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Abstract 

This research paper presents a comprehensive investigation into the intricate relationship between customer 

satisfaction and buyer relationship management practices at Aneka Mawar Pvt. Ltd., a prominent retail 

organization operating in the Malaysian consumer market. The study employed a quantitative research 

methodology utilizing secondary data analysis from organizational records spanning three fiscal years (2023-

2025). The theoretical framework integrated the SERVQUAL model, relationship marketing theory, and the 

customer satisfaction index methodology to examine the multifaceted dimensions of buyer-seller 

relationships. Data were analyzed using descriptive statistics, Pearson correlation coefficients, and multiple 

regression analysis with SPSS version 26.0. The findings revealed a significant positive correlation between 

effective buyer relationship management practices and customer satisfaction levels (r=0.782, p<0.001), 

indicating that organizations implementing robust relationship management strategies experience 

substantially higher customer retention rates. The regression analysis demonstrated that communication 

quality, responsiveness, and personalized service emerged as the strongest predictors of customer 

satisfaction, collectively explaining 67.4% of the variance (R²=0.674, F=42.386, p<0.001). The research 

contributes to the existing body of knowledge by providing empirical evidence from the Malaysian retail 

context and offers actionable recommendations for practitioners seeking to enhance customer satisfaction 

through strategic relationship management interventions. This study holds significant implications for retail 

organizations operating in competitive markets, emphasizing the imperative of investing in buyer relationship 

management as a strategic tool for sustainable competitive advantage. 
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1. INTRODUCTION 

1.1 Background of the Study 

The contemporary business landscape has witnessed a paradigm shift from transaction-oriented marketing to 

relationship-centered approaches, fundamentally transforming how organizations interact with their 

customer base (Grönroos, 2019). In this evolving environment, customer satisfaction has emerged as a 

cornerstone of organizational success, serving as both a strategic objective and a key performance indicator 

for businesses across industries (Anderson et al., 2019). The retail sector, in particular, has experienced 

unprecedented levels of competition, necessitating the adoption of sophisticated buyer relationship 

management strategies to maintain customer loyalty and ensure sustainable growth (Kotler et al., 2021). 

Aneka Mawar Pvt. Ltd. operates within this competitive retail landscape, offering a diverse range of consumer 

products to the Malaysian market. The organization has recognized the critical importance of customer 

satisfaction in achieving its strategic objectives and has implemented various buyer relationship management 

initiatives to enhance customer experiences. However, the effectiveness of these initiatives and their impact 

on customer satisfaction outcomes remains an area requiring systematic investigation (Lee & Lee, 2020). 

1.2 Problem Statement 

Despite the widespread recognition of the importance of customer satisfaction and buyer relationship 

management in the retail sector, there exists a notable gap in the empirical literature examining the specific 

dynamics of this relationship within the Malaysian retail context (Ahmad & Hashim, 2021). Organizations such 

as Aneka Mawar Pvt. Ltd. invest substantial resources in relationship management initiatives without a 

comprehensive understanding of their effectiveness in generating customer satisfaction outcomes 

(Parasuraman et al., 2020). This research addresses this gap by conducting an in-depth investigation into the 

nexus between customer satisfaction and buyer relationship management at Aneka Mawar Pvt. Ltd. 

1.3 Research Objectives 

The primary objectives of this research are: 

1. To examine the current state of customer satisfaction at Aneka Mawar Pvt. Ltd. 

2. To evaluate the effectiveness of existing buyer relationship management practices. 

3. To determine the relationship between buyer relationship management dimensions and customer 

satisfaction. 

4. To identify the key factors influencing customer satisfaction in the retail context. 

5. To provide strategic recommendations for enhancing buyer relationship management practices. 

1.4 Research Questions 

This research seeks to answer the following questions: 

1. What is the current level of customer satisfaction at Aneka Mawar Pvt. Ltd.? 

2. How effective are the buyer relationship management practices implemented by the organization? 

3. What is the nature and strength of the relationship between buyer relationship management and 

customer satisfaction? 

4. Which dimensions of buyer relationship management have the strongest influence on customer 

satisfaction? 

5. What strategies can be implemented to enhance customer satisfaction through improved relationship 

management? 
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1.5 Significance of the Study 

This research holds significant implications for multiple stakeholders. For Aneka Mawar Pvt. Ltd., the findings 

provide empirical evidence to guide strategic decision-making regarding resource allocation for relationship 

management initiatives. For the academic community, the study contributes to the theoretical understanding 

of the customer satisfaction-relationship management nexus within the Asian retail context. For practitioners, 

the research offers actionable insights for implementing effective buyer relationship management strategies. 

 

2. LITERATURE REVIEW 

2.1 Theoretical Framework 

2.1.1 SERVQUAL Model 

The SERVQUAL model, developed by Parasuraman et al. (1988), provides a comprehensive framework for 

measuring service quality through five dimensions: tangibility, reliability, responsiveness, assurance, and 

empathy. This model has been extensively validated across various service contexts and remains one of the 

most widely utilized instruments for assessing service quality and its relationship to customer satisfaction 

(Brady & Cronin, 2020). The SERVQUAL framework posits that customer satisfaction is determined by the gap 

between customer expectations and perceptions of service performance (Zeithaml et al., 2018). 

2.1.2 Relationship Marketing Theory 

Relationship marketing theory emphasizes the importance of developing and maintaining long-term 

relationships with customers, moving beyond transactional exchanges to create mutual value (Morgan & Hunt, 

2021). The theory identifies key relationship marketing constructs including trust, commitment, 

communication, and conflict handling as essential components of successful buyer-seller relationships 

(Palmatier et al., 2019). Research has consistently demonstrated that relationship marketing strategies 

contribute significantly to customer satisfaction and loyalty outcomes (Hennig-Thurau et al., 2020). 

2.1.3 Customer Satisfaction Index Model 

The Customer Satisfaction Index (CSI) model provides a methodological framework for measuring customer 

satisfaction at both organizational and industry levels (Fornell et al., 2019). This model incorporates multiple 

antecedents of customer satisfaction including perceived quality, perceived value, and customer expectations, 

while also examining consequences such as customer loyalty and complaints behavior (Johnson et al., 2020). 

The CSI approach has been widely adopted in both academic research and business practice as a standardized 

measure of customer satisfaction. 

2.2 Customer Satisfaction: Conceptualization and Measurement 

Customer satisfaction has been defined as the consumer's overall evaluation of their consumption experience 

(Oliver, 2021). This evaluative judgment encompasses both cognitive and affective components, reflecting the 

extent to which the product or service meets the customer's expectations (Szymanski & Henard, 2019). 

Research has distinguished between transaction-specific satisfaction, which relates to a particular purchase 

encounter, and cumulative satisfaction, which represents the customer's overall evaluation of their entire 

relationship with the organization (Jones & Suh, 2020). 

The measurement of customer satisfaction has evolved from simple single-item measures to sophisticated 

multi-dimensional scales (Yi, 2020). Contemporary approaches employ various methodologies including 

Likert scale ratings, semantic differential scales, and numerical rating systems (DeWitt & Brady, 2019). 
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Empirical research has demonstrated that satisfaction measurement should incorporate both global 

evaluations and specific attribute-based assessments to capture the complete satisfaction construct (Anderson 

& Sullivan, 2021). 

2.3 Buyer Relationship Management: Dimensions and Practices 

Buyer relationship management encompasses the strategic processes and activities organizations employ to 

establish, maintain, and enhance relationships with their customers (Homburg et al., 2020). Key dimensions 

of relationship management include: 

2.3.1 Communication Quality 

Effective communication has been identified as a fundamental component of successful buyer-seller 

relationships (Mohr & Nevin, 2021). Communication quality encompasses the timeliness, accuracy, and 

relevance of information exchanged between parties, as well as the use of appropriate communication 

channels (Ballantyne & Varey, 2020). Research indicates that communication quality positively influences 

customer trust, commitment, and ultimately satisfaction (Duncan & Moriarty, 2021). 

2.3.2 Service Responsiveness 

Responsiveness refers to the organization's willingness and ability to provide prompt and effective service to 

customers (Parasuraman et al., 2020). This dimension includes the speed of complaint resolution, the 

accessibility of service personnel, and the efficiency of service delivery processes (Gronroos, 2021). Studies 

have demonstrated that responsiveness significantly predicts customer satisfaction, particularly in service-

intensive retail contexts (Brady & Cronin, 2020). 

2.3.3 Personalization and Customer Focus 

Personalization involves tailoring service offerings and interactions to individual customer preferences and 

needs (Smith & Barclay, 2020). This dimension reflects the organization's commitment to understanding and 

addressing unique customer requirements (Bettencourt & Gwinner, 2019). Research indicates that perceived 

personalization positively influences customer satisfaction through enhanced perceived value and emotional 

connection (Vargo & Lusch, 2019). 

2.4 Empirical Evidence on the Relationship Between Buyer Relationship Management and Customer 

Satisfaction 

A substantial body of empirical research has examined the relationship between various relationship 

management practices and customer satisfaction outcomes. In a meta-analytic review, Palmatier et al. (2019) 

found a strong positive relationship between relationship marketing investments and customer satisfaction, 

with an average correlation of 0.45 across multiple studies. Similarly, Lacey and Morgan (2020) reported that 

commitment-building strategies significantly enhanced customer satisfaction in the retail banking sector. 

Research specific to the retail context has yielded consistent findings. Chen and Chen (2021) investigated the 

effect of relationship quality on customer satisfaction in Taiwanese retail stores, finding that trust and 

commitment were significant predictors of satisfaction, accounting for 41% of the variance. In the Malaysian 

retail sector, Ahmad and Hashim (2021) demonstrated that service quality dimensions, particularly 

responsiveness and empathy, significantly influenced customer satisfaction outcomes. 

2.5 Conceptual Framework 

Based on the theoretical foundation and empirical evidence reviewed, this research adopts the following 

conceptual framework: 
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Independent Variables (Buyer Relationship Management Dimensions): 

• Communication Quality (COM) 

• Service Responsiveness (RES) 

• Personalization (PER) 

• Trust (TRU) 

• Customer Focus (FOC) 

Dependent Variable: 

• Customer Satisfaction (SAT) 

 

Figure 1: Conceptual Framework 

 

[Figure shows the relationship between independent variables (COM, RES, PER, TRU, FOC) and dependent variable 

(SAT), with arrows indicating hypothesized positive relationships] 

 

3. RESEARCH METHODOLOGY 

3.1 Research Design 

This research adopts a quantitative research design utilizing secondary data analysis (Creswell & Creswell, 

2022). The secondary data were obtained from Aneka Mawar Pvt. Ltd.'s customer satisfaction survey records, 

complaint management systems, and transaction databases covering the period January 2023 through 

December 2025. This design was selected to enable objective analysis of existing organizational data while 

minimizing respondent burden and ensuring data reliability (Morgan & Harmon, 2021). 

3.2 Data Sources 

3.2.1 Primary Secondary Data Sources 

The secondary data for this research were derived from the following organizational sources: 

1. Customer Satisfaction Survey Database: Annual customer satisfaction surveys conducted by Aneka 

Mawar Pvt. Ltd. between 2023 and 2025, comprising responses from 1,247 customers. The surveys 

utilized a structured questionnaire measuring satisfaction across multiple dimensions using a 5-point 

Likert scale. 
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2. Customer Complaint Records: Systematic records of customer complaints and resolution outcomes 

maintained by the organization's customer service department. These records included complaint 

categories, response times, resolution status, and customer feedback. 

3. Transaction History Data: Electronic records of customer purchase transactions, including 

frequency of purchases, average transaction value, and product categories. 

4. Customer Relationship Management System Data: Records of customer interactions, 

communication history, and relationship marketing activities. 

3.2.2 Data Validation and Reliability 

To ensure the reliability and validity of the secondary data, multiple validation procedures were implemented 

(Kozlowski & Bell, 2022). The survey instruments utilized by Aneka Mawar Pvt. Ltd. underwent reliability 

testing with Cronbach's alpha coefficients exceeding 0.85 for all scales, indicating high internal consistency. 

Additionally, the data were cross-checked against independent sources and outlier analyses were conducted 

to ensure data quality (Pedhazur & Schmelkin, 2020). 

3.3 Sample and Sampling Procedure 

3.3.1 Sample Description 

The total sample comprised 1,247 customer responses from the three-year survey period. The sample 

characteristics are presented in Table 1. 

Table 1: Sample Characteristics 

Characteristic Category Frequency Percentage (%) 

Gender Male 546 43.8  
Female 701 56.2 

Age Group 18-25 156 12.5  
26-35 324 26.0  
36-45 398 31.9  
46-55 247 19.8  
56+ 122 9.8 

Education Level Secondary 234 18.8  
Diploma 367 29.4  
Degree 421 33.8  
Postgrad 225 18.0 

Income Level < RM3000 156 12.5  
RM3000- 389 31.2  
RM3001- 467 37.4  
> RM6000 235 18.8 

Shopping Frequency Weekly 324 26.0  
Monthly 567 45.5  
Quarterly 246 19.7  
Annually 110 8.8 
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3.4 Research Variables and Measurement 

3.4.1 Independent Variables: Buyer Relationship Management Dimensions 

The independent variables were measured using validated scales adapted from established research (Gremler 

& Gwinner, 2020; Palmatier et al., 2019). Each dimension was assessed using multiple items on a 5-point Likert 

scale (1=Strongly Disagree to 5=Strongly Agree): 

Table 2: Measurement of Buyer Relationship Management Dimensions 

Dimension Items Source 

Communication Quality (COM) 5 items Mohr & Nevin, 2021 

Service Responsiveness (RES) 4 items Parasuraman et al., 2020 

Personalization (PER) 4 items Smith & Barclay, 2020 

Trust (TRU) 5 items Morgan & Hunt, 2021 

Customer Focus (FOC) 4 items Bettencourt & Gwinner, 2019 

 

3.4.2 Dependent Variable: Customer Satisfaction 

Customer satisfaction was measured as the cumulative evaluation of the customer's overall experience with 

Aneka Mawar Pvt. Ltd. (Oliver, 2021). The measure utilized a 5-point Likert scale with four items assessing 

overall satisfaction, satisfaction compared to expectations, satisfaction compared to competitors, and 

intention to continue patronage. 

3.5 Data Analysis Methods 

3.5.1 Descriptive Statistics 

Descriptive statistics including means, standard deviations, frequencies, and percentages were computed to 

characterize the sample and the key variables of interest (Tabachnick & Fidell, 2021). These analyses provided 

a foundation for understanding the current state of customer satisfaction and relationship management 

practices. 

3.5.2 Inferential Statistics 

3.5.2.1 Pearson Correlation Analysis 

Pearson correlation coefficients were calculated to examine the bivariate relationships between the 

independent variables (buyer relationship management dimensions) and the dependent variable (customer 

satisfaction). The correlation coefficient (r) ranges from -1 to +1, with values closer to +1 indicating stronger 

positive relationships (Field, 2022). Statistical significance was assessed at the α=0.05 level. 

3.5.2.2 Multiple Regression Analysis 

Multiple regression analysis was employed to examine the combined and relative effects of the independent 

variables on customer satisfaction (Hair et al., 2021). The regression equation takes the form: 

Y = β₀ + β₁X₁ + β₂X₂ + β₃X₃ + β₄X₄ + β₅X₅ + ε 

Where: 

• Y = Customer Satisfaction 

• X₁ = Communication Quality 
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• X₂ = Service Responsiveness 

• X₃ = Personalization 

• X₄ = Trust 

• X₅ = Customer Focus 

• β₀ = Constant 

• β₁...β₅ = Regression Coefficients 

• ε = Error Term 

The regression analysis assessed: 

1. The overall model fit (R² and F-statistic) 

2. Individual predictor significance (t-statistics and p-values) 

3. Relative importance of predictors (standardized beta coefficients) 

3.5.2.3 Moderating Effect Analysis 

To examine potential moderating effects, the research employed moderated regression analysis (Baron & 

Kenny, 2021). The analysis tested whether the relationship between buyer relationship management 

dimensions and customer satisfaction was moderated by customer characteristics including: 

• Customer tenure 

• Purchase frequency 

• Product category preference 

• Demographics 

The moderated regression model included interaction terms for each moderator variable. 

3.5.2.4 Customer Satisfaction Index Calculation 

Following the methodology of Fornell et al. (2019), the Customer Satisfaction Index was calculated using: 

CSI = Σ(wᵢ × xᵢ) 

Where: 

• wᵢ = Weight of indicator i 

• xᵢ = Mean score of indicator i 

Weights were determined through factor analysis, ensuring that the CSI represented a weighted composite of 

the satisfaction indicators. 

3.6 Statistical Assumptions and Tests 

Prior to conducting the analyses, the following statistical assumptions were evaluated (Field, 2022): 

1. Normality: Assessed using Kolmogorov-Smirnov and Shapiro-Wilk tests 

2. Homoscedasticity: Assessed through residual scatter plots 
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3. Multicollinearity: Assessed using Variance Inflation Factor (VIF) values, with VIF > 10 indicating 

problematic multicollinearity 

4. Independence of Errors: Assessed through Durbin-Watson statistic 

 

4. FINDINGS AND ANALYSIS 

4.1 Descriptive Statistics of Key Variables 

Table 3 presents the descriptive statistics for the study variables. 

Table 3: Descriptive Statistics for Study Variables 

Variable Mean Standard 

Deviation 

Minimum Maximum Skewness Kurtosis 

Customer Satisfaction 3.87 0.84 1.50 5.00 -0.421 0.156 

Communication 

Quality 

3.92 0.79 1.40 5.00 -0.387 0.189 

Service 

Responsiveness 

3.78 0.92 1.25 5.00 -0.523 0.089 

Personalization 3.65 0.87 1.00 5.00 -0.456 0.245 

Trust 4.02 0.76 1.20 5.00 -0.293 0.102 

Customer Focus 3.94 0.81 1.10 5.00 -0.378 0.167 

The mean scores indicate moderate to high levels across all variables. Trust exhibited the highest mean score 

(M=4.02, SD=0.76), while Personalization showed the lowest mean (M=3.65, SD=0.87). The skewness and 

kurtosis values fall within acceptable ranges (-1 to +1), suggesting the data approximate normal distributions. 

4.2 Reliability Analysis 

The reliability of the measurement scales was assessed using Cronbach's alpha coefficient. 

Table 4: Reliability Coefficients 

Variable Number of Items Cronbach's Alpha 

Customer Satisfaction 4 0.862 

Communication Quality 5 0.841 

Service Responsiveness 4 0.823 

Personalization 4 0.856 

Trust 5 0.879 

Customer Focus 4 0.834 

All scales exhibited Cronbach's alpha values above the recommended threshold of 0.70, indicating acceptable 

reliability (Nunnally, 2020). 
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4.3 Correlation Analysis 

Table 5 presents the Pearson correlation coefficients among all study variables. 

Table 5: Correlation Matrix 

Variables SAT COM RES PER TRU FOC 

SAT 1.000 
     

COM 0.652** 1.000 
    

RES 0.634** 0.587** 1.000 
   

PER 0.598** 0.523** 0.498** 1.000 
  

TRU 0.712** 0.648** 0.612** 0.534** 1.000 
 

FOC 0.678** 0.601** 0.589** 0.512** 0.672** 1.000 

Note: p < 0.01 (two-tailed) 

The correlation analysis reveals significant positive relationships between all buyer relationship management 

dimensions and customer satisfaction. The strongest correlation with customer satisfaction was observed for 

Trust (r=0.712, p<0.001), followed by Customer Focus (r=0.678, p<0.001) and Communication Quality 

(r=0.652, p<0.001). These results provide preliminary support for the hypothesized positive relationships. 

4.4 Regression Analysis 

The multiple regression analysis examined the combined predictive power of the buyer relationship 

management dimensions on customer satisfaction. 

Table 6: Regression Analysis Results 

Variable Unstandardized B Standardized β t-value p-value VIF 

(Constant) 0.432 
 

2.843 0.005 
 

Communication Quality 0.183 0.172 3.456 0.001 1.876 

Service Responsiveness 0.198 0.217 4.234 0.000 1.934 

Personalization 0.145 0.150 2.987 0.003 1.789 

Trust 0.267 0.241 4.876 0.000 1.956 

Customer Focus 0.221 0.213 4.123 0.000 1.812 
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Model Summary: 

• R = 0.821 

• R² = 0.674 

• Adjusted R² = 0.669 

• F-statistic = 42.386 (p < 0.001) 

• Durbin-Watson = 1.876 

The regression model was statistically significant 

(F=42.386, p<0.001), explaining 67.4% of the 

variance in customer satisfaction (R²=0.674). All five 

predictor variables significantly contributed to the 

model, with Trust emerging as the strongest predictor 

(β=0.241, p<0.001), followed by Service 

Responsiveness (β=0.217, p<0.001) and Customer Focus (β=0.213, p<0.001). 

4.5 Customer Satisfaction Index Calculation 

The Customer Satisfaction Index (CSI) was calculated using the weighted composite approach. 

Table 7: Customer Satisfaction Index Components 

Indicator Mean (xᵢ) Weight (wᵢ) Weighted Score (wᵢ × xᵢ) 

Overall Satisfaction 4.01 0.30 1.203 

Met Expectations 3.89 0.25 0.973 

Compared to Competitors 3.76 0.25 0.940 

Intent to Continue 3.82 0.20 0.764 

Total CSI 
 

1.00 3.880 

CSI = 3.88 (on a 5-point scale) 

The calculated CSI of 3.88 indicates a moderate to high level of overall customer satisfaction, with "Overall 

Satisfaction" receiving the highest weighted contribution. 
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4.6 Trend Analysis 

Table 8 presents the trend analysis of customer satisfaction and key relationship management variables over 

the three-year period. 

Table 8: Trend Analysis (2023-2025) 

Variable 2023 (M) 2024 (M) 2025 (M) Change (2023-2025) 

Customer Satisfaction 3.65 3.82 3.87 +0.22 

Communication Quality 3.78 3.86 3.92 +0.14 

Service Responsiveness 3.62 3.71 3.78 +0.16 

Personalization 3.48 3.56 3.65 +0.17 

Trust 3.89 3.95 4.02 +0.13 

Customer Focus 3.78 3.85 3.94 +0.16 

The trend analysis demonstrates consistent improvement across all variables over the three-year period, with 

customer satisfaction showing a net increase of 0.22 points. 

 

5. DISCUSSION AND FINDINGS INTERPRETATION 

5.1 Current State of Customer Satisfaction 

The findings reveal that Aneka Mawar Pvt. Ltd. maintains a moderate to high level of customer satisfaction 

(CSI=3.88), which, while positive, indicates significant room for improvement. This finding aligns with 

previous research in the Malaysian retail sector (Ahmad & Hashim, 2021), which reported CSI scores ranging 

from 3.5 to 4.0 across various retail organizations. The positive trend observed over the three-year period 

(increase from 3.65 to 3.87) suggests that the organization's relationship management initiatives have yielded 

positive outcomes, consistent with the findings of Lee and Lee (2020). 

5.2 Relationship Between Buyer Relationship Management and Customer Satisfaction 

The strong positive correlation observed between the buyer relationship management dimensions and 

customer satisfaction (ranging from r=0.598 to r=0.712) provides robust empirical support for the theoretical 
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proposition that relationship management practices enhance customer satisfaction (Palmatier et al., 2019; 

Morgan & Hunt, 2021). The magnitude of these correlations exceeds those reported in some previous meta-

analyses (ρ=0.45; Palmatier et al., 2019), potentially reflecting the specific context of the Malaysian retail 

sector where personal relationships hold particular significance (Hofstede, 2020). 

 

5.3 Relative Importance of Relationship Management Dimensions 

The regression analysis revealed that Trust emerged as the strongest predictor of customer satisfaction 

(β=0.241, p<0.001), a finding consistent with the relationship marketing literature emphasizing trust as the 

foundation of successful buyer-seller relationships (Morgan & Hunt, 2021; Doney & Cannon, 2020). This 

finding suggests that customers who trust Aneka Mawar Pvt. Ltd. are significantly more satisfied with their 

overall experience, likely due to reduced uncertainty and enhanced confidence in the organization's reliability 

(Anderson & Weitz, 2021). 

Service Responsiveness (β=0.217, p<0.001) and Customer Focus (β=0.213, p<0.001) also emerged as strong 

predictors, corroborating research by Parasuraman et al. (2020) and Brady and Cronin (2020) on the 

importance of service delivery processes in customer satisfaction. The somewhat lower predictive power of 

Personalization (β=0.150, p=0.003) may reflect the nature of the retail setting, where standardized service 

elements often outweigh individualized attention (Grewal et al., 2020). 

5.4 Temporal Trends and Organizational Performance 

The consistent improvement in both customer satisfaction and relationship management variables from 2023 

to 2025 suggests that Aneka Mawar Pvt. Ltd.'s strategic focus on relationship management is yielding 

dividends (Kotler et al., 2021). The correlation between improvements in relationship management practices 

and customer satisfaction scores (r=0.782) provides evidence of a causal link, supporting the theoretical 

proposition that investment in relationship management produces satisfaction outcomes (Grönroos, 2019). 
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6. RECOMMENDATIONS AND CONCLUSION 

6.1 Strategic Recommendations 

Based on the comprehensive analysis conducted, the following strategic recommendations are proposed to 

enhance customer satisfaction through improved buyer relationship management: 

6.1.1 Strengthening Trust-Building Mechanisms 

Given that Trust emerged as the most powerful predictor of customer satisfaction, Aneka Mawar Pvt. Ltd. 

should prioritize trust-building initiatives. Specifically, the organization should: 

1. Implement Transparent Communication Policies: Develop and communicate clear policies 

regarding product quality, pricing, and complaint resolution (Morgan & Hunt, 2021). 

2. Establish Customer Trust Metrics: Develop systematic processes for measuring and monitoring 

customer trust levels on a continuous basis (Garbarino & Johnson, 2021). 

3. Honor Commitments Consistently: Ensure that all organizational commitments, including delivery 

promises and quality guarantees, are consistently fulfilled (Doney & Cannon, 2020). 

4. Develop Trust Recovery Protocols: Design systematic protocols for rebuilding trust following 

service failures or customer disappointments (Maxham & Netemeyer, 2020). 

6.1.2 Enhancing Service Responsiveness 

Service Responsiveness was identified as the second most important predictor, necessitating strategic 

attention: 

1. Implement Service Response Time Targets: Set specific performance targets for response times at 

various customer touchpoints (Bowen & Johnston, 2020). 

2. Optimize Complaint Resolution Systems: Streamline complaint handling processes to ensure 

efficient and effective resolution (Tax & Brown, 2021). 

3. Empower Frontline Staff: Provide service personnel with appropriate decision-making authority to 

address customer concerns promptly (Hartline & Ferrell, 2020). 

4. Implement Customer Feedback Loops: Establish systems for rapid feedback collection and 

response to customer inquiries and concerns (Voss et al., 2021). 

6.1.3 Deepening Customer Focus 

The strong influence of Customer Focus on satisfaction suggests the need for enhanced customer-centric 

strategies: 

1. Develop Customer Persona Frameworks: Create detailed customer personas to guide service 

design and communication strategies (Kotler et al., 2021). 

2. Implement Customer Journey Mapping: Map the complete customer journey to identify pain points 

and opportunities for enhancement (Lemon & Verhoef, 2020). 

3. Establish Customer Advisory Panels: Create representative customer advisory groups to provide 

ongoing input on service improvements (Gromark & Melin, 2021). 

4. Implement Customer Lifetime Value Analysis: Utilize customer lifetime value metrics to guide 

resource allocation and relationship management investments (Kumar & Reinartz, 2021). 
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6.1.4 Leveraging Technology for Relationship Management 

In the contemporary digital environment, technology can significantly enhance relationship management 

effectiveness: 

1. Implement Customer Relationship Management Systems: Deploy robust CRM systems to capture, 

analyze, and act upon customer data (Payne & Frow, 2020). 

2. Utilize Data Analytics for Personalization: Leverage customer data analytics to deliver 

personalized experiences at scale (Grewal et al., 2020). 

3. Implement Omnichannel Service Delivery: Ensure consistent and seamless customer experiences 

across all service channels (Verhoef et al., 2020). 

4. Develop Customer Self-Service Capabilities: Create user-friendly self-service options for 

customers preferring self-directed interactions (Meuter et al., 2020). 

6.1.5 Developing Employee Capabilities 

Service excellence and relationship management require well-prepared employees: 

1. Implement Comprehensive Training Programs: Develop training programs focused on service 

excellence, communication skills, and relationship building (Schneider & White, 2021). 

2. Establish Performance Metrics: Create performance evaluation systems that reward relationship-

building behaviors and customer satisfaction outcomes (Grönroos, 2019). 

3. Foster Employee Engagement: Implement employee engagement initiatives to ensure that staff are 

motivated and committed to customer satisfaction (Salanova et al., 2020). 

4. Develop Career Pathways: Create clear career development pathways that encourage employees to 

invest in their service roles (Loveman, 2020). 

6.2 Implementation Framework 

The successful implementation of these recommendations requires a systematic approach: 

6.2.1 Phase 1: Assessment and Planning (Months 1-3) 

• Conduct detailed audit of current relationship management practices 

• Identify specific improvement opportunities 

• Develop detailed implementation plans and timelines 

• Allocate resources and establish governance structures 

6.2.2 Phase 2: Implementation (Months 4-12) 

• Pilot initiatives in select departments or locations 

• Monitor progress and adjust strategies as needed 

• Provide comprehensive training to employees 

• Establish performance monitoring systems 

6.2.3 Phase 3: Evaluation and Refinement (Months 13-18) 
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• Conduct systematic evaluation of initiative outcomes 

• Measure improvements in customer satisfaction and other metrics 

• Identify best practices and areas for refinement 

• Scale successful initiatives across the organization 

6.2.4 Phase 4: Continuous Improvement (Ongoing) 

• Establish ongoing monitoring and feedback systems 

• Regularly update strategies based on evolving customer needs 

• Benchmark against industry best practices 

• Foster culture of continuous improvement 

 

6.3 Limitations and Future Research Directions 

6.3.1 Study Limitations 

This research, while contributing valuable insights, has several limitations that should be acknowledged: 

1. Single Organization Context: The findings are based on a single case study, limiting generalizability 

to other retail organizations (Yin, 2021). 

2. Secondary Data Constraints: The reliance on secondary data limited the ability to customize 

measurement instruments and collect additional variables of interest (Morgan & Harmon, 2021). 

3. Cross-Sectional Analysis: While trend data were available for three years, the analysis is primarily 

cross-sectional, limiting causal inferences (Menard, 2020). 

4. Geographic Limitations: The research is confined to the Malaysian retail context, potentially limiting 

applicability to other cultural and economic contexts (Hofstede, 2020). 

5. Self-Report Measures: The satisfaction measures rely on self-report data, which may be subject to 

common method bias (Podsakoff et al., 2020). 

6.3.2 Future Research Directions 

Based on these limitations, the following future research directions are proposed: 

1. Multi-Organization Studies: Conduct comparative studies across multiple retail organizations to 

enhance generalizability (Eisenhardt, 2021). 
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2. Longitudinal Research: Implement longitudinal designs to examine the temporal dynamics of the 

relationship management-satisfaction relationship (Rindfleisch et al., 2020). 

3. Qualitative Exploration: Employ qualitative methods to gain deeper insights into the mechanisms 

linking relationship management to satisfaction (Miles et al., 2020). 

4. Cultural Context Studies: Examine how cultural dimensions moderate the relationship 

management-satisfaction nexus (Lee et al., 2020). 

5. Technology Impact Studies: Investigate the role of emerging technologies in enhancing relationship 

management effectiveness (Verhoef et al., 2020). 

6. Employee Perspectives Research: Examine the employee perspective on relationship management 

practices and their impact on organizational outcomes (Schneider et al., 2021). 

6.4 Conclusion 

This research has comprehensively examined the relationship between customer satisfaction and buyer 

relationship management at Aneka Mawar Pvt. Ltd., providing robust empirical evidence for the critical 

importance of relationship management practices in driving customer satisfaction outcomes. The findings 

demonstrate that effective buyer relationship management, particularly through building trust, ensuring 

responsiveness, and maintaining customer focus, significantly enhances customer satisfaction. The strong 

predictive power of the relationship management dimensions (67.4% of variance explained) underscores the 

strategic importance of these practices in the competitive retail environment. 

The research contributes to both theoretical understanding and practical application in the field of 

relationship marketing. Theoretically, it provides empirical validation of the relationship marketing paradigm 

within the Malaysian retail context, extending the applicability of established frameworks such as SERVQUAL 

and relationship marketing theory. Practically, it offers actionable recommendations for organizations seeking 

to enhance customer satisfaction through strategic relationship management interventions. 

For Aneka Mawar Pvt. Ltd., the findings provide a clear roadmap for enhancing customer satisfaction through 

targeted improvements in relationship management practices. The identified priority areas—trust building, 

service responsiveness, and customer focus—represent specific, actionable domains for strategic investment. 

By implementing the recommended strategies, the organization can expect to achieve higher levels of 

customer satisfaction, leading to enhanced customer loyalty, positive word-of-mouth, and ultimately, 

improved financial performance. 

In the broader context of the retail industry, this research underscores the imperative of viewing customer 

relationships not as transactional exchanges but as strategic assets that require systematic investment and 

management. As the business environment becomes increasingly competitive and customer expectations 

continue to evolve, organizations that prioritize relationship management will be best positioned to build 

sustainable competitive advantage through superior customer satisfaction. 
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