cnaomer
Paciliy Artachment Troszr Roviews

. Finding and Suggestion

Under this rasearch, the custorner's perspactive on various
factors that affects the custorer's shopping prefersnce
from the brand store is collected and analysed to identify
the potential factors that affedt the customers purchase
decision the most. The most affecting factor among all the
fadors is found 1o be the customer’s level of satisfaction on
purchasing products from the stores. Other potential
factors include customer's trust in the brand, their brand
image, and the behaviour of their attendanis.

A Logistic Regression modal is developed to identify the
customer's purchase preference from the stores based on
their responses from the questionnoire. The model is
found to be 82.84% accurate which is considered 1o be
very high.

A Regression equdtion is developed to find the customers
shopping preference from the stores or Customer
Retention of the brand.

7. Recommendation

In this research, a single local retail store chain is taken
inte consideration, the potential faclers that lead to
custorner refention are identified and a regression model
is developed 1o find the customer's shopping preference
from the store. In the future, a similar research con be
conducted on different stores using the same model to
analyse their customer refention strategies. This analysis
can benefit those stores to frame and strengthen their
customer retenticn strategies.

The analysis con be done with a higher number of
respondents to make the regression model stronger and
more accurate.

Detarmination of Potential Factors and Preparationof Model for Customer Refention
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