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Sustainability is an emerging phenomenon in the modern world, and it has been an
indispensable concern in customer relationships due to evolutionary changes in consumer
demand. Hence, this study investigates how to maintain a sustainable customer relationship.
It follows subjectivism and interpretivism research philosophies based on ontology,
epistemology, and the constructivist paradigm. Then, it applies an inductive approach, a
qualitative research strategy, and a case study research design. Consequently, primary data
was collected through surveys of four employees and eight customers of a case company in
Bangladesh. In addition, two executives were interviewed using an open-ended questionnaire
via Microsoft Forms and Teams. Finally, the study accumulates the data to make a pattern of
knowledge using thematic analysis.

The research findings indicate that sustainable customer relationships mean customer
satisfaction with business ethics, better experience, product quality, and services that
encourage customers to return to the business. Challenges include fulfilling customer
expectations, supply chain complexities, and business competition, which hinder long-term
sustainability. The company applies a customer-centric strategy to overcome these challenges,
including customer engagement, personalized customer support, trust, customer advocacy,
loyalty programs, and digital shopping experiences. The study suggests that social exchange
theory must consider cultural and social norms in the exchange, along with costs and benefits.

The study suggests that companies must focus on customer-centric mindsets like listening to
customers and solving their problems. Likewise, they must provide more value than the cost
the consumer pays. The government should also maintain consumer rights legislation for
sustainable customer relationships.

' Keywords: customer relationship management, customer satisfaction, sustainability
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1 INTRODUCTION

This chapter provides an overview of the thesis topic, beginning with its relevance and im-
portance to how companies achieve sustainable customer relationships. It then highlights the
background of the research. Then, it provides research gaps by reviewing earlier studies, the
study purpose, and the research objectives, considering the available earlier literature. Fur-
thermore, it elaborates on the scope of this study. Lastly, it discusses the key concepts and

outlines the framework of this study.

1.1 Background

Sustainable customer relationship management (CRM) is a relatively innovative concept. It
addresses the issues or complaints of customers and provides a proper solution based on the
customers' evolving needs. This achieves customer satisfaction and enforces customer loyalty.
Sustainable CRM is essential for businesses to thrive and survive in a globally competitive
market. Especially for businesses that are involved in the online market (Li et al., 2023). Addi-
tionally, businesses that focus on customer retention must focus on customer relationship-
building. Thus, relationship marketing can enhance customer satisfaction through good quality
service and product delivery. If businesses create an engagement with customers, it increases

customer satisfaction and results in a sustainable relationship (Seturi, 2024).

Mohammadi et al. (2023) stated that happy customers often become loyal customers of a com-
pany by positively influencing the customers through green marketing strategies, and listening
to customers’ concerns. Also, presenting an environment-friendly brand and distributing prod-
ucts or services that are not harmful to the environment increases customer satisfaction and
loyalty. This initiate word-of-mouth promotions through satisfied customers, proving the brand's
satisfaction and quality. This can achieve higher sustainability and customer retention due to
customer satisfaction. Then, customer advocacy impacts customer promotions and word-of-
mouth recommendations that measure customers’ satisfaction, loyalty, and intention to recom-
mend (Putera & Famiola, 2024). It indicates that satisfied customers are more willing to engage
with the company and suggest their products or services to acquaintances. This indicates how
customer satisfaction can achieve brand loyalty and sustainable customer relations. Gremler
et al. (2020) also stated that increasing social interactions with customers can positively impact
the customer experience. Relational benefits for customers can boost both customer satisfac-

tion and loyalty.



Moreover, sustainable customer relationships mutually benefit companies and their customers
(Vagasi et al., 2002). This provides insight into how customer relationships with companies can
be sustainable. A sustainable relationship between customers and businesses should be mu-
tually beneficial. It means the customers benefit from the product and services they receive,
and the company gives the product or service to the customer by earning financial profit, cus-
tomer loyalty, and a good reputation. Sustainable customer relationships can be achieved
through loyal customers who are likely to engage with the specific company for longer, thus
making it sustainable. Companies must maintain sustainable customer relationships, espe-
cially in a competitive global market where customers can switch from brand to brand if unsat-
isfied. This is an excruciating challenge for companies in retaining customers. This implies that
achieving satisfaction is one of the primary goals of companies that compete in a global market.
Companies that maintain effective customer relationships are more likely to achieve higher
customer satisfaction. Maintaining customer relationships can provide insights into customers’
expectations of that company’s product or service, impacting customer satisfaction. CRM is an
effective tool that helps companies manage customer connections and achieve that precise
outcome. It helps companies with customer involvement and customizing their products or ser-

vices to meet customer expectations, leading to greater satisfaction.

Additionally, Oluseye et al. (2014) stated that maintaining customer relationships through CRM
is important in achieving customer satisfaction, leading to customer retention and recommen-
dations to other customers. It implies that satisfied customers are likely to engage more with
the dedicated company, which leads to organizational expansion while achieving sustainable
customer relations. In addition, customer relationship management means maintaining and
retaining customers those has the potential to be faithful and profitable, since the business
success strongly relies on them (Rahman et al., 2021). Additionally, CRM is a necessary tool
for maintaining sustainable customer relationships and leads to customer retention through
customer satisfaction. In this case, understanding the customer needs and tailoring the service
to achieve their satisfaction by focusing on them, taking feedback, and implementing their rec-
ommendations on their service. According to Soltani et al. (2018), effective customer relations
depend on information technology, organizational capacity, customer orientation, and cus-
tomer knowledge management. Successful CRM leads to organizational performance, foster-
ing growth and sustainable customer relationships. It only improves the potential of good cus-

tomer relations in a company focusing on customer engagement.



By implementing these factors, CRM tools can more effectively engage with customers to un-
derstand customer behavior and requirements. It helps the company devise a proper strategy
to maintain sustainable customer relationships. Moreover, managing good customer relations
and a good corporate reputation has a positive influence on customer loyalty, as well as cus-
tomer satisfaction, which drives the interconnection among customer relationship manage-
ment, customer loyalty, and organizational commitment (Khan et al., 2020). The previous stud-
ies claim that CRM is tied to customer loyalty and a company’s commitment. In addition, cus-
tomer satisfaction is the pathway to achieving customer loyalty. This is a goal CRM does
achieve, which can lead to customer recommendations resulting in customer relationship sus-
tainability. Again, Ulu (2022) mentioned that CRM can modify services to meet customers'
needs and wants, which could lead to customer satisfaction and retention. This provides in-

sights into customer behavior and can be utilized to become a customer's choice of brand.

1.2 Research gaps and aim

A few recent studies have been reviewed on sustainable customer relationship management
(CRM). For instance, Seturi (2024) explored the relationship between customer satisfaction
and relationship marketing. That research primarily focused on existing businesses' theoretical
perspectives and practices. However, the research does not have empirical validation through
primary data. A detailed exploration of CRM strategies catered to various industries and market
conditions is essential. Furthermore, that research prioritizes loyalty programs like point accu-
mulation. On the other hand, it does not evaluate the long-term effectiveness of loyalty pro-
grams compared to tailored customer engagement strategies. Even though the research men-
tioned digital transformation, it does not sufficiently address the impact of new technologies on

customer retention.

That research is mainly based on secondary sources, which limit the realistic insights into cus-
tomer satisfaction and behavior. Moreover, as the research focused only on the Georgia mar-
ket, that's why the findings did not address the challenges of a diverse business environment.
The research might include mixed data comparing traditional and digital relationship-building
strategies in various markets. Analyzing customer psychology and emotional engagement in
long-term relationships could provide a better understanding of customer retention. On the
contrary, Akter (2024) examined the strategies for creating long-term customer relationships,

maintaining transparent communication, emphasizing trust, and focusing on innovation.
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Additionally, that research demonstrates how businesses can increase customer loyalty and
retention through unique experiences and engagement. Also, that research determines that
tailored interactions, loyalty programs, and constant innovation contribute significantly to long-
term customer connections. Even so, the research relies on the theoretical discussion, restrict-
ing empirical data. Additionally, the research does consider various industries. However, it
does not address the sustainability and cultural influences on relationship marketing. A diverse
and data-driven approach integrating various industries, digital engagement trends, and multi-
ple customer demographics is crucial to strengthen the research. Similarly, Kosasih et al.
(2024) analyzed sustainable customer loyalty in petrochemical industries while integrating cor-
porate image, service innovation, and product quality, making customer satisfaction a media-
tor. That research concludes by emphasizing the product quality’s direct effect on loyalty

through achieving customer satisfaction.

Moreover, that research also suggests that the long-term impact of service innovation and the
significance of corporate image have an impact on customer satisfaction and sustainable cus-
tomer relationships. It is insightful, but the research has some limitations. The sample size is
relatively small, a total of 120 corporate clients of a specific company, which limits generaliza-
bility; since it is in a specific industry, the data gathered has a possible bias in the data stream.
In addition, it also overlooks the role of sustainability in manipulating customer perceptions and
does not consider CRM initiatives. To overcome these constraints, the research could integrate
a longitudinal approach to track customer loyalty patterns and integrate a more generalized
sample across various industries. Likewise, the research could analyze digital strategies and
sustainability as key drivers. By including these dimensions, the research should focus on de-
veloping a more enriched framework to enhance sustainable customer loyalty in a dynamic

business environment.

On the flip side, Li et al. (2023) deeply examined the impact of sustainable CRM in online
shopping, mainly looking into the effectiveness of management information systems (MIS),
customer satisfaction, loyalty, and employee behavior. The study results demonstrate that MIS,
employee behavior, and customer loyalty significantly increase sustainable CRM. Meanwhile,
customer satisfaction has a massive impact on CRM success. However, that research has
some restraints. That research was conducted on a limited sample. There is a possibility of

sample bias and lack of generalizability due to the sample being from a private company.



11

In addition, that research primarily focuses on technological aspects and employee-related
factors. The study overlooks sustainability-driven customer behavior, ethical considerations,
and long-term environmental impacts. It might include a larger sample from multiple industries
to cover these gaps. In addition, that research might include sustainability metrics and analyze
how customer preferences evolve toward ethical consumption, which impacts sustainable
CRM. This approach might provide a better understanding of sustainable CRM's impact in

creating long-term customer engagement.

In a similar stream, Ottolenghi et al. (2022) researched the interrelation of sustainability with
CRM by focusing on how emerging technology assists in achieving sustainable business rela-
tionships. The research assumes that sustainability significantly impacts building CRM strate-
gies and customer needs, focusing on the triple-bottom-line approach. In contrast, the research
is limited to bibliometric data, which lacks empirical insights from customers and businesses.
Furthermore, the research does not explore how firms incorporate sustainability in CRM. It is
new and ongoing. Hence, there is much scope for drawing a proper inference. To cover these
research constraints, researchers might include primary data from professionals in various in-
dustries, explore practical, sustainable CRM applications, and analyze customer perspectives

for a more holistic understanding.

After reviewing the earlier studies, these research studies highlight a significant gap in under-
standing how companies maintain sustainable customer relationships. Previous research stud-
ies have explored various fundamentals of customer relationship management (CRM), includ-
ing customer satisfaction, loyalty, digital transformation, and sustainability. However, there is
still a need for empirical insights into diverse industries, customer demographics, and changing
market trends. For instance, Seturi (2024) emphasized customer satisfaction, and Li et al.
(2023) pointed out evolutionary market trends and digital transformation. Consequently, this
study explores businesses' strategies to maintain sustainable customer relationships by ad-
dressing key challenges. It is significant because integrating these aspects could enhance ac-
ademic literature and practical business strategies. It also offers valuable insights for compa-
nies looking to establish strong, long-term, sustainable customer relationships. Ottolenghi et
al. (2022) also indicated companies' processes for establishing long-term, sustainable cus-

tomer relationships.
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1.3 Research question and objectives

The earlier discussion on sustainable CRM indicates that companies in the competitive global
market must look for explanations for the following question: How does a company maintain a
sustainable customer relationship? To answer this question, the following objectives were set

systematically:

— To understand sustainable customer relationships
— To identify the challenges of sustainable customer relationships

— To find strategies for sustainable customer relationships

The three objectives were answered theoretically and empirically. The findings tried to explain
the company's strategies to maintain sustainable customer relationships by overcoming the
challenges. The social exchange theory (SET) was applied to guide this research. Along with
that, qualitative data were collected via open-ended interviews. This empirical evaluation was
appropriate because it allowed a detailed exploration of the company's and customers' experi-
ences, perceptions, and strategies in maintaining sustainable relationships. Combining SET
and empirical data provided a complete understanding of how a company maintains sustaina-

ble customer relationships.

1.4 Study scope

This study investigates the company's strategies for sustaining customer relationships and
identifies challenges in achieving them. Furthermore, it provides an effective method for
achieving sustainable customer relationships. According to Ottolenghi et al. (2022), CRM's re-
lationship with sustainable customer relationships is relatively new. Maintaining sustainable
customer relationships has become one of the primary objectives of globally competitive busi-
nesses, so there is much scope for research on this topic. This study primarily focuses on a
clothing brand in the apparel sector situated in Dhaka, Bangladesh. This is a case company,
from where the employees and clients were taken as samples for research. This study expands
its findings by tracking how effective CRM strategies impact sustainable customer relationships
by collecting qualitative data through open-ended questionnaires and interviews from employ-
ees and clients. The study tried to generalize the data, remove probable biases, and gather in-
depth perspectives.
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Four employees and eight customers were selected for open-ended questionnaires, which are
surveys, and among the four employees, two were called for an interview. Data was collected
through a Microsoft Forms survey to gather insights directly from participants, and respondents
answered open-ended questions. The study used Microsoft Teams for interviews. This ap-
proach enables a clearer view of customer experiences and perspectives. The research is
based on empirical data, and thematic analysis was used to identify patterns and trends. Under
the focal lenses of the social exchange theory (SET) frame, the study focuses on CRM with
cost-benefit analysis that customers have with the businesses, focusing on the factors that
motivate creating a sustainable relationship between the customers and businesses. The re-
search was conducted for five months to gather and observe data and analyze the information.
The geographical scope is limited to Dhaka in Bangladesh, and the participants are only the

employees and customers of the case company.

1.5 Important concepts

Table 1 explains the key concepts of this study: sustainable customer relationships, customer

relationship management (CRM), customer satisfaction, and XYZ.

Table 1. Key concepts.
Terms Explanation Sources

A relationship is mutually profitable or
beneficial for the customer and the prod- | (Vagasi et al., 2002)
uct or service provider.

Customer relationship management in-
) . volves obtaining and retaining customers
Customer Relationship by tracking their service progress, gath- (Rahman et al.,
Management (CRM) ering and utilizing their feedback, and ca- 2021)

tering to their needs.

Sustainable Customer
Relationships

Catering to customers' needs can
achieve customer satisfaction. For ex-
ample, customer expectations can be
Customer Satisfaction maintained by maintaining proper rela- | (Altinay et al., 2024)
tionships, tracking their progress, and
making changes based on their pro-
gress.

XYZ Company is a selected clothing
brand for the case study. Data for the | The company's name
study is gathered through interviews and | remains confidential.
surveys with its employees.

XYZ
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1.6 Development of the research

This thesis is divided into seven chapters. Chapter one introduces the research topic, followed
by chapter two, which analyzes theoretical perspectives on maintaining sustainable customer
relationships. Chapter three outlines the research methodology, and chapter four provides a
general overview of the company case. Chapters five and six present the results, findings, and

discussion. Lastly, chapter seven summarizes the findings and their implications.

Chapter One
* Introduction

Chapter Two
» Sustainable customer relationship: theoretical perspective

Chapter Three
» Research methodology

> Chapter Four
» The case study of XYZ company

Chapter Five
» The results and findings

Chapter Six
* Discussions of the findings

> Chapter Seven
« Summary and implications

Figure 1. Structure of the study.
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2 SUSTAINABLE CUSTOMER RELATIONSHIP: THEORETICAL PER-
SPECTIVE

This chapter explains theoretical viewpoints on sustainable customer relationships, focusing
on social exchange theory (SET). It is relevant as it explains how the interactions between
businesses and customers are sustained over time through a balance of costs and benefits.
The section also defines sustainable customer relationships, explores the strategies contrib-
uting to their long-term success, and discusses the challenges companies face in maintaining
them. The subsequent segments provide a detailed explanation of these aspects and their

importance to the research question.

2.1 Social exchange theory (SET)

Social exchange theory (SET) is an important concept in which everything is valued in terms
of costs and benefits (Homans, 1958). This theory takes social interaction in a linear, simplistic
paradigm, which is classified into costs and benéefits. In a relationship or a social interaction, a
person invests time, resources, and mental capabilities, valued as the cost, and what that per-
son gets in return as rewards, e.g., prestige, recognition, trust, resources, and bonds. The
purpose of the theory is to explore the pattern of natural human psychological behavior towards
anything. It explains how humans maximize rewards at a minimal cost, even in social interac-
tions. If the costs exceed the benefits, they look for alternatives; if the benefits balance the
costs, they tend to stay and continue the relationship. This theory can provide insights into
relationships. Social exchange theory mainly explores people’s interactions as matters of ex-
change regarding costs and rewards in the behavioral sciences and sociology framework. Its
origins are from psychological and economic models, and social exchange theory evolved into
a broader theoretical framework, adopting anthropology, political science, organizational be-

havior, and multiple domains from various angles (Emerson, 1976).

SET implies that human interactions are focused on rational calculations, such as costs and
rewards. It is more like the actions of each individual, motivated by something in return (Blau,
1986). This indicates that everyone engaged in exchanges focuses on gaining benefits as
much as possible at a minimal cost. Also, exchange behavior is highlighted by principles that
integrate psychology with SET (Homans, 1958). This promotes the perception that individuals
tend to increase their expected utility, especially from an economic perspective.
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On the contrary, Cropanzano et al. (2002) argued that social exchanges, which are shaped
through sequential transactions, guide behavior through obligation and trust. In addition, satis-
faction and trust influence customer engagement regarding value co-creation (Farhana, 2021).
Meanwhile, this rationalist framework faced many criticisms. According to Zafirovski (2005),
the reliance upon the rational choice assumption of SET is a problem because emotion, struc-
tural constraints, and social norms often drive human behavior more than properly calculated
social exchanges. Furthermore, Emerson (1976) presumed that social actions are always self-
interested and intentional. In addition to that, SET’s conceptual uncertainty, especially in dif-
ferentiating between social and economic exchanges, is criticized (Cropanzano & Mitchell,
2005). Similarly, SET is very simplistic in explaining human behavior; motivation drives cus-

tomers and employees rather than punishments and rewards.

A crucial strength of SET is its capacity to explain reciprocity in human interactions. This prin-
ciple states that individuals who receive benefits feel obligated to return them. This principle is
implied in various ways, for example, through gift-giving, maintaining workplace relationships,
and different political systems (Emerson, 1976). Based on this perspective, SET provides a
strong explanation for why social structures are occasionally sustained through mutual ex-
changes. Furthermore, Homans (1958) suggested that individuals continue the reinforcement
principles of reciprocal behavior, as repeated exchanges are likely to occur due to positive
reinforcements. In addition, firms that leverage SET to increase collaboration and trust among

customer relationships through influence strategies (Zhou et al., 2024).

On the contrary, key factors like fairness and reciprocity maintain strong customer bonds as
SET is the focal point of CRM. However, the idea of reciprocity being entirely economic, like
transactions, is controversial, and most social exchanges and interactions are conducted
through reward exchanges (Zafirovski, 2005). The concept known as oppositional pairs implies
that research on reciprocity mainly focuses on positive constructs, leaving negative constructs,
such as injustice and force, untouched (Cropanzano et al., 2017). Likewise, trust alone is not
enough to influence role behaviors, such as providing feedback, which complicates the reci-
procity framework of SET (Farhana, 2021). To explain long-term relationships by focusing on
commitment and trust, SET reaches beyond immediate exchanges. Additionally, repeated ex-
changes gain trust, which leads to better and more stable relationships (Cropanzano et al.,
2002). This relates to workplaces where employees receive fair treatment from their employers,

leading to more outstanding organizational commitment.
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Moreover, social exchange relationships are far beyond economic transactions, which involve
the expectation of reciprocation in the future rather than instant rewards (Blau, 1986). Also,
trust-based exchanges often lead to customer satisfaction and loyalty, emphasizing the im-
portance of SET in business relationships (Yi & Gong, 2009). On the contrary, SET’s exchange
models cannot explain commitment and trust. Moreover, positive and negative exchanges
must be clarified to increase theoretical accuracy (Cropanzano et al., 2017). While trust moti-
vates participation, it does not lead to loyal behavior, such as advocacy for a company (Far-
hana, 2021). Even though SET provides a compelling framework, its limitations must be
acknowledged. At first, SET’s significance for economic models and rational decision-making
does not correctly cover norm-driven behaviors (Zafirovski, 2005). Second, assumptions that
exchanges are based on reciprocation do not explain selfless acts or interactions that focus on

natural motivations instead of expected returns (Kaur & Mukherjee, 2013).

SET should be implemented with other models, considering purpose-driven behavior instead
of solely transactional motivations. A nuanced approach can include various insights on SET.
Exchanges that are not economic follow their tailored sets of social laws, which are not de-
pendent on cost-benefit calculations (Zafirovski, 2005). Two-dimensional frameworks are
needed to cover these limitations, enabling more accurate exchange constructs (Cropanzano
et al., 2017). CRM strategies should include other behavioral models alongside SET to under-
stand a more transparent customer engagement (Debnath et al., 2016). In conclusion, SET is
a fundamental theory in social sciences that provides crucial insights into reciprocity, social
interactions, and trust. However, many scholars challenge their behavioristic and economic

foundations and criticize a more diverse sociologically grounded definition.

2.2 Sustainable customer relationships

Companies prioritize customer retention in a competitive global market to gain an advantage.
A sustainable customer relationship integrates business strategies, effective and efficient tech-
nologies, and customer-oriented processes, focusing on achieving and maintaining sustaina-
ble customer management (Li et al., 2023). It focuses on achieving customer satisfaction by
understanding their expectations and developing strategies to deliver the product or service
that meets them, which assists companies in retaining customers. That research also adds that
sustainable customer relationships can occur by removing issues that create customer dissat-

isfaction and generating new customer needs and demands.
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It makes customers feel their opinions are being heard, and they can have a sense of progres-
sion and achievement by purchasing products or services that cater to the newer demands.
Furthermore, sustainable customer relationships occur when a company cultivates its product
or service market with social and environmental responsibility, as well as integrates customer
satisfaction (Muller, 2014). This allows the company to adopt sustainable practices within the
company and with their service and products. This encourages customers to engage with this
type of company because of their increased brand value due to the sustainable practices they
maintain. Additionally, customer loyalty can be achieved by providing services or additional
benefits to the customers besides the products or services they are receiving (Mohammadi et
al., 2023). Maintaining sustainable customer relationships is integrated with customer satisfac-
tion and loyalty. Loyal customers purchase from a specific company and initiate positive word-

of-mouth recommendations to their known associates, building sustainable relationships.

Furthermore, building a strong customer relationship leads to customer satisfaction, and satis-
fied customers usually stay loyal because their expectations are being met (Oluseye et al.,
2014). Thus, it results in a sustainable relationship. This occurs because the company provides
additional benefits like getting customer feedback on their product or service and listening to
the customers’ opinions, then providing a more tailored product or service designed on the
customer's opinions. So, the company profits from sales, customer loyalty, and satisfaction.
Conversely, customers profit from the company by getting precisely what they want. Thus, it
makes a sustainable relationship. Moreover, to achieve sustainable customer relationships,
companies must be reactive to the evolution of the environment, culture, economy, and social
factors (Vagasi et al., 2002). Companies must provide efficient, sustainable products or ser-
vices that meet customers' new demands and expectations. Companies capable of doing this

can develop and maintain sustainable customer relationships.

2.3 Challenges of sustainable customer relationships

Maintaining sustainable customer relationships is quite a difficult task for companies. It is ex-
pensive and requires a great deal of effort to achieve, which can be very difficult for companies
that do not have the required resources. Companies face difficulties like highly competitive
opponents, integrating digital technologies, and maintaining long-term customer relationships

to develop and maintain sustainable customer relationships (Seturi, 2024).
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It means that sustainability comes with evolution, integrating digital technologies into CRMs to
understand customer behavior, and forming a long-term customer relationship, which can also
be a challenge due to competitors looking to swipe unsatisfied customers on their side by
providing products or services that meet customer expectations. Additionally, a sustainable
customer relationship occurs when issues that create customer dissatisfaction are resolved,
as well as new demands, needs, and wants are generated by the company (Li et al., 2023).
This is a difficult task because companies need to spend many resources on CRM to under-
stand customer behavior and collaborate with the marketing strategic teams to initiate innova-
tion in their products or services based on the information CRM can gather. This lengthy and
expensive process can fail at any point, thus making it almost impossible to achieve sustaina-

ble customer relationships.

Moreover, a company must adopt sustainable policies before achieving sustainable customer
relationships. This provides a challenge for newly formed companies because, in the compet-
itive market, well-established companies have already addressed this issue and have started
to adopt these policies earlier (Li et al., 2023). Companies that follow sustainable policies have
a renowned brand value to attract and retain customers, which results in sustainable customer
relationships. It is a complex challenge for new companies to invest in sustainable policies due
to their expense, and to try to regain customers who are already satisfied with their preferred

sustainable company.

2.4 Strategies for sustainable customer relationships

Integrating the core factors of CRM, such as sales, marketing, and service, with ecological,
economic, and social sustainability factors is quite a complicated process. However, this pro-
cess enables a CRM to achieve sustainable customer relationships (Muller, 2014). A company
that practices sustainable practices gets higher brand values because it is concerned with en-
vironmental, economic, and social factors. This impresses each customer and makes them
aware of the environmental, ecological, and economic situation. An impressive customer is
likely to engage and form a long-lasting relationship that has the potential to be sustainable.
Likewise, customer satisfaction is the key to achieving and retaining customers (Seturi, 2024).
It is crucial for forming a sustainable customer relationship. Especially in a globally competitive
market, a loyal customer and their repetitive purchases are key to surviving and thriving in a

globally competitive market.



20

Accordingly, satisfied customers have no reason to switch to a competitor because all their
demands and expectations are met by the company where they are currently engaged. Seturi
(2024) stated that providing good products or services boosts customer satisfaction and results
in customer retention, meaning retaining customers leads to strong, long-term customer rela-
tionships with companies that provide a good service or product. This long-term customer re-
lationship can develop into a sustainable customer relationship. Furthermore, another strategy
includes making customers feel they are getting more than they are paying for. For example,
providing additional products or services can help a company form a long-lasting relationship
with the customer by achieving satisfaction and loyalty (Putera & Famiola, 2024). Here, the
research mentions cross-buying strategies, which means encouraging customers to buy mul-
tiple products from the same company by giving the customers additional benefits like dis-
counts, offers, point system recognition, etc. This can achieve customer satisfaction as the
customer progresses to get more and more additional benefits offered by the company. It also

retains customers and forms a sustainable relationship between the customers and the com-

pany.

In addition to that, building strong relationships with customers can help the company retain
customers (Khan et al., 2020). CRMs have great potential for building strong customer rela-
tionships. They engage with customers and gain valuable insights into their needs to create a
strong and sustainable relationship. Oluseye et al. (2014) agreed that maintaining strong cus-
tomer relationships, gaining feedback, and changing products and services based on customer
opinion can achieve customer satisfaction. This makes a customer feel valued due to the tai-
lored product and service based on customer preferences. CRM makes this possible by ana-
lyzing customer behavior and feedback, which facilitates creating strong, satisfied, and loyal

customer relationships.
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3 RESEARCH METHODOLOGY

This chapter presents the research methodology, beginning with the research philosophy and
afterwards, explaining the research approach and strategy. Next, it also discusses research
design, data collection, and analysis processes. The final sub-chapter addresses the concepts

of validity, reliability, and ethics.

3.1 Philosophy and methodology

Research philosophy is the foundation of any study, focusing on the construction of its purpose,
the significance of knowledge, how the data are gathered and analyzed, what the research is
expected to uncover, and how it should be implemented (Mwita, 2025). All these aspects are
organized in specific terms: ontology, epistemology, research paradigm, methodology, and
method. These terms provide accurate guidance for research to move in the correct direction
toward an effective conclusion. This research uncovers ways to maintain sustainable customer
relationships that require various factors, such as achieving customer satisfaction, retaining
customers, engaging customers, etc. However, various problems occur regarding these fac-
tors, especially in a competitive market. So, from the ontological perspective, multiple problems
regarding the research topic make it a subjective reality since sustainable customer relation-
ships are based on customer experience. Furthermore, interpretable epistemology is applied
since the research objectives are based on customer experiences like satisfaction, relationship
maintenance, and expectations. Interpretable epistemology believes that reality is subjective
and can only be understood and measured by scenarios based on human experience and
values (Mwita, 2025). A subjective reality and an interpretable epistemology call for a construc-
tivist research paradigm to build a theory, which lays an outline or direction for the research's

progress.

In addition, the constructivist research paradigm is connected to qualitative research, espe-
cially when the research problem requires a deeper understanding, but limited knowledge is
available (Gamage, 2025). This indicates that this research follows a constructivist paradigm.
Since the research objective concentrates on customer experience, a qualitative data collection
methodology is applied to gather information that is not linear. Qualitative research is based
on data focused on human behavior and experiences (Patel & Patel, 2019). This explains that
qualitative data contains insights from multiple perspectives that a quantitative research strat-

egy cannot gather.
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Primarily, the data is based on customer experience; each customer and employee who par-
ticipated in this research shared their opinions and answers in their own words instead of an-
swering a rigid framework of questionnaires. So, open-ended questions provide descriptive
data tailored to each customer and employee experience. Furthermore, this research uses a
case study research design focusing on a selected company and what they are doing to form
sustainable customer relationships. It gathered information from employees, especially those
working with CRMs and customers engaged with that company. Thus, it contains open-ended

interviews and surveys, etc.

3.2 An inductive research approach and qualitative research strategy

The progression of the study depends on the data it gathered; the research follows an inductive
approach. The deductive approach is not used because it uses quantitative data to determine
multiple hypotheses. Then, acting on the quantitative data to come to an expected conclusion
that can be rationalized with one or more of the hypotheses (Gamage, 2025). Furthermore, an
inductive approach is more suitable for qualitative data that are being gathered during research
(Gamage, 2025). Since the data is based on human experience and the outcome cannot be
predicted to form a proper hypothesis, this research progressed, led by the nature of the data
available. Based on the information gathered, the research sets a theory, guidelines, and prin-

ciples. Afterwards, it draws a conclusion—a bottom-to-top approach.

A well-constructed research strategy helps the research progress toward accurate conclusions
(Gamage, 2025). The research focuses on understanding sustainable customer relationships
within a company and their challenges and effectiveness. This means the data for this research
is based on customer and employee experience. Generally, research applies two types of
methods, either qualitative or quantitative. Quantitative research strategy is a series of struc-
tured questions or closed-ended surveys that result in numerical values (Patel & Patel, 2019).
This method takes many participants to provide a general idea from the data received from the
participants. On the other hand, qualitative methods use interviews, focus groups, and open-
ended questions to gather more descriptive information that cannot be defined by numerical
values, which means this is a method usually used for analyzing psychological factors or ex-
periences (Patel & Patel, 2019). The research topic is purely based on human experience and
aims to determine sustainable customer relationships. Therefore, the qualitative method is pri-

oritized.
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A quantitative research strategy cannot be selected to gather proper data because everyone
related to this research tends to have unique experiences, each different from another person.
Quantitative data tends to be linear and mainly carries closed-ended questions, limiting the
participants from properly sharing their information. For that reason, qualitative data was se-
lected so that participants could freely share their exact information based on their perceptions
in open-ended surveys and interviews. Since customer and employee experience needs to be
analyzed to determine the factors that can achieve and maintain sustainable customer rela-
tionships between customers and the company, qualitative data is required to get proper infor-

mation and to draw a proper proposition.

3.3 A case study research design, data collection, and analysis

The design of this study is based on a case study following a qualitative research strategy. The
data is mainly collected from primary sources, which are the participants in this research. Qual-
itative data is gathered in various ways: interviews, focus groups, case studies, open-ended
surveys, etc. For this research, a case company was selected. Additionally, interviews and
open-ended surveys were the primary data collection methods. The participants are mainly
regular customers and employees of a specific company. Two employees working in CRM of
the case company with a good understanding and experience of consumer behavior and the

potential of CRM were selected to conduct interviews.

Meanwhile, overall, four employees were also selected for open-ended surveys. Furthermore,
a total of eight consumers who are engaged with that case company, especially have an es-
tablished relationship with that company through CRM, and newer consumers who are also in
the process of establishing an effective relationship with the company were also selected for
open-ended surveys that diversified the data and that created no scope for data biases. The
open-ended survey questions were designed based on two groups, which are the employees
and the customers. The two groups were given seven days to complete these surveys. The
surveys were conducted through Microsoft Forms and email. Each participant was notified be-
forehand of how their information is utilized in the research, and their consent was also ob-
tained before they were allowed to participate. They were also informed about the purpose of
this research and how it contributes to sustainable customer relationships. Their contact infor-

mation remained confidential because of their preference.
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The interview and survey questions were related to CRM, customer satisfaction, customer en-
gagement, customer feedback, and expectations. After that, the two employees were selected
for interviews because the interview method is an excellent strategy to gather in-depth, de-
tailed, and descriptive information directly from those employees who are involved in impacting
the relationship between their company and customers. The interview and survey questions
were directly connected with the research goals and were designed according to the infor-
mation required for this study. The interview was conducted via Microsoft Teams. Before con-
ducting the interview, the two employees were informed about the goals and aims of the re-
search, objectives, contributions, and how their given information would be utilized. The open-
ended interview questions left scope for discussion, providing valuable insights from the com-

pany’s perspective on sustaining customer relationships.

The thematic analysis was conducted with the collected data using Microsoft Office. This anal-
ysis consists of classifying data into different labels or codes and then generating themes
based on their nature and characteristics (Braun & Clarke, 2024). These themes are generated
by grouping data with similar codes or labels. Later, these themes are labeled according to the
nature of the data. Afterward, these themes are analyzed to determine their relevance to the
research objectives. Lastly, the report concludes by explaining these themes and their contri-
butions. This analysis is evident for analyzing qualitative data and the flexibility it provides re-

searchers to conduct research efficiently and effectively.

3.4 Validity, reliability, and ethical standards

This study emphasizes maintaining validity, reliability, and ethical standards (Patel & Patel,
2019). Firstly, it is important to ensure that the research participants have relevant research
perceptions, which means the selected participants are the right people with accurate and au-
thentic information to provide for this research. Secondly, to confirm the validity and reliability
of data, all participants were divided into two groups: the case company's employees and cus-
tomers. Also, there are two different subgroups among customers: regular customers with an
established relationship with the case company and occasional customers with whom the case
company is developing a potential relationship. This is done to diversify the data, considering
multiple angles and perspectives, and reduce data biases as much as possible. Furthermore,
the questionnaire was designed to get as much essential information as possible from the

participants.
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Afterward, interviews with two employees were conducted based on the data provided from
the surveys to extract better and more effective information from the participants. On the other
hand, significant literature on the topic is also reviewed to provide a solid framework for work-
ing, which has fewer errors in the research progression. Previous studies provided proper di-
rection and research gaps to work with so that this research uncovers newly explored infor-
mation. It provides an inference that has a significant contribution to this research topic. This
confirms that the research data and key concepts are reliable, as the intense literature review
shows. The research aims to brief the participants and obtain their consent before letting them
participate in the research. This research ensures authenticity through a university-authorized
Microsoft Form and IDs. The results and findings were shared with the case company while
maintaining academic and ethical considerations. Finally, information about research partici-

pants and their data was kept confidential.
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4 THE CASE STUDY OF XYZ COMPANY IN BANGLADESH

This chapter describes the selected case company, focusing on the products, profile, and mar-
ket positioning. The selected company was named XYZ because its identity remains confiden-
tial. XYZ is situated in Dhaka, Bangladesh. The company consented and supported this thesis
by sharing internal information regarding its company, marketing strategies, and customer en-

gagement processes.

41 The XYZ company and its products and services

XYZ is one of the most reputable retail brands in Bangladesh. It sells artisans and traditional
crafts and maintains a strong consumer base. It is also one of Bangladesh's most prominent
non-governmental organizations (NGO). The purpose of the XYZ company is to uplift rural
artisans by providing a sustainable livelihood. XYZ is a retail chain that has established multiple
outlets in key urban areas. The company follows a vertical supply chain model, collaborating
with rural artisans in its extensive network. XYZ company was selected because its business
model prioritizes sustainability, innovation, and community development. XYZ company is
known for turning anyone into a loyal customer base by providing traditional and contemporary
products that cater to a diverse customer base. XYZ company focused on sustainability in its
business approach. This creates a long-term positive impact by positioning itself as a socially
responsible brand. XYZ has created a remarkable reputation by valuing customers who are

concerned about ethical consumption.

XYZ provides various products, including home decor, handcrafted apparel, jewellery, textile
products, and accessories. The brand specializes in traditional Bangladeshi textile techniques
like jamdani, block printing, and nakshi katha. These products are integrated with the traditional
cultural heritage. The products of XYZ company are categorized into segments like clothing,
jewellery, home decor, crafts, and leather products. The apparel segment includes menswear,
womenswear, and children's wear. The design of the apparel products is a mixture of traditional
craftsmanship and contemporary fashion trends. The company highlights traditional Bangla-
deshi crafts with a wide range of home decor products like rugs, brassware, pottery, and furni-
ture. The jewellery section of XYZ company features handmade brass, pearls, and silver orna-

ments.
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This brand also offers high-quality leather accessories like bags, wallets, and shoes. In addi-
tion, XYZ company has expanded its product range with products like skincare and organic
food, focusing on the rising demand for sustainable living. It designed its services to achieve
customer loyalty and satisfaction. The company has adopted digital transformation by offering
online shopping through mobile applications and websites, ensuring its products reach global
audiences. Furthermore, XYZ follows customer-friendly policies by offering easy returns, per-
sonalized shopping experiences, and loyalty programs, and ensuring smooth customer expe-

rience.

4.2 Market positioning of XYZ company

When a company strategically distinguishes itself from competitors and creates a presence in
the consumer’s mind, it refers to market positioning. XYZ became one of Bangladesh's leading
lifestyle and ethical fashion brands by emphasizing sustainability, quality, and cultural heritage.
Their market positioning strategy focused on key factors like ethical sourcing, brand identity,
quality and craftsmanship, design and innovation, digital expansion and retail, and, most im-
portantly, customer engagement. XYZ company became one of the most distinguished brands
in Bangladesh, focusing on unique designs and innovation of products, fusing cultural heritage
with modernistic arts, providing incomparable products, and their customer engagement tactics
are very active with online services, additional benefits, and offers. They created brand value
by focusing on sustainable practices that cater to various customers who have the potential to

become brand-loyal customers.

XYZ company became popular for its ethical sourcing and fair trade. By supporting rural com-
munities and artisans, XYZ created a strong emotional bond with customers who value social
impact. Since the brand provides products that meet premium standards by maintaining strict
quality, XYZ has become a distinguished industry player. XYZ company’s product innovation,
fusing modern design with traditional techniques, appeals to mature and young customers.
This company has expanded its retail presence all over Bangladesh and strengthened its
online presence to reach local and international markets. Customer satisfaction is a significant
aspect of XYZ company's market catering strategies. The company creates sustainable cus-
tomer relationships by offering membership programs, exclusive previews, and product dis-
counts for loyal customers. This approach has enhanced brand loyalty and achieved repetitive

purchases.
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XYZ company has successfully retained customers through its variety of products. Additionally,
XYZ company embraced digital transformation to smooth the customer experience by ensuring
accessibility with online platforms and digital payments. By embracing technology and infusing
it into their business, XYZ company makes a more substantial market presence that caters to
evolving customer preferences. Behind XYZ company’s prominence in the market and sustain-
ing customer relationships is its adaptability to ever-changing market dynamics. XYZ thrives in

competitive retail by ensuring premium quality, diversified products, and a strong brand identity.

Furthermore, XYZ company’s emphasis on sustainability has aligned with global demand and
movement toward ethical, environment-friendly product consumption, enabling XYZ company
to retain a brand-loyal customer base while attracting new customers who are environment-
conscious and prioritize responsible shopping. XYZ company’s exceptional ability to harmonize
traditions with modernity, commercial success with ethical sourcing, and local heritage with
global appeal enabled it to hold a leading position in the Bangladeshi retail industry. The com-
pany’s dedication to sustainability, innovation, and customer engagement makes it a preferred

choice among consumers seeking authenticity, quality, and ethical business practices.
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5 RESEARCH FINDINGS

This chapter presents the results and information gathered from surveys and interview ses-
sions conducted among the employees and customers of XYZ company. Four employees and
eight customers of the case company were surveyed. Also, the two executives were inter-
viewed. Additionally, two online interviews were conducted with two employees via Microsoft
Teams to get deeper qualitative insights. Comparisons have been made among all the re-
sponses, and recommendations are provided to help maintain sustainable customer relation-

ships.

5.1 Study results

This research followed a qualitative research strategy and analyzed data through thematic
analysis. The data was gathered from surveys and interviews with the company's employees.
The responses were sorted into various themes that align with research objectives. The em-
ployees' responses to the interviews and surveys contained insights into how the company
engages with customers and focuses on customer retention and sustainability. Also, customer
responses reflected customer expectations, experiences, and satisfaction levels regarding
sustainable customer-company relationships. Key themes that emerged from the analysis in-

clude trust, transparency, customer advocacy, and personalized customer support.

The study found that customers value communication with staff, taking and following their feed-
back, ethical business practices, and being responsive towards resolving issues. Employees
focus on training programs like efficient customer behavior, customer relationship manage-
ment, and loyalty programs to generate long-term customer relationships. These findings align
with social exchange theory (SET), stating that every relationship should be mutually beneficial
to foster and maintain sustainable customer relationships. In the research, a survey of four
employees and eight customers was conducted, focusing on strategies to develop sustainable
customer relationships with the customers and employees of the company. The collected data

is incorporated into the text. Interviews of two employees are considered H1 and H2.
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5.2 Sustainable customer relationships

Based on the empirical findings of the open-ended surveys, the participants gave insights into
the factors influencing XYZ company to form a sustainable relationship with its customers. The
survey findings indicate that customers have become long-term or at least initiated repetitive
purchases due to product quality, customer service, and trust. The uniqueness of the product
designs and the value and meaning behind the designs that highlight cultural and traditional
designs fused with modernistic ideas draw customers towards repetitive purchases and loyalty.
Furthermore, loyalty programs, offers, and campaigns motivate customers to engage more
with the company. Additionally, sustainable customer relationships form when a customer feels
valued; the surveys also highlight that, based on the participants' answers. Loyalty programs,
excellent customer experience and services, brand values, and company visions regarding

traditional and cultural aspects make customers feel valued.

Product pricing also influences a customer who feels valued, especially when the customer is
aware that such high-quality products are available at a reasonable and affordable price, ena-
bling customers from various financial statuses to enjoy such products. Additionally, the survey
conducted on the employees also aligned with the customer findings, explaining that delivering
high-quality products, loyalty programs, and good behavior fosters sustainable customer rela-
tionships. The survey data of four employees and eight customers is incorporated into the text.
Two employees of the company were also interviewed. Employee one is considered H1, and
the other employee is considered H2. The research question is: What key values does your

company uphold in maintaining sustainable customer relationships?

XYZ company believes in honesty, quality, and good service. We always try to
give customers the best experience, so they return. XYZ also ensures that cus-
tomers receive high-quality handmade products because customer satisfaction
and ethical business are the company's core values. (H1 & H2)

The interview responses indicate that XYZ company focuses on customer satisfaction by
providing high-quality products and good customer service, ensuring smooth customer experi-
ence, and maintaining ethical business practices. These company attributes ensure customer

satisfaction, leading to sustainable customer relationships.
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5.3 Challenges of sustainable customer relationships

This study explores factors regarding the challenges of sustainable customer relationship man-
agement. Mainly, when sustainable customer relationships heavily depend on customer satis-
faction. The challenge is to maintain customer satisfaction with the service provided to the
customer. XYZ company indicates that customers face difficulties or challenges in getting cus-
tomer services regarding peak seasons or festivities due to high customer presence in outlets
and orders on online websites, as well as the unavailability of certain products in certain outlets.
Some customers were dissatisfied when they did not get the desired products. A few customers
also complained about not receiving proper information about the whereabouts of specific prod-
ucts they desire. This indicates that XYZ faces challenges in maintaining customer flow and
product demand during times like festivities. Since XYZ company cannot provide proper cus-
tomer service during festivities, customer satisfaction is hampered, affecting the sustainability

of customer relations.

The survey conducted with the employees explains that balancing sustainability against cus-
tomer satisfaction is a complex challenge for the XYZ company. Customers expect the best
quality product at a minimal price, so meeting their expectations is challenging. Some also
aligned with this finding, saying that taking costs, product quality, and product availability into
account and being able to provide promptly is quite a challenge. Others focus on fashion trends
that have become fast-paced, but XYZ focuses on fashion that is primarily handmade and slow.
It has careful designs that highlight tradition and fuse modern abstract designs. Even though
the design is good, it takes a lot of time and resources, which contradicts customer expecta-
tions of pricing and product availability. XYZ company must face challenges balancing high
production costs against affordable pricing, demanding fast fashion against slow, handmade
production, and online shopping experience against eco-friendly packaging. These challenges
are significant obstacles to maintaining sustainable customer relationships. Furthermore, inter-
views were conducted with the employees of XZY company regarding this matter. The inter-
view question was: Have you encountered conflict with company policy and customer expec-

tations? How did you handle them? The responses of the participants are highlighted below:

Some customers expect returns on items that are non-refundable. At that time, |
usually tried to explain the policy and suggested other solutions, like exchanges,
if possible. (H1)



32

A customer once wanted a product that was out of stock. | noted their request and
informed them when it was restored, and they appreciated the effort. (H2)

Based on the interview responses, XYZ company deals with challenges like fulfilling customer
demands without contradicting company policies. However, XYZ company offers alternative

solutions to fulfill customers' expectations.

5.4 Strategies for sustainable customer relationships

The questionnaire focuses on strengthening customer relationships, customer service, and
whether customers recommend the brand to others. The findings were that loyalty rewards and
special product discounts offered early access to new collections and exclusive deals, impact-
ing customer relationships. XYZ should also focus on better stock management to ensure pop-
ular designs and sizes are available in all outlets and online; the website must be more inte-
grated, including faster delivery and easier product return services. Following that, customer
service should be more personalized, focusing on customer feedback and resolving customer
issues. Focusing on the aspects that make customers valuable is when they receive personal-
ized attention, like staff remembering customers' earlier product preferences, assisting with
product selection, and brands offering recommendations based on previous purchases. Also,
suggesting different products quite like a customer's preferences makes the customer feel that
the brand understands and values their choices. Furthermore, loyalty programs and rewards
like exclusive deals, early release to newer collections, and good customer service, which in-
volves engaging with customers, focusing on what customer needs, and delivering the cus-

tomer’s expected service or product, make the customers feel valued.

Besides, factors of customer support influencing purchasing decisions are highlighted based
on the survey findings. These are customer service, which is responsive, helpful, and friendly
customer service that a customer receives in times of engaging with XYZ company, as well as
responsive and knowledgeable staff who know the products and could provide accurate and
efficient solutions to issues of the customers regarding styling advice, product availability, prod-
uct details and so on. Furthermore, quick and responsive customer service provides solutions
to inquiries online and in the stores, making shopping more convenient. Also, with easy return
options, customers feel more comfortable ordering products, knowing they can be quickly re-

turned or exchanged if they do not suit their expectations.
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Additionally, factors like high-quality products, reasonable pricing, excellent customer service,
an enriched shopping experience, and the brand's traditional and economic value enable cus-
tomers to share their positive shopping experience with XYZ company with their known ac-
quaintances and recommend the brand to them. On the other hand, employees of XYZ com-
pany participated in a survey focusing on strategies the company should implement in building
long-term customer relationships, how customer feedback impacts customer relationships, and
how the company ensures customized customer experiences while maintaining customer sus-
tainability. The survey findings explain the strategies that companies implement to ensure long-
term customer relationships by giving fast customer service, forming customer service plans
to focus on achieving customer satisfaction by customizing staff behavior and sales policies,
as well as building strong relationships forged by integrating high-quality products, customer-

centric initiatives, and digital innovations.

Moreover, the survey explores what the XYZ company does with customer feedback to achieve
sustainable customer relationships, which is to take customer feedback and analyze the feed-
back, focusing on improving products and services, personalizing products and services ac-
cording to customer demands, training staff, building brand trust and gaining insights in inno-
vation and expansion. XYZ company's strategy to maintain sustainable customer relationships
while providing proper customer experience is to integrate ethical production, product person-
alization, and eco-friendly practices. The company focuses on ensuring customers' smooth
and excellent shopping experience, enabling the company to achieve sustainable customer
relationships. Furthermore, the survey responses of the XYZ company employees also explain

how XYZ differentiates itself from its competitors.

The company focuses on the quality of products, building trust, and smooth customer experi-
ences. These product designs are inspired by culture, tradition, and heritage, providing prod-
ucts at a rational price and giving value to customers' needs and wants. The company devel-
oped deep roots with cultures and ethical values, making the brand something more than a
fashion brand. Lastly, to understand the factors related to strategies that can enhance sustain-
able customer relationships, two questions were asked by the employees of XYZ company at
the interview. The first question is: What strategies can be used to engage and retain custom-

ers? The answers are given in the following:
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We greet every customer warmly, help them find what they need, and keep them
updated on new products. Also, we build relationships by offering loyalty programs
and special promotions. (H1 & H2)

Based on the responses, XYZ company focuses on customer support with personalized cus-
tomer services and gives exclusive offers to customers. The second question is: How do we

utilize customer feedback to improve relationships? The answers are given in the following:

When customers give suggestions, we share them in our official meetings. If many
customers ask for something, the company tries to improve. Also, when we receive
complaints or negative feedback about product quality, we instantly report them to
our headquarters. The company then works with management to fix issues. (H1 &
H2)

Looking at the responses, XYZ takes customer feedback very seriously. The company ana-
lyzes the feedback, seeking opportunities to improve its products and services. By doing this,
XYZ makes a customer feel valuable and strategies and alternates its products based on cus-

tomer preferences to offer products suitable for new and upcoming trends.
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6 DISCUSSION ON THE FINDINGS

This chapter discusses findings of the collected data. The study gathered data from interviews
and surveys of the case company. It comprehensively analyses and compares the data and

outcomes with the earlier literature.

6.1 Discussion of the study

This research investigated how companies form and maintain sustainable customer relation-
ships. The study achieved its milestones by determining and explaining three sub-objectives:
sustainable customer relationships, their challenges, and strategies. Furthermore, the study
followed a qualitative research strategy where data were gathered from open-ended surveys
and interviews with customers and employees of a case company. Based on an inductive re-
search approach, the data were analyzed by thematic data analysis, and the findings were
drawn into a statement. The research aimed to understand how customers and the company
formed and maintained sustainable customer relationships. The literature brings insights into
how social exchange theory can explain the crucial phenomena behind sustainable customer
relationships. Social exchange theory pointed out the mutual benefit of the customer and the

companies via trust, commitment, and long-term relationships.

Moreover, the research highlights how customer satisfaction is necessary and how this factor
can affect specific outcomes of sustainable customer relationships. Satisfied customers always
stay loyal and return to the company again. Furthermore, the respondents replied that the
company initiates specific strategies that influence customer satisfaction, like customer advo-
cacy and personalized customer support, which are also customer demands. The importance
of personalized experience and emotional engagement in customer relationship strategies is
highlighted in these findings, which have also been referred to in previous studies. Transpar-
ency, quick response to problems, and customer support are important factors in building cus-
tomer satisfaction, which respondents point out. Therefore, sustainable customer relationships

cannot be built on a single factor. However, it is a process of multiple factors.
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6.2 Sustainable customer relationships

Based on the findings, sustainable customer relationships occur when the company gives cus-
tomers additional benefits besides the regulatory product or services. When a customer is sat-
isfied, it means that when the company achieves customer satisfaction through its product or
services, customers are likely to become loyal and make repetitive purchases. When a cus-
tomer also feels valued by the brand, the customer engages more with the brand. XYZ forms
long-term customer relationships by providing premium-quality products and customer support
to ensure customers feel valued. The company forms good relationships with its customers by
providing customer support that engages them to achieve customer demands, addresses the
issues customers face, and provides fast, efficient solutions that make them feel valued and
gain customer satisfaction. On the other hand, XYZ provides customers with loyalty programs
and exclusive offers, so they feel satisfied when purchasing products from XYZ. Also, XYZ is
a brand that encompasses traditional and cultural aspects of the country, ethical businesses,
and is quite distinguishable in its products; customers who purchase those products feel con-
nected to the culture and heritage of the country. It helps XYZ company to form a deep bond

with its customers, resulting in a sustainable relationship.

The literature also supports this statement, if a business engages with customers, it creates
customer satisfaction, resulting in sustainable customer relationships (Seturi, 2024). This indi-
cates that the more businesses stay in touch with their customers, the more customers feel
valued, and businesses gain insight into their expectations and demands. Additionally, cus-
tomer feedback is collected to satisfy customer expectations, who are likely to become loyal
customers and initiate environment-friendly solutions (Mohammadi et al., 2023). This aligns
with the XYZ companies’ strategies, as the brand presents a vision of cultural, traditional, and
economic heritage. The company also focuses on customer support and values customer in-

sights.

6.3 Challenges of sustainable customer relationships

The finding states that XYZ faces challenges in providing customer support and products dur-
ing high-customer peak seasons like festivities. The customer faces uncomfortable shopping
experiences due to overcrowded shopping outlets, unavailable products, and delayed cus-
tomer support, which hampers customer satisfaction. This affects sustainable customer rela-

tionships with the XYZ company.
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On the contrary, customers expect fast-paced, fashionable products. However, XYZ company
designs slow-paced products, integrating cultural and traditional heritage with modern and ab-
stract design, which creates a challenge in product stocking. Furthermore, these products also
cost many resources to make. Even though products are reasonably priced, the customers
expect even cheaper pricing, which is hard for the XYZ company to maintain. The literature
suggests that sustainable customer relationships must mutually benefit the customers and the
companies (Vagasi et al., 2002). If customers are dissatisfied with getting products or services
from the company and the company cannot maintain profitable margins, it cannot establish
sustainable relationships. In addition to that, customer relationship management is crucial for
establishing customer satisfaction, leading to customer retention and recommendations, and
attracting other customers (Oluseye et al., 2014). This also indicates that companies that can-
not give prompt and effective customer support on time are not getting customer satisfaction,

which is also the case for the XYZ company.

6.4 Strategies for sustainable customer relationships

The survey findings highlight that XYZ company considers strategies that enhance sustainable
customer relationships, like providing exceptional customer support. Oluseye et al. (2014)
agreed that maintaining customer relationships is essential and can increase customer satis-
faction and retention. Additionally, Gremler et al. (2020) also aligned with it by mentioning that
social interaction with customers can positively impact the customer experience. Relational
benefits for the customers include increased customer satisfaction and loyalty. XYZ company
provides customer support by taking customer feedback and providing trained staff to interact

with customers in terms of the customers themselves.

Furthermore, XYZ company also provides loyalty rewards, exclusive discounts, and personal-
ized customer service, which positively impact sustainable customer relationships. Putera and
Famiola (2024) supported the argument by stating that customer advocacy impacts promotions
through customers themselves and word-of-mouth recommendations, which measure cus-
tomer satisfaction and retention. Providing high-quality products at a reasonable price also
positively impacts customer satisfaction. Alongside it, smooth customer experience, personal-
ized customer service, convenient shopping from online websites, and product design, which
incorporates cultural heritage with modernistic designs, attract customers and increase cus-

tomer retention.
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This indicates that customer advocacy occurs among XYZ customers, who receive additional
benefits alongside the product they are paying for. This supports Putera and Famiola (2024)
stated that customer advocacy positively impacts customer satisfaction and thus leads to gen-
erating sustainable customer relationships. On the other hand, the XYZ company has also
benefited from word-of-mouth recommendations from its customers and repetitive purchases
from loyal customers. This is also similar to what Vagasi et al. (2002) mentioned, both parties
must mutually benefit to form a sustainable relationship between customers and companies.
Moreover, the survey findings indicate that XYZ company is keen to form long-term customer
relationships by providing interactive customer support, engaging customers, and taking their
feedback rather than strategizing their products or marketing strategies based on customer
feedback, which makes customers feel valued. Mohammadi et al. (2023) agreed that listening
to customer feedback and increasing customer interaction can positively impact customer sat-
isfaction and create a long-lasting relationship between a company and its customers. Gremler
et al. (2020) also mentioned something similar, increasing social interaction with customers
can positively influence customer experience, which results in customer satisfaction and loy-

alty.
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7 SUMMARY AND IMPLICATIONS

This chapter summarizes the findings and explains their implications. It then discusses what
the results imply for managers and policymakers. Finally, it emphasizes the study’s limitations

and suggests future research.

7.1 Summary

The research explored sustainable customer relationships under the perception of a case com-
pany, focusing on strategies, challenges, and factors that influence sustainable customer rela-
tionships, as well as the effectiveness of sustainability practices that focus on fostering long-
term engagement. Detailed literature was reviewed, and then empirical analysis was con-
ducted on the company case and its approach toward advancing sustainable customer rela-
tionships. The study considers a survey and an interview for data collection. A survey was
conducted among the eight customers and the four employees of the case company, and two
employees of the same case company were selected for an interview. By investigating the
research objectives, some conclusions are drawn based on the perception of customers along-

side the company's employees.

So, it could be stated that factors like proper customer relationship management, advocacy,
satisfaction, loyalty programs, and exclusive offers influence sustainable customer relation-
ships. The customers indicated that intensive and engaging customer support from staff makes
them feel valued, and offering products based on their preferences satisfies them when shop-
ping. Employees also focus on providing services that enrich customer satisfaction and smooth
shopping experiences. Furthermore, the study also mentions the company's challenges in bal-
ancing profitability with sustainable customer relationships. This is where social exchange the-
ory sheds light on how a case company maintains sustainable customer relationships. The
company provides additional customer benefits in exchange for customer loyalty and repetitive
purchases, benefiting both customers and the company. Lastly, this research provides insights
into how sustainable customer relationships contribute to business expansion and brand loy-
alty.
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7.2 Theoretical and managerial implications

To understand the framework behind sustainable customer relationships, the relationship be-
tween customers and the company was put under the focal lens for the analysis. Social ex-
change theory (SET) was chosen for this research because SET insists that relationships are
formed through both parties achieving mutual benefits from the relationship. Social exchange
theory (SET) is a concept where everything is valued in terms of costs and benefits (Homans,
1958). Also, SET implies that human interactions are focused on rational calculations, such as
costs and rewards. It is more like the actions of each individual, motivated by something in
return (Blau, 1986). The theory helps to look at both parts of the relationship between the cho-
sen case company and customers separately and investigate factors that influence the rela-
tionship. The findings illustrate that SET’s implications highlight that customer satisfaction is
key to building sustainable customer relationships. They also explain that customer engage-
ment and CRM are prime factors that positively influence customer satisfaction, which can
achieve customer loyalty. The theory also highlighted the role of ethical and emotional consid-
erations in the company's strategic planning based on customer preferences and forming sus-

tainable customer relationships.

The findings from primary sources, which are interviews and surveys, provided insights into
how a company gained sustainable customer relationships. XYZ company implements strate-
gies focusing on high customer satisfaction and sustainable customer relationships by making
customers feel valued through customer support and various product campaigns. XYZ com-
pany also takes customer feedback seriously; they analyze it and strategize based on it, mak-
ing customers feel valued. The company is a customer satisfaction-driven company. However,
this research also suggests many scopes for managerial implications for companies in the
apparel industry. For example, like XYZ, other companies could integrate sustainability with
their brand value, building customer trust and long-term relationships between companies and
customers. Furthermore, while integrating sustainability, companies should be transparent with
their customers, which could help customers make a more informed purchase decision. Com-
panies should focus on establishing practical customer relationship management tools to de-
liver more personalized customer service and increase engagement with customers, as well
as extracting valuable customer insights regarding the customer shopping experience and
feedback, which could also be utilized in the future decision-making process of the companies.
Also, companies should consider giving their staff intensive training focusing on achieving cus-
tomer satisfaction through customer engagement.
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For example, understanding customer behavior, preferences, needs, and wants. Then, we
need to be able to provide products based on each customer’s preferences and be well-in-
formed regarding the products and services of the company so that the customers can receive

accurate information regarding a specific product.

7.3 Company and government policies

The research findings from the empirical and literature of the study provide important factors
that impact building sustainable customer relationships. XYZ faces challenges in meeting cus-
tomer demands due to the contradiction of its policies. Based on this study, companies could
adopt specific policies to promote sustainability regarding customer relationships. Companies
must establish policies that integrate their brand with sustainable principles that help customers
become loyal to their brands. Companies can include customer-centric policies, like customer
satisfaction, customer-tailored customer support, loyalty programs, and exclusive offers. Com-
panies should also include a framework in their key performance indicators (KPI) that calcu-
lates sustainable customer relations among their employees and customers and sustainable
initiatives that indicate the brand image going forward as a sustainable company. The study
also indicates that the government can motivate companies to adopt sustainability practices.
XYZ promotes itself as an NGO, providing employment and business opportunities for people
struggling to find employment or starting and running businesses. XYZ is aligned with the gov-
ernment in some campaigns to motivate entrepreneurs. The government could assist compa-
nies willing to practice sustainability and form sustainable customer relationships, which could
boost a country's economy. For example, providing tax benefits for sustainability-practicing
companies, launching public awareness campaigns, and initiating collaboration through part-
nering with private companies. Those could help companies receive more capital and freer

them from various legal formalities that allow them to expand faster.

7.4 Limitations and suggestions

Even though the study was systematic, it has some limitations; first, the theory that the research
was based on, the social exchange theory (SET), puts relationships in a linear perception,
which measures relationships in only two factors: benefits and costs. Though sustainable rela-
tionships require both parties to be beneficial, and SET puts insights into that, the theory does

not cover all the factors of relationships, including cultural values and social norms.
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Afterward, the research was purely dependent on qualitative research. Even though qualitative
research provides more detailed data, this limits the sample size and research time. Due to the
limited sample size, there is a high probability of sample bias, resulting in data bias. The re-
search surveyed employees and customers of a specific company; this also poses a single
perspective of a single company, which limits a holistic approach, providing a proper view of
customer and organizational behavior. Also, this does not show the actual scenario based on
industries and regions. Lastly, this research might not guide long-term progress on sustainable

customer relationships.

Future research could include quantitative or mixed strategies, including various companies
and their customers, and involve many participants to generalize the data for future study.
Additionally, social exchange theory (SET) was selected as the basis for research, which
measures relationships in a linear angle concerning costs and benefits, excluding variables
like social norms, cultural values, psychological variables, and emotions. People often behave
irrationally when it comes to personal relationships, and the same goes for having a bond or
attachment to a brand. For that case, future research could include attachment theory. Attach-
ment theory is suitable to cover some of the gaps that social exchange theory leaves as it tends
to work on the variables that social exchange theory neglected like emotions, sense of security,
reliability, and trust. That can cover some of the scope for future research. Attachment theory
is based on two negative and two positive factors, and it is categorized into four attachment
styles, which are secure, anxious, avoidant, and disorganized attachment based on positive
and negative factors (Thompson et al., 2022). Furthermore, companies from various industries
might clarify how sustainable customer relationships occur and how companies from different
industries strategize to obtain sustainable customer relationships. Then, research could focus
on customer-centric behaviors toward brands that practice sustainability and focus on sustain-

able customer relationships.
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Appendix 1. Survey of four case company employees

Questions

Responses

How would you
define a sustaina-
ble customer rela-
tionship in your
company?

It means consistency to me. Whatever the customer needs new col-
lections, they always come to our company. They trust us as we serve
them with the best.

My company's sustainable customer relationship is built on trust,
transparency, and shared value. It fosters long-term loyalty and mu-
tual benefit by consistently exceeding expectations and adapting to
evolving customer needs.

Priority and best service to the customer are the most sustainable
relationships between customers and my company. XYZ company
prioritizes customers are the most, and there is a quote in sales—the
Customer is always right.

My XYZ company has a long-term, mutually beneficial connection be-
tween the brand and its customers which is built on trust, quality,
and ethical values.

What factors do
you think contrib-
ute to long-term
customer loyalty
at your company?

Quality products, best services, greetings.

At my company, long-term customer loyalty is fostered through con-
sistently delivering high-quality products and services, prioritizing
customer satisfaction, building strong relationships, and providing
personalized experiences, all while maintaining transparency and
ethical practices.

Behavior toward the customer is the most important factor in building
a long-term relationship with them; if the company offers the best
products and services, then customer loyalty grows.

1. High-quality products & craftsmanship.

. Ethical & fair-trade practices.

. Strong brand identity & cultural relevance.

. Customer-centric loyalty programs (my rewards).
. Excellent customer service (in all branches).

. Seasonal & exclusive collections.

. Emotional & social connection.

NOoO ok WON

What are the big-
gest challenges in
maintaining sus-
tainable customer
relationships?

We must provide prompt service to keep sustainable customers.
Sometimes, this is difficult during festivals, new collections, store
management, or customer pressure.

Maintaining sustainable customer relationships presents challenges
such as balancing short-term gains with long-term sustainability,
adapting to evolving consumer expectations, and managing ethical
sourcing and supply chain complexities.

Maintaining the highest quality and providing the best to the customer
are the biggest challenges to a sustainable customer Relationship.
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To maintain sustainable customer relationships in XYZ company, we
had to balance quality, pricing, innovation, and digital transformation
while staying true to our ethical and cultural roots.

What are some
difficulties in bal-
ancing sustaina-

Cost sensitivity, regulatory and supply chain challenges, fast-paced
trends vs. long-term sustainability.

Balancing sustainability with customer expectations presents difficul-

bility with cus- | ties due to potential conflicts in priorities, costs, and consumer be-
tomer  expecta- | havior, including concerns about price, perceived quality, and the
tions? availability of sustainable options.
Customers always need the best quality at minimal prices. If we bal-
ance it adequately, then it is easy, but if not, then it is tough to balance
sustainability between customer expectations and the company.
Balancing sustainability with customer expectations is a complex
challenge for XYZ company, as XYZ strives to uphold ethical values
while meeting market demands. Some of them are-
1. Higher production costs vs. affordable pricing
2. Demand for fast fashion vs. slow, handmade production
3. Maintaining traditional craftsmanship vs. modern designs
4. Online shopping expectations vs. eco-friendly packaging
What strategies | Greetings, best prompt service, loyalty.

does your com-
pany implement to
build strong, long-
term customer re-
lationships?

My company always tried to build trust, show personality, inspire con-
fidence, and deliver great customer experience for building strong
long-term customer relationships.

By maintaining some customer satisfaction plans, behavior, and
sales policies, my company builds a substantial and long-term rela-
tionship between customers and the company.

XYZ company builds a strong, long-term relationship by combining
quality, ethical values, customer-centric initiatives, and digital innova-
tion. These strategies drive loyalty and create an emotional connec-
tion with the brand.

How does cus-
tomer feedback
impact your ap-
proach to cus-
tomer relationship
management?

We receive customer feedback often. Moreover, we try to fix the prob-
lem by walking through their shoe.

Customer feedback is crucial in my customer relationship manage-
ment (CRM) approach. It helps me understand customer needs, iden-
tify areas for improvement, and build stronger relationships by allow-
ing me to personalize interactions and tailor my responses.

When customers give us feedback, it is a lesson for us. We learn from
feedback and try to improve our approach to it; | need to improve my
approach to customer feedback.

Customer feedback shapes XYZ company’s customer relationship
management (CRM) approach. Here is how:
1. Improving products and services
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2. Enhancing customer experience

3. Personalized marketing and engagement
4. Service training for staff

5. Building brand trust and loyalty

6. Innovation and expansion

How does your
company ensure
customized cus-
tomer experience
while maintaining
sustainability?

XYZ company balances customized customer experiences with sus-
tainability through a strategic approach that integrates ethical produc-
tion, personalization, and eco-friendly practices.

Value of customer experience and sustainability: gaining a competi-
tive edge. Businesses prioritizing customer experience and sustaina-
bility gain a competitive advantage in the market. They build a strong
brand reputation, attract a loyal customer base, and increase cus-
tomer retention rates.

Customer is the main factor of every company; if we do not have cus-
tomers, itis zero. So, we must identify what customers want and need
the most and modify or customize things according to the customers'
feedback. In this way, my company ensures a Sustainable relation-
ship with our customers.

XYZ company ensures customized customer experience while main-
taining sustainability through a balanced approach that prioritizes
personalization, ethical sourcing, and eco-friendly practices, like
online and in-store assistance.

In your opinion,
how does your
company differen-
tiate itself in the
market in terms of
customer relation-
ships?

XYZ company differentiates itself in the market through strong cus-
tomer relationships built on trust, quality, heritage, and personalized
experiences.

Our XYZ company has six primary ways to differentiate: product, ser-
vice, distribution channels, relationships, reputation/image, and price.

My company prioritizes customers the most, then thinks about sales
and marketing. This makes my company different in the market be-
cause everyone thinks about sales first, then about the customers, so
my company is different in this way.

XYZ blends premium customer service, sustainability, ethical values,
and a deep cultural connection. This makes it more than just a fashion
brand—it is a movement that resonates with customers personally.
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Appendix 2. Survey of eight case company’s customers

Questions

Responses

How do you define yourself
as a regular or occasional
customer of the XYZ com-
pany?

| am a regular customer of XYZ company, frequently pur-
chasing their products for their quality, unique designs, and
cultural authenticity.

| would say | am somewhere between a regular and an oc-
casional customer. | do not shop there every month, but |
do visit XYZ company reasonably often, especially when |
need something high-quality or a unique ethnic style. Their
designs and craftsmanship draw me in, but | am also mind-
ful of the prices.

| frequently purchase from XYZ company, in-store or online,
and prefer their products for clothing, home decor, or life-
style needs. | am a member of their loyalty program and
stay updated with their latest collections.

Yes, | am an occasional customer of the XYZ company. |
typically visit their stores or explore their offerings during
special occasions, such as Eid, when | look for unique and
high-quality products to celebrate the festivities. XYZ’s rep-
utation for traditional and culturally rich items makes it a pre-
ferred choice for such events.

| am a regular customer of XYZ company because | fre-
quently shop for their high-quality, beautifully designed
products.

| am an occasional customer of the XYZ company.

Occasional

Occasional customer

What do you value most in
a long-term relationship
with a clothing brand? Alter-
natively, why you like that
brand.

| prioritize quality, consistency, and authenticity in a clothing
brand. | also value trust, ethical practices, and good shop-
ping experience.

| value consistent quality, fair pricing that matches the qual-
ity, and designs that blend tradition with current trends. XYZ
excels in offering ethnic styles that still feel modern, which
makes it one of my go-to brands. Over time, | have trusted
that their materials and artistry will hold up well.

In a long-term relationship with a clothing brand, the most
valuable aspects are:

1. Quality & craftsmanship

2. Unique & traditional designs

3. Consistency & trust

4. Ethical & sustainable practices

5. Customer experience & service

6. Variety & innovation

Mostly cultural value, they consistently introduce new and
innovative fashion trends yearly, yet they skillfully maintain
their products' essence and traditional themes. This bal-
ance between modernity and tradition resonates deeply
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with me, allowing me to stay connected to my cultural roots
while embracing contemporary styles.

| value consistent quality, unique designs, and a reliable
shopping experience when building a long-term relationship
with a clothing brand.

| value the quality of clothing brands. XYZ company main-
tains this quality and follows the trends.

| value product quality and design the most, and XYZ com-
pany has a unique way of designing its clothes.

High-quality craftsmanship, unique design.

Have you faced any difficul-
ties or challenges while in-
teracting as a customer? If
so, what were they?

| have faced difficulties with the huge crowd, especially dur-
ing sales or festive seasons.

| have not faced any significant challenges. The only minor
issue | have experienced was occasionally not finding the
size | wanted in-store. It happened once or twice, but it was
not a significant inconvenience. Generally, my shopping ex-
perience with the XYZ company has been smooth.

You might have had good and challenging experiences with
the XYZ company as a regular customer. Some common
challenges customers face with clothing brands include
Pricing Concerns, Stock Availability, Online Shopping Is-
sues, and Customer Service Response.

Yes, | have faced challenges while interacting as a cus-
tomer, particularly during peak times such as festivals or
special events. One of the main issues is the lack of ade-
quate customer service during these busy periods. Given
that the brand is aware of the increased footfall and demand
during such times, | believe there is room for more effective
improvement in managing the rush.

The large crowd sometimes makes shopping uncomforta-
ble, especially during peak seasons.

Sometimes, there are some products of the same quality
that | cannot decide which to pick. And sometimes there is
a new product group that | do not know about

Not really.

High pricing basically.

In your experience, what
could a company do better
to strengthen its customer
relationship?

A company could focus on enhancing personalized cus-
tomer service, reducing waiting times, and ensuring better
crowd management during peak times.

A company can-

- Collect and act on feedback regularly

- Offer personalized updates or loyalty rewards

- Train staff to address questions or issues promptly

- Expand size ranges or special collections to be more in-
clusive

To strengthen customer relationships, a company like XYZ
could focus on the following improvements:
- Loyalty rewards & special discounts: Offering exclusive




3(2)

deals, early access to new collections, or birthday dis-
counts for regular customers.

- Better stock management: Ensuring popular designs and
sizes are restocked faster, reducing customer disappoint-
ment.

- Enhanced online shopping experience: Improving web-
site/app functionality, faster deliveries, and more straight-
forward returns/exchanges.

- More personalized customer service: Quick response
times, better in-store assistance, and proactive communi-
cation.

- Exclusive events & engagement: Hosting VIP shopping
events, artisan meet-and-greets, or styling sessions for
loyal customers.

A company like XYZ could strengthen its customer relation-
ships in several ways. First, implementing regular feedback
sessions would be highly beneficial. This would allow cus-
tomers to share their thoughts and suggestions, making
them feel valued and heard. Second, a warm and personal-
ized greeting can go a long way in creating a positive first
impression and fostering a welcoming atmosphere. Lastly,
ensuring prompt and efficient service would significantly en-
hance customer experience, especially during peak times.
In my experience, the company can build stronger, more
lasting relationships with its customers by addressing these
areas.

A company can strengthen customer relationships by im-
proving crowd management, offering personalized services,
and actively listening to customer feedback.

Good communication, good feedback, and after-sales ser-
vice.

Take care of customer satisfaction; it covers almost every-
thing.

Loyalty programs, more straightforward returns

What customer service
practices or policies make
you feel valued as a cus-
tomer?

Prompt responses, easy returns, personalized attention,
and clear communication make me feel valued as a cus-
tomer.

| appreciate yearly offerings or loyalty programs that reward
repeat purchases. XYZ company’s consistent service qual-
ity, such as friendly staff, organized store layouts, and help-
ful advice, makes me feel acknowledged. A transparent and
fair return/exchange policy also makes me trust the brand
more.

| feel valued by excellent customer service and thoughtful
policies as a regular customer. Some key practices that
enhance customer experience include:

- Personalized attention: Staff remember preferences,
greet warmly, and assist with selections.

- Loyalty programs & rewards: Special discounts, birthday
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offers, and exclusive deals for long-term customers.
- Hassle-free returns & exchanges: Easy return/exchange
policies with no unnecessary delays or strict conditions.

One customer service practice that makes me feel valued
as a customer is when a brand offers personalized recom-
mendations based on my past purchases. For instance, re-
ceiving suggestions for similar yet new items that align with
my preferences would enhance my shopping experience.
Additionally, being presented with options that slightly differ
from my usual taste while still staying within my comfort
zone would feel thoughtful and tailored to my needs. This
level of personalization saves time and shows that the
brand understands and values my individual preferences.

Good customer service policies prioritizing quick assis-
tance, smooth returns, and a respectful approach make me
feel valued.

The discount card or a membership card that they give me
offers some extra prices cuts on my next purchase.

Their attention to customers and their offers.

Quick service, friendly staff.

What customer support in-
fluences your purchasing
decisions the most?

Responsive, helpful, and friendly customer support influ-
ences my decision the most, as it ensures a smooth and
positive shopping experience.

The responsive and knowledgeable staff greatly influenced
my decision to purchase. If | know | can easily reach out for
assistance, get accurate product information, and have is-
sues resolved quickly, | will be more confident about buying.
Positive words of mouth—online and from friends—also
play a huge role.

The customer support that influences purchasing deci-
sions the most includes:

- Helpful & knowledgeable staff: Whether in-store or
online, having friendly and well-informed representatives
who assist with product details, styling advice, or availabil-
ity.

- Quick & responsive service: Fast replies to inquiries,
whether on social media, phone, or live chat, make shop-
ping easier.

- Easy returns & exchanges: A hassle-free return/ex-
change policy encourages confidence in purchasing.

The customer support that most influences my purchasing
decisions is a combination of promptness, personalization,
and proactive assistance. A brand's quick and efficient re-
sponses to my queries or concerns build trust and confi-
dence in their service. Personalized support, such as tai-
lored recommendations or follow-ups based on my prefer-
ences, also makes me feel valued as a customer. Lastly,
proactive assistance, like anticipating my needs or offering
solutions before | ask, significantly enhances my overall
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experience and encourages me to choose that brand over
others.

Helpful and responsive support that quickly resolves issues
makes a big difference in my decision to continue shopping
with a brand.

| can change the product within 30 days if it feels like it is
not the perfect one.

Quick response time, polite staff.

Quick issue resolution and a smooth exchange process.

When do you recommend
clothing brands to others?

| recommend clothing brands when | am happy with their
quality, customer service, and value, especially if they have
unique designs and ethical practices.

| usually recommend clothing brands when | have had a
consistently good experience, especially if a friend or family
member is looking for something specific that | know the
brand does well. If there is a sale or new collection, | am
excited about, | will mention it. If | trust the brand and love
what it offers, | am happy to pass along the recommenda-
tion.

| recommend clothing brands to others when they meet
specific key criteria, such as:

- High-quality products: When the fabric, stitching, and
craftsmanship are durable and worth the price.

- Unique & stylish designs: It is worth sharing if the brand
offers something special, like traditional yet modern styles.
- Excellent customer service: If the shopping experience
(in-store or online) is smooth and hassle-free.

- Value for money: When the pricing matches the quality
and is worth the investment.

- Positive personal experience: If | have had a great expe-
rience with the brand, | feel confident recommending it.

| recommend clothing brands to others primarily in two sce-
narios. First, when my friends or family compliment my outfit
and inquire about where | purchased it, | naturally share my
positive experience with the brand. Second, | recommend
brands when someone is looking for gift ideas or shopping
for themselves, especially if | know the brand offers high-
quality, stylish, and culturally relevant products that align
with their preferences. In both cases, | aim to suggest
brands | trust and believe meet their expectations.

| recommend a brand that impresses with its product qual-
ity, reasonable pricing, and excellent customer service.

When | feel that the quality of the product is worth it and is
also fashionably reasonable, | recommend it to others.

When | have a great experience with quality and service,
and also if | get compliments on what | wear.

| feel comfortable and love the quality of the design, and |
also like the overall shopping experience.
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Appendix 3. Two employees’ interview transcripts

Interview with employee one (H1)

What key values does your company uphold in maintaining sustainable customer relation-

ships?

XYZ company believes in honesty, quality, and good service. We always try to
give customers the best experience, so they keep coming back.

Have you encountered situations where company policy and customer expectations con-
flicted? How did you handle them?

Some customers expect returns on non-refundable items. At that time, | usually
tried to explain the policy and suggested other solutions, like exchanges, if pos-
sible.

What specific strategies can be used to engage and retain customers?

We greet every customer warmly, help them find what they need, and keep
them updated on new products.

How do we utilize customer feedback to improve relationships?

When customers give suggestions, we share them in our official meetings. If
many customers ask for something, the company tries to improve.
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Interview with employee two (H2)

What key values does your company uphold in maintaining sustainable customer relation-

ships?

We ensure that customers get high-quality handmade products, and our core
values are customer satisfaction and ethical business.

Have you encountered situations where company policy and customer expectations con-

flicted? How did you handle them?

A customer once wanted a product that was out of stock. | noted their request
and informed them when it was restocked, and they appreciated the effort.

What specific strategies can be used to engage and retain customers?

We build relationships by offering loyalty programs and special promotions.

How do we utilize customer feedback to improve relationships?

If we receive complaints or negative feedback about product quality, we in-
stantly report them to our headquarters. The company then works with man-
agement to fix issues.
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