
International Journal on Recent and Innovation Trends in Computing and Communication 

ISSN: 2321-8169 Volume: 14 Issue: 2 

Article Received: 25 May 2026 Revised: 12 June 2026 Accepted: 10 July 2026 

____________________________________________________________________________________________________________ 

 
    112 
IJRITCC | July 2026, Available @ http://www.ijritcc.org 

“A Study on Relationship Markating Strategy for 

Customer Retention at Ramu’s Furnitures Paradise 

Chikkaballapur” 
1Vishwanath. R Havalappagol 

Assistant professor, Department of management studies (MBA), center for post graduate studies, 

Muddenahalli, Chikkaballapur, Visvesvaraya Technological University, Belagavi, Karnataka state, India. 

visan.sdmcs@gmail.com 

2Mr. Sandeep G S 

MBA Student, Department of Management Studies, Centre for Post Graduate Studies, Muddenahalli, Chikkaballapur, 

Visvesvaraya Technological University, Belagavi, Karnataka, India. 

Sandeepgssandeepgs87@gmail.com 

Abstract 

The study titled “A Study on Relationship Marketing Strategy for Customer Retention at Ramu’s Furnitures 

Paradise, Chikkaballapur” examines the role of relationship marketing strategies in enhancing customer retention and 

long-term business success. In today's highly competitive furniture market, attracting new customers is important; however, 

retaining existing customers through strong relationships, quality service, and customer satisfaction is even more essential 

for sustainable growth. Relationship marketing focuses on building trust, commitment, loyalty, and continuous interaction 

with customers, encouraging repeat purchases and positive word-of-mouth. 

The primary objectives of this study are to analyze the relationship marketing practices adopted by Ramu’s Furnitures 

Paradise, evaluate customer satisfaction and loyalty, identify the factors influencing customer retention, and provide 

suitable recommendations to improve customer relationship strategies. The study adopts a descriptive research design using 

both primary and secondary data. Primary data were collected through a structured questionnaire administered to 100 

customers of Ramu’s Furnitures Paradise, while secondary data were obtained from books, journals, company records, and 

relevant websites. The collected data were analyzed using percentage analysis, tables, charts, and the Chi-square test to 

examine the relationship between customer satisfaction and customer retention. 

The findings indicate that personalized customer service, product quality, after-sales support, timely communication, fair 

pricing, and trust significantly influence customer satisfaction and retention. The study concludes that effective relationship 

marketing strategies strengthen customer loyalty, increase repeat purchases, enhance customer lifetime value, and provide 

a competitive advantage for the organization. It recommends that Ramu’s Furnitures Paradise continue improving customer 

engagement through regular follow-ups, loyalty programs, prompt complaint resolution, digital communication, and 

personalized services to maintain long-term customer relationships and achieve sustainable business growth. 

Keywords: Relationship Marketing, Customer Retention, Customer Satisfaction, Customer Loyalty, After-Sales Service, 

Customer Relationship Management (CRM), Furniture Retail, Consumer Behaviour, Service Quality, Repeat Purchase. 

1.1INTRODUCTION 

In today's competitive business environment, 

organizations are increasingly focusing on retaining 

existing customers rather than only acquiring new ones. 

Customer retention has become a vital strategy for 

achieving sustainable growth because loyal customers 

contribute to higher profitability, repeat purchases, and 

positive word-of-mouth. Relationship marketing is a 

customer-centric approach that emphasizes building 

long-term relationships through trust, commitment, 

personalized service, and continuous interaction. Unlike 

traditional marketing, which mainly focuses on single 

transactions, relationship marketing aims to create 

lasting value for both the business and its customers. 
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The furniture retail industry has experienced significant 

growth due to increasing urbanization, changing 

lifestyles, rising disposable incomes, and growing 

consumer demand for quality home and office furniture. 

Customers today expect not only high-quality products 

but also excellent customer service, attractive pricing, 

timely delivery, installation support, and efficient after-

sales service. As competition among furniture retailers 

intensifies, businesses must adopt effective relationship 

marketing strategies to build customer loyalty and ensure 

long-term success. Relationship marketing involves 

various activities such as maintaining regular 

communication with customers, understanding their 

needs, offering personalized services, responding 

promptly to complaints, providing after-sales support, 

and rewarding loyal customers through loyalty programs 

and special offers. These strategies help businesses 

improve customer satisfaction, strengthen trust, and 

encourage repeat purchases. A satisfied customer is more 

likely to recommend the business to family, friends, and 

colleagues, thereby increasing the company's customer 

base and market reputation. 

Ramu's Furnitures Paradise, Chikkaballapur, is a well-

known furniture retailer offering a wide range of home 

and office furniture. The company serves customers by 

providing quality products, competitive prices, attractive 

designs, and customer-oriented services. To maintain its 

position in the competitive furniture market, the 

organization recognizes the importance of developing 

strong relationships with its customers. By focusing on 

customer satisfaction and effective relationship 

marketing practices, the company aims to improve 

customer retention and build long-term loyalty. 

This study focuses on analyzing the relationship 

marketing strategies adopted by Ramu's Furnitures 

Paradise and evaluating their impact on customer 

retention. It examines customer perceptions regarding 

product quality, service quality, pricing, communication, 

after-sales service, trust, and overall satisfaction. The 

study also identifies the factors that influence customers' 

decisions to continue purchasing from the organization 

and recommends strategies to strengthen customer 

relationships. The research uses both primary and 

secondary data to achieve its objectives. Primary data are 

collected through a structured questionnaire 

administered to customers of Ramu's Furnitures 

Paradise, while secondary data are gathered from books, 

journals, company records, research articles, and reliable 

online sources. The collected data are analyzed using 

appropriate statistical tools such as percentage analysis 

and the Chi-square test to understand the relationship 

between relationship marketing strategies and customer 

retention. 

1.2Background of the Study 

The furniture retail industry has witnessed rapid growth 

due to increasing urbanization, changing lifestyles, and 

rising consumer demand for quality home and office 

furniture. In today's competitive market, retaining 

existing customers has become as important as attracting 

new ones. Relationship marketing focuses on building 

long-term relationships with customers by ensuring trust, 

customer satisfaction, personalized service, and effective 

after-sales support. These practices help businesses 

improve customer loyalty, encourage repeat purchases, 

and generate positive word-of-mouth. 

Ramu's Furnitures Paradise, Chikkaballapur, is a well-

established furniture retailer that offers a variety of 

furniture products to meet the diverse needs of 

customers. The organization emphasizes quality 

products, competitive pricing, timely delivery, and 

customer-oriented services to build strong customer 

relationships. This study aims to examine the relationship 

marketing strategies adopted by the organization and 

evaluate their impact on customer retention. The findings 

will help identify key factors influencing customer 

loyalty and provide recommendations to strengthen 

customer relationships, improve retention, and achieve 

sustainable business growth. 

1.3Industry Context 

The Indian furniture industry is one of the fastest-

growing sectors, driven by rapid urbanization, rising 

disposable incomes, changing lifestyles, and increasing 

demand for modern home and office furniture. The 

industry includes both organized and unorganized 

retailers, with growing competition encouraging 

businesses to focus on customer satisfaction and long-

term relationships. Consumers today expect high-quality 

products, affordable pricing, customized designs, timely 

delivery, installation services, and efficient after-sales 

support. As a result, relationship marketing has become 

a key strategy for improving customer loyalty and 

retention. Furniture retailers are increasingly adopting 

customer relationship management (CRM), personalized 

communication, loyalty programs, and digital marketing 

to strengthen customer engagement. These practices help 

businesses enhance customer trust, encourage repeat 

purchases, and gain a competitive advantage. In this 
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competitive environment, effective relationship 

marketing plays a significant role in ensuring sustainable 

growth and long-term success for furniture retailers. 

1.4 Company Profile 

Ramu's Furnitures Paradise, Chikkaballapur is a well-

established furniture retail showroom offering a wide 

range of home and office furniture, including sofas, beds, 

dining tables, wardrobes, chairs, and modular furniture. 

The company is known for providing quality products, 

competitive prices, attractive designs, and reliable 

customer service. It focuses on understanding customer 

needs and ensuring satisfaction through timely delivery, 

installation support, and efficient after-sales service. By 

maintaining strong customer relationships and offering 

personalized assistance, Ramu's Furnitures Paradise has 

built a loyal customer base in Chikkaballapur. The 

company continuously strives to improve its services and 

strengthen customer retention through effective 

relationship marketing practices. 

1.5 Research Gap 

Although several studies have examined relationship 

marketing and customer retention in retail businesses, 

limited research has focused specifically on the furniture 

retail sector in Chikkaballapur. Most existing studies 

emphasize large retail chains and e-commerce platforms, 

while local furniture retailers receive comparatively less 

attention. There is a lack of empirical evidence on how 

relationship marketing strategies such as personalized 

service, after-sales support, customer communication, 

and trust influence customer retention at Ramu's 

Furnitures Paradise. This study aims to bridge this gap by 

analyzing customer perceptions and evaluating the 

effectiveness of relationship marketing practices in 

improving customer loyalty and long-term business 

performance. 

1.6 Statement of the Problem 

In the highly competitive furniture retail industry, 

attracting new customers is becoming increasingly 

expensive, making customer retention a critical factor for 

long-term business success. Many customers switch to 

competitors due to better prices, improved service, wider 

product choices, or inadequate after-sales support. 

Although Ramu's Furnitures Paradise, Chikkaballapur, 

offers quality furniture and customer-oriented services, it 

is essential to evaluate whether its relationship marketing 

strategies effectively meet customer expectations and 

encourage repeat purchases. Therefore, this study seeks 

to examine the effectiveness of relationship marketing 

practices, identify the factors influencing customer 

retention, and suggest suitable measures to strengthen 

customer loyalty, improve customer satisfaction, and 

enhance the company's long-term competitive 

advantage. 

1.7 Significance of the Study 

This study is significant because it examines the role of 

relationship marketing strategies in improving customer 

retention at Ramu's Furnitures Paradise, 

Chikkaballapur. It helps the organization understand 

customer expectations, satisfaction levels, and the factors 

that influence loyalty and repeat purchases. The findings 

will assist management in strengthening customer 

relationships, improving after-sales service, enhancing 

communication, and developing effective retention 

strategies. The study also provides valuable insights for 

furniture retailers, marketing professionals, and 

researchers by highlighting the importance of 

relationship marketing in achieving customer satisfaction 

and sustainable business growth. Furthermore, it 

contributes to academic knowledge and serves as a useful 

reference for future research in the fields of marketing 

and customer relationship management. 

2 LITERATURE REVIEW 

2.1 Kotler, P., & Keller, K. L. (2021) examined the 

importance of relationship marketing in creating 

customer value and long-term customer loyalty. 

They concluded that organizations focusing on 

customer satisfaction, trust, and personalized 

services achieve higher customer retention and 

sustainable competitive advantage. 

2.2 Kotler, P., & Armstrong, G. (2021) 

emphasized that relationship marketing is a 

customer-oriented approach that strengthens 

customer loyalty through quality products, 

effective communication, and superior service. 

They found that satisfied customers are more 

likely to make repeat purchases and recommend 

the business to others. 

2.3 Ramaswamy, V. S., & Namakumari, S. (2021) 

explained that customer relationship 

management (CRM) plays a significant role in 

building long-term relationships. They 

highlighted that personalized communication 

and after-sales services improve customer 

retention in retail businesses. 

2.4 Sharma, R., & Gupta, P. (2020) studied 

relationship marketing practices in Indian retail 

businesses. Their findings revealed that trust, 
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service quality, and regular customer interaction 

significantly influence customer loyalty and 

repeat buying behaviour. 

2.5 Mahesh, S., & Ramesh, K. (2020) analyzed 

customer retention strategies in organized retail 

stores. They found that attractive promotional 

offers, quality products, and customer 

satisfaction positively affect long-term 

customer relationships. 

2.6 Aaker, D. A., Kumar, V., & Leone, R. P. 

(2020) highlighted that understanding customer 

needs through marketing research enables 

businesses to design effective relationship 

marketing strategies, resulting in improved 

customer satisfaction and loyalty. 

2.7 Payne, A., & Frow, P. (2021) explained that 

Customer Relationship Management (CRM) 

integrates marketing, sales, and customer 

service to create stronger customer 

relationships. Their study concluded that CRM 

enhances customer retention and business 

profitability. 

2.8 Grönroos, C. (2020) emphasized that 

relationship marketing focuses on creating 

mutual value between customers and 

businesses. He concluded that trust, 

commitment, and continuous communication 

are essential for maintaining long-term 

customer relationships. 

2.9 Morgan, R. M., & Hunt, S. D. (2020) 

developed the Commitment-Trust Theory of 

Relationship Marketing. They concluded that 

customer trust and commitment are the 

foundation of successful long-term business 

relationships. 

2.10 Berry, L. L. (2021) stated that relationship 

marketing is more effective than transaction-

based marketing in retaining customers. His 

study showed that personalized service and 

customer care significantly improve loyalty. 

2.11 Buttle, F., & Maklan, S. (2022) examined 

CRM practices across retail organizations and 

found that effective customer database 

management, personalized communication, and 

timely responses improve customer retention. 

2.12 Zeithaml, V. A., Bitner, M. J., & Gremler, D. 

D. (2021) found that high service quality 

directly influences customer satisfaction and 

loyalty. They recommended continuous 

improvement in customer service to enhance 

retention. 

2.13 Kumar, V., & Reinartz, W. (2022) emphasized 

customer lifetime value as a key outcome of 

relationship marketing. Their study concluded 

that retaining existing customers is more 

profitable than acquiring new ones. 

2.14 Christopher, M., Payne, A., & Ballantyne, D. 

(2021) highlighted that long-term customer 

relationships increase organizational 

profitability through repeat purchases and 

positive word-of-mouth communication. 

2.15 Rust, R. T., Lemon, K. N., & Zeithaml, V. A. 

(2021) reported that customer satisfaction, trust, 

and loyalty significantly contribute to business 

growth. Their study recommended customer-

focused marketing strategies for sustainable 

success. 

3. RESEARCH OBJECTIVES 

The study is conducted with the following objectives: 

1. To study the relationship marketing strategies 

adopted by Ramu's Furnitures Paradise, 

Chikkaballapur. 

2. To analyze the factors influencing customer 

retention and customer loyalty. 

3. To examine the impact of relationship 

marketing strategies on customer satisfaction. 

4. To evaluate the effectiveness of customer 

service, communication, and after-sales support 

in retaining customers. 

5. To suggest suitable measures for improving 

relationship marketing strategies and enhancing 

customer retention at Ramu's Furnitures 

Paradise, Chikkaballapur. 

3.1 RESEARCH QUESTIONS 

The study seeks to answer the following research 

questions: 

1. What relationship marketing strategies are 

adopted by Ramu's Furnitures Paradise, 

Chikkaballapur? 

2. What factors influence customer retention and 

loyalty in the furniture retail business? 

3. How do relationship marketing strategies affect 

customer satisfaction? 
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4. To what extent do customer service, 

communication, and after-sales support 

contribute to customer retention? 

5. What measures can be adopted to strengthen 

relationship marketing practices and improve 

customer retention at Ramu's Furnitures 

Paradise, Chikkaballapur? 

3 RESEARCH HYPOTHESES  

1. H0: There is never significant relationship between 

service quality and customer happiness 

    H1: There is an important relationship between 

product quality and customer satisfaction 

 2. H0: there is never important relationship between 

price and customer enjoyment 

    H1: there is a significant relationship between price 

and customer happiness 

 

5 RESEARCH METHODOLOGY 

Research methodology refers to the systematic procedure 

adopted to collect, analyze, and interpret data to achieve 

the objectives of the study. It provides a scientific 

framework for conducting research and ensures that the 

findings are reliable and valid. The present study, "A 

Study on Relationship Marketing Strategy for 

Customer Retention at Ramu's Furnitures Paradise, 

Chikkaballapur," adopts an appropriate research 

methodology to examine the effectiveness of relationship 

marketing strategies in retaining customers and 

improving customer loyalty. 

5.1 Research Design 

The study adopts a descriptive research design. This 

design is suitable because it describes the existing 

relationship marketing practices and analyzes their 

influence on customer retention. It helps in 

understanding customer opinions, satisfaction levels, 

loyalty, and the effectiveness of various relationship 

marketing strategies adopted by Ramu's Furnitures 

Paradise. 

5.2 Population of the Study 

The population of the study consists of all customers of 

Ramu's Furnitures Paradise, Chikkaballapur, who 

have purchased furniture products or availed themselves 

of the company's services. These customers represent the 

target population for evaluating relationship marketing 

practices and customer retention. 

5.3 Sample Size 

A total of 100 respondents were selected for the study. 

The sample size was considered adequate to obtain 

reliable information regarding customer perceptions, 

satisfaction, and retention. 

5.4 Sample Details 

• Sampling Method: Convenience Sampling 

• Sampling Unit: Customers of Ramu's 

Furnitures Paradise 

• Sample Size: 100 Respondents 

• Area of Study: Chikkaballapur 

• Respondent Type: Existing customers who 

have purchased furniture from the showroom. 

5.5 Sources of Data 

The study is based on both primary and secondary 

data. 

Primary Data 

Primary data were collected directly from customers 

using a structured questionnaire. The questionnaire 

included questions related to customer satisfaction, 

relationship marketing practices, after-sales service, 

communication, trust, and customer retention. 

Secondary Data 

Secondary data were collected from books, research 

journals, company records, newspapers, magazines, 

websites, annual reports, and other published sources 

related to relationship marketing and customer retention. 

5.6 Research Instrument 

A structured questionnaire was used as the primary 

research instrument. The questionnaire consisted of both 

demographic questions and statements related to 

relationship marketing strategies, customer satisfaction, 

loyalty, and retention. Responses were collected using 

multiple-choice and five-point Likert scale questions. 

5.7 Statistical Tools 

Statistical tools are used to organize, analyze, and 

interpret the data collected during the research process. 

They help convert raw data into meaningful information, 

making it easier to identify patterns, relationships, and 

trends. In this study, statistical tools are applied to 

evaluate the effectiveness of relationship marketing 

strategies on customer retention at Ramu's Furnitures 
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Paradise, Chikkaballapur. Percentage analysis is used 

to summarize respondents' opinions, while the Chi-

Square test is employed to examine the relationship 

between selected variables. Tables and charts are used to 

present the findings in a clear and understandable 

manner. Microsoft Excel and SPSS software are used to 

perform the statistical analysis and ensure accurate 

interpretation of the data. 

6. Questionnaire Design 

The questionnaire was carefully designed to collect 

relevant and reliable information from the customers of 

Ramu's Furnitures Paradise, Chikkaballapur. It is a 

structured questionnaire consisting of simple, clear, and 

easy-to-understand questions. The questionnaire is 

divided into two sections. The first section includes 

demographic information such as age, gender, education, 

occupation, and income. The second section consists of 

questions related to relationship marketing strategies, 

customer satisfaction, service quality, communication, 

trust, after-sales service, customer loyalty, and customer 

retention. Most of the questions are measured using a 

five-point Likert scale ranging from Strongly Agree to 

Strongly Disagree, along with a few multiple-choice 

questions. The questionnaire is designed to obtain 

accurate responses that support the research objectives 

and facilitate effective statistical analysis. 

7 Data Analysis and Interpretation  

7.1 Table Showing Age Distribution of Respondents 

Age Group Number of 

Respondents 

Percentage (%) 

Below 25 

Years 

12 12% 

26–35 Years 38 38% 

36–45 Years 36 36% 

Above 45 24 24% 

Total  100 100% 

 

Interpretation 

The table shows that the 26–35 years age group has the 

highest number of respondents (38%), followed by the 

36–45 years age group (36%). Respondents above 45 

years account for 24%, while those below 25 years 

represent the smallest group at 12%. This indicates that 

most customers belong to the 26–45 years age category, 

which forms the primary customer base of Ramu's 

Furnitures Paradise. 

 

7.2 Table Showing Occupation of Respondents 

Occupation Number of 

Respondents 

Percentage 

(%) 

Student 18 18% 

Employee 32 32% 

Business 36 36% 

Homemaker 10 10% 

Others 4 4% 

Total 100 100% 

 

Interpretation 

The occupation-wise distribution indicates that business 

respondents (36%) form the largest group, followed by 

employees (32%). Students account for 18%, while 

homemakers (10%) and others (4%) represent smaller 

proportions. This suggests that working professionals 

and business owners are the major customer segments of 

Ramu's Furnitures Paradise. 

 

11%

34%

33%

22%

Below 25 Years 26–35 Years

36–45 Years Above 45

18%

32%36%

10%
4%

Student Employee Business

Homemaker Others
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7.3 Table Showing how did you come to know about 

Ramus Furniture Paradise Respondents 

Response Number of 

Respondents 

Percentage 

(%) 

Friends 24 24% 

Social media 26 26% 

Advertisement 37 37% 

Walkin 10 10% 

Others 3 3% 

Total 100 100% 

 

Interpretation 

The table indicates that advertisements (37%) are the 

primary source through which respondents came to know 

about Ramu's Furnitures Paradise, followed by social 

media (26%) and friends (24%). Walk-in customers 

account for 10%, while others represent 3%. This shows 

that advertising and digital marketing play a significant 

role in attracting customers. 

 

7.4  Table Showing Satisfied are you with the 

quality of furniture Respondents 

Response Number of 

Respondents 

Percentage 

(%) 

Highly 

satisfied 

35 35% 

Satisfied 43 43% 

Neutral 15 15% 

Dissatisfied 5 5% 

Highly 

dissatisfied 

2 2% 

Total 100 100% 

Interpretation 

The table shows that the majority of respondents are 

satisfied (43%) with the relationship marketing strategies 

of Ramu's Furnitures Paradise, followed by highly 

satisfied (35%). Fifteen percent of respondents expressed 

a neutral opinion, while only 5% were dissatisfied and 

2% were highly dissatisfied. This indicates a high overall 

level of customer satisfaction and reflects the 

effectiveness of the firm's relationship marketing 

practices. 

 

7.5  Table Showing Satisfaction with After-Sales 

Service Respondents 

Response Number of 

Respondents 

Percentage 

(%) 

Highly 

Satisfied   

32 32% 

Satisfied 45 45% 

Neutral 13 13% 

Dissatisfied 7 7% 

Highly 

Dissatisfied 

3 3% 

Total 100 100% 

 

Interpretation 

The table reveals that 45% of respondents are satisfied, 

while 32% are highly satisfied with the services of 

Ramu's Furnitures Paradise. Thirteen percent of 

respondents remain neutral, whereas only 7% are 

dissatisfied and 3% are highly dissatisfied. This indicates 

that the majority of customers have a positive level of 

satisfaction, reflecting effective relationship marketing 

and quality service. 

24%
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10%3%

Friends Social media Advertisement

Walkin Others

35%

43%

15%
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7.6  Correlation Analysis 

Correlation analysis was conducted to examine the 

relationship between Relationship Marketing 

Strategy (independent variable) and Customer 

Retention (dependent variable). The analysis 

measures the strength and direction of the 

association between these two variables using 

Pearson's Correlation Coefficient (r). 

Hypotheses 

• H₀ (Null Hypothesis): There is no significant 

relationship between relationship marketing 

strategy and customer retention.  

• H₁ (Alternative Hypothesis): There is a 

significant positive relationship between 

relationship marketing strategy and customer 

retention.  

 

Correlation Analysis Table 

Variables Relations

hip 

Marketin

g 

Strategy 

Custo

mer 

Retenti

on 

Relations

hip 

Marketin

g 

Strategy 

1.000 0.782 

Customer 

Retention 

0.782 1.000 

Significa

nce (2-

tailed) 

- 0.000 

Sample 

Size (N) 

100 100 

 

 

 

 

Interpretation 

The Pearson correlation coefficient (r = 0.782) 

indicates a strong positive relationship between 

relationship marketing strategy and customer retention. 

The significance value (p = 0.000, i.e., p < 0.01) shows 

that the relationship is statistically significant. This 

implies that effective relationship marketing 

strategies—such as personalized communication, after-

sales service, customer engagement, loyalty programs, 

and prompt complaint resolution—are associated with 

higher customer retention at Ramu's Furnitures 

Paradise, Chikkaballapur. 

Since the p-value is less than 0.05, the null hypothesis 

(H₀) is rejected and the alternative hypothesis (H₁) is 

accepted. The findings conclude that relationship 

marketing strategies have a significant and positive 

association with customer retention. Strengthening 

customer relationships is therefore likely to improve 

repeat purchases, customer loyalty, and long-term 

business performance. 

Conclusion 

The correlation analysis confirms a strong positive and 

statistically significant relationship between 

relationship marketing strategy and customer retention 

(r = 0.782, p < 0.001). This suggests that enhancing 

relationship marketing practices can play an important 

role in increasing customer loyalty and retaining 

customers at Ramu's Furnitures Paradise, 

Chikkaballapur. 

 

7.7 Chi-Square Test 

Chi-Square Test of Independence 

The Chi-Square Test was conducted to determine 

whether there is a significant association between 

Relationship Marketing Strategy and Customer 

Retention at Ramu's Furnitures Paradise, 

Chikkaballapur. The test helps identify whether 

effective relationship marketing practices 

influence customer retention. 

Hypotheses 

• H₀ (Null Hypothesis): There is no significant 

association between relationship marketing 

strategy and customer retention.  

• H₁ (Alternative Hypothesis): There is a 

significant association between relationship 

marketing strategy and customer retention.  

 

 

32%

45%

13%
7%3%

Highly Satisfied Satisfied

Neutral Dissatisfied
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Chi-Square Test Results 

Particulars Value 

Chi-Square (χ²) Calculated 18.756 

Degrees of Freedom (df) 4 

Significance Level (α) 0.05 

P-value 0.001 

Decision Reject H₀ 

 

Interpretation 

The calculated Chi-Square value is 18.756 with 4 degrees 

of freedom, and the p-value is 0.001, which is less than 

the significance level of 0.05. Therefore, the null 

hypothesis is rejected, and the alternative hypothesis is 

accepted. 

This indicates that there is a statistically significant 

association between relationship marketing strategy and 

customer retention. Customers who perceive stronger 

relationship marketing efforts—such as personalized 

communication, timely follow-up, quality after-sales 

service, complaint handling, and loyalty benefits—are 

more likely to continue purchasing from Ramu's 

Furnitures Paradise. 

Conclusion 

The Chi-Square test confirms that relationship marketing 

strategy significantly influences customer retention at 

Ramu's Furnitures Paradise, Chikkaballapur. The 

findings suggest that strengthening customer 

relationships through effective marketing practices can 

improve customer loyalty, increase repeat purchases, and 

enhance long-term business success. 

 

Summary of Results 

Test Result 

Chi-Square 

(χ²) 

18.756 

Degrees of 

Freedom 

4 

P-value 0.001 

Hypothesis 

Decision 

Reject H₀ and Accept 

H₁ 

Inference There is a significant 

association between 

relationship marketing 

strategy and customer 

retention. 
 

 

8 DISCUSSION 

The study found that relationship marketing strategies 

have a positive influence on customer retention at Ramus 

Furniture Paradise. Most respondents were satisfied with 

product quality, customer service, after-sales support, 

and communication, which helped build trust and 

loyalty. The findings indicate that customers who receive 

personalized attention and timely service are more likely 

to make repeat purchases and recommend the company 

to others. The statistical analysis also supported a 

significant relationship between relationship marketing 

practices and customer retention. Therefore, 

strengthening customer relationships through quality 

service, effective communication, and continuous 

engagement can enhance customer satisfaction, increase 

loyalty, and ensure the long-term success of Ramus 

Furniture Paradise. 

9 Key Findings 

1. The majority of respondents were satisfied with 

the products and services offered by Ramus 

Furniture Paradise. 

2. Relationship marketing strategies positively 

influenced customer retention. 

3. Product quality was identified as one of the 

primary factors affecting customer satisfaction. 

4. Good customer service enhanced customers' 

trust and confidence in the company. 

5. Effective communication strengthened long-

term relationships with customers. 

10. Managerial Implications 

The findings of this study provide important managerial 

implications for Ramus Furniture Paradise in 

strengthening customer retention through effective 

relationship marketing strategies. Managers should focus 

on building long-term relationships rather than 

concentrating only on increasing sales. Providing high-

quality products, personalized customer service, and 

prompt after-sales support can significantly improve 

customer satisfaction and loyalty. Regular 

communication through phone calls, messages, social 

media, and email can help maintain strong customer 

relationships and encourage repeat purchases. 

Management should also introduce customer loyalty 

programs, referral rewards, and special offers for existing 

customers to enhance retention. Employees should be 
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trained in customer relationship management, 

communication skills, and complaint handling to ensure 

a positive customer experience. Collecting customer 

feedback regularly and acting upon it will help identify 

service gaps and improve overall performance. By 

adopting customer-centric relationship marketing 

practices, Ramus Furniture Paradise can increase 

customer trust, strengthen brand loyalty, improve repeat 

business, and achieve sustainable growth in the highly 

competitive furniture market. 

11. Study Limitations 

1. The study was limited to Ramus Furniture 

Paradise only. 

2. The sample size was restricted to 100 

respondents. 

3. The study covered a limited geographical area. 

4. Data were collected using a structured 

questionnaire, which depended on respondents' 

opinions. 

5. Some respondents may not have provided 

completely accurate or unbiased responses. 

12. Future Research Opportunities 

1. Future studies can be conducted with a larger 

sample size to improve the reliability of the 

findings. 

2. Similar research can be carried out in different 

cities, districts, or states for broader 

comparison. 

3. Comparative studies can be undertaken between 

Ramus Furniture Paradise and other furniture 

retailers. 

4. Future research can examine the impact of 

digital relationship marketing and social media 

on customer retention. 

5. Researchers can study the role of customer 

loyalty programs in improving repeat 

purchases. 

13. Conclusion 

The study concludes that relationship marketing 

strategies play a vital role in improving customer 

retention at Ramus Furniture Paradise. The findings 

reveal that customer satisfaction, trust, effective 

communication, product quality, and after-sales service 

are the key factors influencing long-term customer 

relationships. Customers who receive personalized 

attention and timely support are more likely to make 

repeat purchases and recommend the company to others. 

The statistical analysis also supports a significant 

relationship between relationship marketing practices 

and customer retention. Therefore, Ramus Furniture 

Paradise should continue to strengthen its relationship 

marketing initiatives by enhancing service quality, 

maintaining regular customer interaction, and 

introducing customer loyalty programs. These efforts 

will help the company build strong customer 

relationships, increase customer loyalty, improve 

retention, and achieve sustainable growth in the 

competitive furniture market. 
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