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ABSTRACT 

This study aims to provide a comprehensive understanding of how cultivating strong customer 
relationships can lead to increased loyalty, ultimately contributing to sustained business success. 
Uses a systematic bibliometric literature review, based on 96 articles published between 2912-2022 
in the Scopus database. The research findings demonstrate that the impact of relationship marketing 
on customer loyalty is characterized by factors like corporate image and reputation, customer 
referral behaviors, service quality, customer satisfaction, and trust. Addressing these challenges is 
critical to ensuring that relationship marketing efforts effectively foster long-term customer loyalty 
and drive sustainable business success. The study is limited to the utilization of the Scopus 
database, thereby excluding additional scientific and academic databases such as Web of Science. 
Secondly, the inquiry was confined to the field of “Business, Management, and Accounting” within 
the timeframe of 2012 to 2022. Offers valuable insights for companies to implement more effective 
relationship strategies, resulting in greater customer loyalty and competitive advantage. Among 
others, we highlight the implementation of online customer communities and customer contact 
centers. Other contributions are related to the implementation of customization and personalization 
strategies, including personalized marketing messages, custom product configurations, and 
proactive customer support. This study demonstrates how companies can enhance customer 
retention, boost satisfaction, and strengthen customer relationships. 

Key words: Relationship marketing, customer loyalty, customer satisfaction, customer trust, 
customer experience. 
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1. INTRODUCTION 

The volatility and high competition in the contemporary business environment have made it crucial 

for businesses to build and maintain customer relationships. As a result, relationship marketing 

has gained significant momentum with more marketing campaigns emphasizing customer 

satisfaction and retention. Boateng (2019) attributes this change to the advent of new technologies 

that have changed how customers interact with brands and their relationships. Khoa (2020) 

describes relationship marketing as a strategy to create strong, lasting connections with customers. 

It encourages partnerships between brands and stakeholders, leading to profitable exchanges and 

allowing businesses to acquire, retain, and satisfy their customers. Wongsansukcharoen (2022) 

explains that there are six major dimensions associated with relationship marketing: bonding, trust, 

communication, reciprocity, shared value, and empathy. These components help companies build 

deeper connections with their customers and create a positive brand image by ensuring consistent, 

meaningful interactions and mutual benefits. As a result, relationship marketing is associated with 

improved customer loyalty and long-term business success. 

Customer loyalty is a crucial driver of profitability and growth and is significantly impacted by 

the effectiveness of relationship marketing strategies. Loyal customers provide a steady revenue 

stream and act as brand ambassadors, promoting the business through word-of-mouth and social 

media. This is evidenced in Kwiatek et al.'s (2020) research, which found that loyal customers 

contribute to 85% of growth in mature brands. In addition, the scholars found that marketing 

managers invest twice as much in customer retention than in acquisition. Boateng (2019) identifies 

customer loyalty as an important asset that helps businesses achieve a competitive advantage and 

increase sales and profitability. Similarly, Khan et al. (2022) connect customer loyalty, resulting 

in good customer relationship management to make repeat purchases or refer a product or service 

to others. These findings show the significance of relationship marketing in building customer 

loyalty and its subsequent impact on organizational growth and success.  

This research paper explores the multifaceted impact of relationship marketing on customer 

loyalty, examining theoretical frameworks and practical applications. It synthesizes data from 96 
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studies to highlight the best practices and potential challenges. The research also offers insights to 

help businesses enhance their relationship marketing efforts. The goal is to provide a 

comprehensive understanding of how cultivating strong customer relationships can lead to 

increased loyalty, ultimately contributing to sustained business success. 

 

2. METHODOLOGY 

The literature review is a research method that systematically advances new knowledge in the field 

(Trunfio & Rossi, 2022). A systematic bibliometric literature review (LRSB) facilitates the 

advancement of knowledge by enabling researchers to integrate research findings from various 

sources to situate the study topic or issue within a contextual framework through the synthesis of 

pertinent information, providing suitable recommendations, and identifying research gaps for 

future investigations (Rosário & Casaca, 2023). A systematic review is a specific methodology 

that uses systematic and explicit methods to identify, select, and critically appraise relevant 

research and to collect and analyze data from the studies included in the review (Moher et al., 

2009). This study follows the principles of transparency, inclusivity, explanatory, and heuristic 

nature recommended by Denyer and Tranfield (2009). 

2.1 Search Strategy 

The initial step in the search strategy involves choosing databases to search for publications in the 

literature review. Consequently, the researchers opted to use the Scopus database, as one of the 

largest and most comprehensive curated abstract and citation databases available. Scopus 

encompasses a broad spectrum of sources, including conference proceedings, books, and journal 

articles that span a variety of global and regional research areas. 

A systematic search on the Scopus electronic database was conducted (Figure 1) following the 

PRISMA 2020 workflow proposed by Page et al. (2021). A systematic search was carried out 

using the keywords "relationship marketing", where 4,320 documents were recorded. These results 

were limited to the subject area “Business, Management and Accounting”, which reduced the 

search results to 3,608 documents. In the next steps, some inclusion and exclusion criteria were 

used to refine the results.  First, we limited the results to the period 2012 – 2023, reducing the 

search to 1,683 documents. Then we limited the search to the exact keyword “customer loyalty”, 

obtaining the final number of 96 documents. 
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Figure 1. PRISMA 2020 Flow Diagram for the Systematic Literature Search 

Note. Adapted from Haddaway et al. (2022) 

 

3. RESULTS 

The bibliometrics analysis was carried out based on the 96 documents allowing us to highlight the 

topic’s significance. Figure 2 summarizes the peer-reviewed literature published during the period 

2012-2022 and the evolution of citations of those documents. 

During the period under review, an average of 9 documents were published per year, with 2016 

with 19 documents published. Regarding the number of citations, there was a slow growth at the 

beginning of the period, with a sharp growth from 2016 onwards. The h-index measured author 

output and influence, reflecting the count of papers that received equal or more citations. The h-
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index calculated for the set of documents analyzed is 29, which means that of the 96 documents 

considered for the h-index, 29 have been cited at least 29. 

 

 
Figure 2. Documents and Citations by Year 

 

The top 3 most quoted articles were “Building, measuring, and profiting from customer loyalty” 

by Watson et al. (2015) with 237 quotes published in the Journal of the Academy of Marketing 

Science, “The effect of website features in online relationship marketing: A case of online hotel 

booking” by Bilgihan and Bujisic (2015), with 235 quotes published in Electronic Commerce 

Research and Applications, and “Creating customer loyalty through service customization” by 

Coelho and Henseler (2012), with 226 quotes published in European Journal of Marketing. 

To gain deeper insights into the themes captured within the documents analyzed in this research, 

a bibliometric analysis was conducted, using the scientific software VOSViewer™ 

(https://www.vosviewer.com; van Eck & Waltman, 2010), a software tool specifically designed 

for constructing and visualizing bibliometric maps. This investigation explored the progression of 

scientific knowledge based on key terms and the social framework within the studied scientific 

domain, as depicted in Figure 3. The generation of the keywords co-occurrence map was made 

based on 304 keywords found in the 96 papers from the sample database. We established a limit 

of a minimum of 2 occurrences of the keyword to be included in the results, and 48 keywords met 

the threshold, generating 12 clusters. The red and green clusters are the bigger ones, with 8 items 

each. 
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Figure 3. Keyword Co-occurrence Network 

 

The temporal evolution of the topics covered in the publications under analysis is presented in 

Figure 4. The most preferred keywords in the most recent years (2020 +) are corporate reputation, 

banking, consumption behavior, and relational benefits. This analysis aids in identifying the 

subjects explored by researchers and predicting future opportunities for research. 

 

 

 
Figure 4. Temporal Overlay on a Keyword Co-occurrence Map 
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4. DISCUSSION 

The connection between relationship marketing and customer loyalty lies in the ability of 

businesses to create a sense of mutual respect and understanding with their clients. Companies use 

relationship marketing strategies to prioritize personalized customer interactions and address 

individual needs and preferences (Yulisetiarini & Susanto, 2018). These activities cultivate a 

deeper emotional bond. Ultimately, this marketing strategy goes beyond transactional interactions 

and encourages customers to develop a sense of trust and attachment to the brand (Wang et al., 

2016). As a result, customers are more likely to remain loyal, demonstrating repeat purchase 

behavior and advocating for the brand within their networks. 

4.1 Relationship Marketing 

Relationship marketing is a strategic approach focusing on building and nurturing long-term 

customer relationships rather than merely aiming for immediate sales. Yu and Tung (2013) 

describe it as a marketing philosophy that prioritizes customer retention, satisfaction, and loyalty 

by creating meaningful and personalized interactions between the brand and its customers. Unlike 

traditional transactional marketing, which centers on one-time sales and short-term gains, 

relationship marketing seeks to understand and address the individual needs, preferences, and 

behaviors of customers over time (Asikhia, 2012; Borisavljević & Radosavljević, 2021). As a 

result, Abdullah and Kanyan (2013) argue that effective relationship marketing should provide 

four major benefits to target customers: psychological, economic, social, and customization 

benefits. Businesses achieve these through continuous engagement, feedback, and adaptation to 

meet or exceed customer expectations (Anabila, 2021). Critical components of relationship 

marketing include bonding, trust, communication, reciprocity, shared value, and empathy. These 

dimensions work together to build a solid foundation for enduring customer relationships. 

The implementation of relationship marketing requires a comprehensive strategy that integrates 

various customer touchpoints and channels. For instance, businesses must employ personalized 

communication techniques (Cano et al., 2021). They should leverage data and customer insights 

to tailor messages and deliver offers that resonate with their audience. Effective relationship 

marketing also involves consistent and proactive customer engagement, such as follow-ups, 

loyalty programs, and personalized content (Giri & Pandey, 2016; Hidayat et al., 2015). These 

strategies help reinforce the connection between the brand and its customers. According to Sayil 

et al. (2019), companies must be transparent and trustworthy to foster an environment of mutual 
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respect and reliability. They should value and act on customer feedback to demonstrate their 

commitment to customer satisfaction and continuous improvement (Narteh et al., 2013). 

Therefore, relationship marketing creates value for the company and its customers, enhancing 

customer loyalty, increasing customer lifetime value, and sustainable business growth. 

4.2 Customer Loyalty 

Customer loyalty results from a customer's strong commitment and preference towards a particular 

brand, product, or service over time. Khoa (2020, p.196) describes customer loyalty as the 

"tendency of customers to buy and use a particular brand in a product family and repeat this 

behavior." It is a competitive element that motivates customers to purchase products or services 

from a specific brand (Malik et al., 2019). This means this brand comes to mind first every time a 

customer purchases. As a result, Watson et al. (2015, p.790) describe it as "the central thrust of 

marketing efforts." Customer loyalty goes beyond repeat purchases; it reflects a deeper emotional 

and behavioral attachment to the brand. Loyal customers consistently buy from a specific company 

despite competitive offers or marketing pressures from other brands (Lee et al., 2021; Boakye et 

al., 2017). This loyalty is built on positive experiences, trust, satisfaction, and perceived value 

derived from the brand's products or services (Gupta & Sahu, 2015). Customers who exhibit 

loyalty often become advocates, promoting the brand through word-of-mouth recommendations 

and positive online reviews. They are less likely to switch to competitors, contributing to stable 

revenue streams and higher profitability for the business. 

Creating and maintaining customer loyalty requires businesses to prioritize customer experience, 

consistently meet or exceed expectations, and foster strong relationships through personalized 

interactions and engagement efforts. Loyalty programs, exclusive offers, and excellent customer 

service are crucial in nurturing loyalty. The effectiveness of these strategies is evidenced in Watson 

et al.'s (2015) research, which found that spending on annual loyalty programs has increased by 

27% since 2010, reaching over $48 billion in the United States. These programs reward repeat 

business and demonstrate appreciation for customer patronage. In addition, companies promote 

customer loyalty by leveraging data analytics to understand customer behavior and preferences 

better (Yoo & Bai, 2013). This allows them to tailor marketing strategies and product offerings to 

customer needs, preferences, and expectations (Saleem et al., 2016). Customer loyalty is a strategic 

asset that enhances a brand's reputation, sustains competitive advantage, and drives long-term 

profitability in the contemporary competitive marketplace. 
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4.3 Relationship Marketing Strategies for Building Customer Loyalty 

Businesses use varying relationship marketing strategies to build customer loyalty. Watson et al. 

(2015) associate this phenomenon with the diverse operationalization and conceptualization of the 

customer loyalty concept. Similarly, Khoa (2020) found that different authors identify varying 

aspects to define loyalty, including i) attitudinal vs. behavioral loyalty, ii) loyalty as a process, iii) 

loyalty is expressed over time, and v) may involve one or more brands. The heterogeneity in 

loyalty-related issues leads businesses to adopt various strategies to connect and maintain long-

term customer relationships. Some of these approaches are discussed below:  

4.3.1 Loyalty Programs 

Loyalty programs are structured initiatives to reward customers for repeat purchases and ongoing 

engagement with a brand. Belli et al. (2022) explain that these programs typically offer points, 

discounts, exclusive offers, or other incentives based on customer spending or participation. They 

provide tangible benefits to loyal customers, such as free products, upgrades, or special access, 

reinforcing positive behaviors and increasing customer retention (Kwiatek et al., 2020; Yi et al., 

2013). Loyalty programs encourage repeat business and establish a sense of exclusivity and 

appreciation among participants. Successful programs are often integrated with customer data 

systems to personalize rewards and communications, enhancing their effectiveness (Wolter et al., 

2022). Therefore, these programs build customer loyalty by creating a reciprocal relationship 

where customers feel valued and are motivated to continue their relationship with the brand. 

4.3.2 Online Customer Communities 

Online customer communities serve as virtual platforms where customers can connect with each 

other and the brand. These communities facilitate discussions, knowledge sharing, and feedback 

exchanges among customers (Bi, 2019). As a result, they create a sense of belonging and loyalty. 

In addition, brands benefit by gaining insights into customer preferences, needs, and sentiments, 

which can inform product development and marketing strategies (Ozuem & Willis, 2022; Yang et 

al., 2017). Moreover, active participation in these communities can deepen customer engagement 

and strengthen brand advocacy. Some platforms used to facilitate these communities include 

community forums, social media groups, or dedicated platforms (Saraswati et al., 2018). They 

ensure that customers have a voice and feel connected to the brand beyond transactional 

interactions. Businesses cultivate loyal customers who support the brand and influence others 

within their networks by nurturing online customer communities.  
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4.3.4 Websites 

Websites are crucial in relationship marketing as a primary touchpoint for customer interaction 

and engagement. According to Bilgihan and Bujisic (2015), a well-designed website enhances user 

experience, provides relevant information, and facilitates seamless transactions, improving 

customer satisfaction and loyalty. Businesses use their websites to showcase products or services, 

offer educational content, and provide support resources (Herrada-Lores et al., 2022). 

Personalization features, such as tailored recommendations based on browsing history or 

preferences, can further enhance the user experience and deepen customer engagement (Duggal & 

Verma, 2017). In addition, websites serve as a platform for gathering customer feedback and 

insights through surveys, reviews, and live chat functionalities (Jain et al., 2013). The data gathered 

enables businesses to respond promptly to customer needs and concerns. A user-friendly and 

informative website strengthens brand credibility and builds long-term customer relationships 

based on trust, convenience, and positive online experiences. 

4.3.4 Service Customization and Personalization 

Service customization and personalization involve tailoring products, services, and interactions to 

meet customers' individual needs and preferences. In this regard, businesses offer personalized 

recommendations, customized solutions, or adaptive service delivery, demonstrating attentiveness 

and commitment to customer satisfaction (Coelho & Henseler, 2012; Jones & Taylor, 2012). This 

approach enhances the overall customer experience and fosters a sense of exclusivity and value 

for the customer. Companies leverage data analytics and customer insights to segment their 

audience and deliver targeted, relevant experiences across various touchpoints (Bardauskaite, 

2014). Common customization and personalization strategies include personalized marketing 

messages, custom product configurations, and proactive customer support (Chang & Hung, 2018). 

These strengthen customer loyalty by uniquely tailoring each interaction to the customer's desires 

and expectations. 

4.3.5 e-Referral Incentive Programs 

e-referral incentive programs encourage existing customers to refer new customers to the brand in 

exchange for rewards or incentives. They leverage the power of word-of-mouth marketing and 

capitalize on existing customers' trust and influence within their social circles (Fu & Pang, 2022; 

Dornas et al., 2015). Incentives can include discounts, credits, or exclusive offers for the referrer 

and the new customer. Consequently, they create a win-win scenario, encouraging loyalty and 
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expanding the customer base (Li et al., 2013). Zhang et al. (2019) further explain that effective e-

referral programs often incorporate easy sharing mechanisms, trackable referral links, and clear 

incentive structures to maximize participation and success. They turn satisfied customers into 

brand advocates to drive customer acquisition and cultivate deeper loyalty among existing 

customers who feel rewarded for their advocacy and support. 

4.3.6 Gifts 

Gift-giving initiatives are a straightforward yet effective strategy in relationship marketing aimed 

at expressing appreciation and building emotional connections with customers. Businesses may 

offer gifts on special occasions such as birthdays, holidays, anniversaries, or as a surprise gesture 

to acknowledge loyalty or a significant purchase (Marchand et al., 2017). These gifts can range 

from physical items like branded merchandise or product samples to digital gifts like exclusive 

content or access. According to Laran and Tsiros (2013), surprising customers with thoughtful 

gifts allows companies to strengthen their bond with existing customers and create positive 

associations with the brand. Gifts can enhance customer satisfaction, increase retention rates, and 

stimulate word-of-mouth promotion as recipients share their positive experiences with others. 

4.3.7 Corporate Social Responsibility Initiatives 

Corporate social responsibility (CSR) initiatives involve businesses integrating social and 

environmental concerns into their operations and interactions with stakeholders, including 

customers. Organizations use these initiatives to align their processes, products, or services with 

causes that resonate with their target audience (Yen et al., 2015). Consequently, Shin and Thai 

(2015) identify CSR as a company's commitment to making a positive impact beyond profit 

generation. Liu et al. (2014) argue that engaging in CSR activities, such as charitable donations, 

environmental sustainability efforts, or community involvement, can enhance brand reputation, 

build trust, and foster customer loyalty. Issock Issock et al. (2020) found that customers 

increasingly prefer brands that demonstrate ethical practices and social responsibility. This makes 

CSR initiatives a significant driver of consumer choice and loyalty. Showcasing transparency and 

accountability in CSR efforts can inspire customer loyalty and contribute to long-term sustainable 

relationships built on shared principles and social impact. 

4.3.8 Customer Contact Centers 

Customer contact centers are essential in relationship marketing as they serve as direct contact 

points between the company and its customers. These centers handle inquiries, provide support, 
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and resolve issues, influencing customer satisfaction and loyalty (van der Aa et al., 2015). 

Effective customer contact centers are equipped with knowledgeable staff, efficient 

communication channels like phone, email, and live chat, and integrated customer relationship 

management (CRM) systems to ensure seamless interactions (Andrade et al., 2020; Larsson & 

Viitaoja, 2017).  These contact centers contribute to positive customer experiences and reinforce 

the brand's commitment to customer care by delivering personalized and responsive assistance. 

They also allow businesses to gather valuable customer feedback and insights that aid in 

identifying areas for improvement and implementing targeted strategies (Park et al., 2015; Oumar 

et al., 2017). As a result, customer contact centers play a crucial role in relationship marketing by 

building trust, resolving concerns, and nurturing enduring relationships with customers based on 

effective communication and support. 

 

5. THEORETICAL APPROACHES 

Theories provide valuable frameworks for understanding the connection between customer loyalty 

and relationship marketing. The two theories identified in this research are the theory of planned 

behavior (TPB) and the signaling theory. 

5.1 Theory of Planned Behavior 

TPB is a psychological framework developed by Icek Ajzen to predict and understand individual 

behavior. According to Dewi and Ronny (2023), the theory predicts that an individual's beliefs 

influence their behaviors. In this case, an individual's intention to engage in a specific behavior is 

the primary predictor of whether they will perform that behavior. TPB is based on three key 

components: attitudes, subjective norms, and perceived behavioral control (Al Naimi & Al 

Khasawneh, 2017). Attitudes refer to the positive or negative evaluations of the behavior in 

question, while subjective norms involve the perceived social pressure to perform or not perform 

the behavior. Perceived behavioral control reflects the individual's perception of their ability to 

execute the behavior. According to TPB, if a person has a positive attitude towards the behavior, 

perceives social approval, and believes they have control over performing the behavior, they are 

more likely to form a firm intention and subsequently carry out the behavior (Dewi & Ronny, 

2023). This theory is widely used in various fields, including marketing, to design interventions 

and predict outcomes based on these behavioral determinants. 
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TPB can be used in relationship marketing to help understand the factors that drive customer 

loyalty behaviors. For example, a customer's attitude towards a brand, influenced by positive 

experiences and perceived value, can significantly impact their intention to remain loyal (Debnath 

et al., 2016). Subjective norms, such as recommendations from friends and family, can also affect 

a customer's decision to stay with a brand (Al Naimi & Al Khasawneh, 2017). Perceived behavioral 

control, which includes the ease of engaging with the brand through accessible customer service 

and seamless purchasing processes, can enhance loyalty intentions. TPB allows businesses to 

identify and strengthen these behavioral components and customer loyalty (Dewi & Ronny, 2023). 

Insights obtained can be used to tailor relationship marketing strategies to address the attitudes, 

social influences, and perceived control factors that shape customer loyalty behaviors. 

5.2 Signaling Theory 

Signaling theory explores how individuals and organizations communicate information about 

themselves to others to influence perceptions and behaviors. According to Connelly et al. (2011), 

this theory minimizes information asymmetry between two parties, which often occurs when one 

party is more knowledgeable. The fundamental idea behind signaling theory is that entities, such 

as companies or individuals, send signals to convey information about their qualities, intentions, 

or capabilities to reduce information asymmetry and build trust with their audience (Boateng, 

2019; Connelly et al., 2011). In a marketing context, companies use various signals such as 

branding, advertising, product quality, and certifications to indicate their reliability, competence, 

and value to potential customers. Effective signals must be credible and observable to the target 

audience, helping them make informed decisions (Dunham, 2011). For instance, a high-quality 

product with a strong brand reputation signals the company's commitment to excellence. 

Businesses can differentiate themselves from competitors, attract customers, and establish a 

positive market presence by effectively utilizing signals. 

Signaling theory can be used to explain how brands communicate their commitment to quality and 

customer satisfaction to build trust and loyalty. For example, a company might use high-quality 

packaging, transparent communication about product sourcing, or endorsements from trusted 

figures to signal their reliability and value to customers (Taoketao et al., 2018; Boateng, 2019). 

These signals help reduce uncertainty and build customer confidence, making them more likely to 

remain loyal. Other strategies like loyalty programs and customer testimonials can signal a brand's 

dedication to rewarding and valuing its customers (Dunham, 2011). Business leaders and 
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marketing professionals can apply signaling theory to create and disseminate messages reinforcing 

their relationship marketing efforts. This practice can enhance customer loyalty through 

transparent and credible signals of their commitment to excellence and customer care. 

 

6. IMPACT OF RELATIONSHIP MARKETING ON CUSTOMER LOYALTY 

Relationship marketing can have a significant impact on customer loyalty. For instance, 

personalized services can improve customer satisfaction and experience. These positive outcomes 

ultimately result in enhanced customer loyalty. This section synthesizes findings on the various 

ways relationship marketing impacts customer loyalty.  

6.1 Corporate Image and Reputation 

Relationship marketing helps build corporate image and reputation, which influence customer 

loyalty. For example, a positive corporate image, built through consistent and transparent 

relationship marketing efforts, can significantly enhance customer perceptions and foster loyalty 

(Abdur Rehman et al., 2021). Companies prioritizing building a strong, trustworthy, and reputable 

brand image through ethical practices, quality products, and excellent customer service are more 

likely to attract and retain loyal customers (Dewani & Sinha, 2012; Lee et al., 2018). Relationship 

marketing strategies, such as corporate social responsibility (CSR) initiatives, sustainability 

efforts, and community involvement, contribute to a positive corporate image by showcasing the 

company's commitment to broader societal values. De Leaniz et al. (2016) found that customers 

who perceive a company as reputable and socially responsible are more likely to develop a sense 

of pride and attachment to the brand, resulting in increased loyalty. In addition, a positive corporate 

image can act as armor during times of crisis, as loyal customers are more likely to continue 

supporting a brand they trust and respect. 

6.2 Customer Referral Behaviors 

Relationship marketing strategies significantly influence customer referral behaviors. Satisfied and 

loyal customers are more likely to recommend a brand to others. Customers who experience 

positive interactions and value through personalized marketing efforts, loyalty programs, and 

excellent service are more inclined to share their positive experiences with friends and family 

(Stein & Ramaseshan, 2016). Referral behaviors are driven by satisfaction, emotional connections, 

and trust, which are built through consistent and meaningful engagement. Relationship marketing 
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fosters these behaviors by creating memorable customer experiences that exceed expectations (Chi 

et al., 2020). This encourages word-of-mouth promotion. 

Moreover, referral incentive programs, which reward customers for bringing in new customers, 

further enhance this dynamic. These programs leverage the existing loyalty of customers and 

motivate them to act as brand ambassadors and advocate for the company within their social 

networks (Atinc, 2015). This word-of-mouth marketing is highly valuable as it often carries more 

weight and credibility than traditional advertising. Lisjak et al. (2021) found that marketing perks 

contribute to word of mouth, influencing 50%-74% of consumer purchasing decisions. In addition, 

the study found that word of mouth leads to approximately US$ 6 trillion in customer spending 

annually. This marketing strategy leads to increased customer acquisition and retention. Therefore, 

effective relationship marketing strategies can enhance customer referral behaviors, expanding a 

brand's customer base and reinforcing loyalty among existing customers. 

6.3 Service Quality 

Service quality is critical in the relationship marketing-customer loyalty equation since it directly 

influences customer perceptions and satisfaction. Abdur Rehman et al. (2020) explain that high-

quality service delivery, characterized by responsiveness, reliability, and empathy, is fundamental 

to building strong customer relationships. Relationship marketing emphasizes understanding and 

meeting customer needs, which is achieved through consistent and personalized service 

experiences. Giovanis et al. (2015) indicate that customers receiving superior service are more 

likely to develop positive attitudes towards the brand, enhancing their loyalty. Companies that 

invest in training employees to deliver exceptional service and create systems to ensure 

consistency and efficiency are better positioned to retain customers (Putra & Putri, 2019; Roberts-

Lombard et al., 2022). In addition, feedback mechanisms and continuous improvement processes 

are essential components of relationship marketing that help maintain high service quality 

standards. In this case, organizations that regularly solicit and act on customer feedback identify 

areas for improvement and use the insights to improve customer satisfaction (Ruben et al., 2015). 

Maintaining high service quality through relationship marketing efforts enhances customer 

satisfaction and fosters long-term loyalty by creating a reliable and positive customer experience. 

6.4 Customer Satisfaction 

Customer satisfaction is a crucial outcome of effective relationship marketing and a significant 

driver of customer loyalty. Satisfied customers are more likely to remain loyal, make repeat 
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purchases, and recommend the brand to others (Akroush et al., 2012). Relationship marketing 

strategies focus on understanding and meeting customer expectations through personalized 

interactions, consistent communication, and value-added services. They address customer needs 

and preferences, enhancing satisfaction and building stronger emotional connections with 

customers (Bowden et al., 2015; Gray & Wert-Gray, 2012). Loyalty programs, personalized offers, 

and proactive customer service are relationship marketing tactics contributing to customer 

satisfaction. Moreover, companies that support a customer-centric culture and prioritize delivering 

superior experiences are more likely to achieve high satisfaction rates (Rizan et al., 2013). Satisfied 

customers feel valued and appreciated, enhancing their overall brand experience (Erwee, 2015). 

This satisfaction translates into loyalty as customers are more inclined to stick with a brand that 

consistently meets or exceeds expectations. 

6.5 Customer Experiences 

Customer experiences encompass all customer interactions with a brand, from initial contact to 

post-purchase support. Relationship marketing aims to create positive and memorable experiences 

at every touchpoint, enhancing customer loyalty (Sukhu et al., 2018). For example, some 

companies deliver personalized experiences that differentiate them from competitors and build 

stronger emotional connections with their customers. Gaur et al. (2019) indicate that relationship 

strategies, such as personalized communication, customized offers, and proactive customer 

engagement, contribute to creating exceptional customer experiences. Sukhu et al. (2018) also 

found that brands that understand customer journeys and pain points create unique experiences 

that address specific needs and preferences. This further enhances satisfaction and loyalty, drives 

repeat business and encourages word-of-mouth promotion. Moreover, consistent and positive 

experiences build trust and reinforce the customer's decision to remain loyal to the brand. 

6.6 Customer Trust 

Relationship marketing helps build customer trust, which contributes to customer loyalty. 

Abdullah and Kanyan (2013) define trust as customers' willingness to depend on an exchange 

partner in which they are confident. Trust is built through consistent, transparent, and reliable 

interactions that demonstrate the company's commitment to customer satisfaction. Relationship 

marketing emphasizes building trust by delivering on promises, maintaining open communication, 

and addressing customer concerns on time and effectively (Ruben et al., 2015; Dornas et al., 2015). 

Customer's trust in a brand increases their likelihood of engaging in repeat business and 
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recommending the brand to others. Trust also reduces perceived risks associated with purchases, 

making customers feel more confident and secure in their decision to remain loyal (Sahiti et al., 

2020). Companies can build trust through various relationship marketing strategies, such as 

providing high-quality products and services, offering transparent information, and showcasing 

ethical business practices (Bowden et al., 2015; Sarwari, 2018). Moreover, personalized and 

empathetic customer service further reinforces trust by demonstrating the company's dedication to 

understanding and meeting individual customer needs. The trust serves as a foundation for long-

term customer relationships. Prioritizing initiatives, like trust-building initiatives, can enhance 

customer loyalty and create a stable and devoted customer base. 

6.7 Customer Engagement 

Customer engagement refers to customers' active participation and emotional involvement with a 

brand. Rather (2019) identifies it as a crucial marketing outcome since engaged customers are 

more likely to be loyal, make repeat purchases, and advocate for the brand. Relationship marketing 

strategies focus on facilitating engagement through personalized communication, interactive 

content, and meaningful customer interactions. Business organizations create opportunities for 

customers to connect with the brand, such as through social media platforms and community 

events, thereby enhancing engagement levels (Kim & Kim, 2014; Meshram & O'Cass, 2013). In 

addition, engaged customers feel a deeper connection with the brand and are more invested in its 

success. According to Rather (2019), this emotional bond translates into loyalty since engaged 

customers are more likely to stay committed to the brand and actively participate in its community. 

In addition, customer engagement provides valuable insights into customer preferences and 

behaviors, allowing companies to tailor their marketing efforts and improve customer experiences 

(Monferrer et al., 2019). Therefore, relationship marketing drives customer engagement by 

creating interactive and personalized experiences, fostering long-term loyalty and advocacy. 

6.8 Bonding and Commitment 

Bonding and commitment are essential elements of relationship marketing that significantly 

impact customer loyalty. Bonding refers to the emotional connection and sense of attachment that 

customers develop towards a brand through consistent and positive interactions (Rahman & 

Kamarulzaman, 2016). On the other hand, commitment is the customer's intention to maintain a 

long-term relationship with the brand. Abdullah and Kanyan (2013) identify commitment as a 

crucial element of long-term relationships that is often used to indicate the objective and 
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performance of the relationship. Relationship marketing strategies strengthen bonding and 

commitment by delivering personalized experiences, recognizing customer loyalty, and providing 

continuous value (Parahoo, 2013; Paul & Purkayastha, 2013). For example, providing customized 

services or products and excellent customer service builds strong bonds with customers, making 

them feel valued and appreciated (Paparoidamis et al., 2019). When customers perceive that a 

brand is committed to meeting their needs and providing exceptional service, they are more likely 

to reciprocate with loyalty and long-term commitment. In addition, emotional bonds enhance 

customer satisfaction and create positive associations with the brand, further reinforcing loyalty. 

6.9 Customer-company Identification 

Customer-company identification occurs when customers perceive a strong alignment between 

their values and the values of a company. This sense of identification creates a deep emotional 

connection and loyalty towards the brand (Haumann et al., 2014). Relationship marketing is crucial 

in building and enhancing this identification by communicating the company's values, mission, 

and social responsibility initiatives. Consequently, Gray and Wert-Gray (2012) indicate customers 

develop a sense of belonging and loyalty when they see that a brand's values resonate with their 

own. Chai and Podoshen (2015) found that relationship marketing strategies, such as storytelling, 

community involvement, and ethical business practices, help convey the company's values and 

build a positive brand image. In addition, personalized interactions and engagement efforts further 

reinforce this identification by making customers feel understood and valued (Gremler et al., 2020; 

Hidayat et al., 2016). Therefore, customer-company identification drives loyalty and encourages 

customers to become brand advocates, promoting the brand within their social networks.  

 

7. CHALLENGES OF RELATIONSHIP MARKETING AND THEIR IMPACTS ON 

CUSTOMER LOYALTY 

Implementing relationship marketing as a strategy to improve customer loyalty can face various 

challenges. For instance, Watson et al. (2015) noted that despite the massive research on 

relationship marketing, measuring its effect on sales is still difficult. Customer retention remains 

a considerable challenge due to increased competition in local and international markets. This 

section highlights the most common challenges identified in the research findings. 

 

 



The Impact of Relationship Marketing on Customer Loyalty: A Systematic Literature Review. 
 

International Journal of Marketing, Communication and New Media. ISSN: 2182-9306. VOL 13, Nº 24, June 2025 
 

157 

7.1 Customer Perceived Uncertainty 

Customer-perceived uncertainty is a significant challenge in relationship marketing that impacts 

customer loyalty. This type of uncertainty arises when customers are unsure about the quality, 

consistency, and reliability of a company's products or services (Yi et al., 2013). Factors 

contributing to this uncertainty include inconsistent service experiences, frequent changes in 

product offerings, unclear communication, and a lack of transparency from the company. When 

customers are unsure what to expect from a brand, their confidence in the company diminishes, 

negatively affecting their loyalty (Sun et al., 2020; Yi et al., 2013). For instance, if a customer 

experiences varying levels of service quality during different interactions with the company, they 

may begin to doubt the brand's reliability. This inconsistency can create hesitation and reduce their 

willingness to make repeat purchases or engage with the brand further (Lu et al., 2021). Similarly, 

frequent changes in product lines or service policies without clear communication can leave 

customers feeling confused and insecure about their choices. This perceived uncertainty 

undermines the trust that is essential for building and maintaining long-term customer 

relationships. 

7.2 Data Management and Privacy Concerns 

Managing customer data effectively is another significant challenge in relationship marketing. 

Collecting, storing, and analyzing vast amounts of customer data is essential for creating 

personalized experiences and targeted marketing strategies. However, this comes with the risk of 

data breaches and privacy issues (Martin & Murphy, 2017). Customers are increasingly concerned 

about how their personal information is used and protected. Any mishandling of data or breaches 

can lead to a loss of trust, which is a critical component of customer loyalty (Swani et al., 2021). 

Customers can disengage from the brand and switch to competitors perceived as more secure and 

trustworthy if they feel their privacy is compromised. 

7.3 Maintaining Consistent Communication 

One of the primary challenges of relationship marketing is maintaining consistent and effective 

communication with customers. As companies grow and their customer base expands, ensuring 

every customer receives timely, relevant, and personalized communication becomes increasingly 

difficult (Irving & Mathews, 2015; Kleiner, 2015). As a result, inconsistent communication leads 

to misunderstandings, unmet expectations, and a sense of neglect among customers. This 

significantly impacts customer loyalty since customers feeling overlooked or undervalued are less 
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likely to remain loyal to a brand (Izogo, 2016). Besides, inconsistent messaging can dilute the 

brand's image and confuse customers about the company's values and offerings, weakening the 

emotional connection that drives loyalty. 

7.4 Overcoming Customer Expectations 

As relationship marketing aims to provide highly personalized and exceptional customer 

experiences, it also sets high customer expectations. Meeting and consistently exceeding these 

expectations can be daunting (Quach et al., 2021). When companies fail to live up to the high 

standards they have set, it can lead to customer disappointment and dissatisfaction. This challenge 

is particularly pronounced in industries where customer preferences and behaviors are rapidly 

changing (Rădulescu & Rădulescu, 2015). If customers feel unmet expectations, their loyalty can 

wane, resulting in decreased customer retention and a potential decline in positive word-of-mouth 

referrals. The gap between customer expectations and actual experiences can undermine the trust 

and emotional connection relationship marketing strives to build. 

 

8. CONCLUSION 

Relationship marketing focuses on building and maintaining long-term customer relationships 

rather than merely engaging in single transactions. It aims to create deep emotional connections, 

trust, and commitment by consistently meeting customer needs and delivering superior value. 

Customer loyalty, in turn, is the outcome of these sustained efforts, reflecting a customer's 

likelihood to continue purchasing from a brand and advocating for it. The theory of planned 

behavior (TPB) can be applied to understand how customers' attitudes, social influences, and 

perceived control over their interactions with a brand shape their loyalty behaviors. For instance, 

positive attitudes towards a brand, influenced by positive experiences and perceived social 

approval, can strengthen customers' loyalty intentions. Similarly, signaling theory explains how 

companies communicate their commitment to quality and customer satisfaction through credible 

signals, such as high-quality products, transparent communication, and endorsements. These 

signals help reduce uncertainty and build trust, reinforcing the emotional bond that drives customer 

loyalty. Together, these theories provide a comprehensive framework for understanding how 

relationship marketing efforts translate into sustained customer loyalty. 

The impact of relationship marketing on customer loyalty is characterized by factors like corporate 

image and reputation, customer referral behaviors, service quality, customer satisfaction, and trust. 
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For example, a positive corporate image, built through ethical practices and community 

involvement, enhances customer perceptions and fosters loyalty. Engaged and satisfied customers 

are more likely to refer the brand to others, amplifying the effects of relationship marketing. High 

service quality and consistent, personalized interactions also play crucial roles in maintaining 

customer satisfaction and trust. However, relationship marketing faces significant challenges that 

undermine customer loyalty. These include difficulties maintaining consistent communication, 

managing data and privacy concerns, and meeting high customer expectations. Inconsistent 

communication can lead to misunderstandings and a sense of neglect, while data mishandling can 

ruin trust. Customer perceived uncertainty, arising from inconsistent service and unclear 

communication, further complicates efforts to build loyalty. Addressing these challenges is critical 

to ensuring that relationship marketing efforts effectively foster long-term customer loyalty and 

drive sustainable business success. 

8.1 Contributions to Theory and Practice 

This study suggests some implications for theory as well as for management actions. This study 

contributes to the enhancement of theoretical understanding by exploring the application of 

theories such as the Theory of Planned Behavior (TBP) and Signaling Theory in relationship 

marketing. It aims to elucidate the key determinants that influence customer loyalty behaviors and 

how individuals and organizations communicate information about themselves to others to 

influence perceptions and behaviors. 

For management actions, this study offers valuable insights for companies to implement more 

effective relationship strategies, resulting in greater customer loyalty and competitive advantage. 

Among others, we highlight the implementation of online customer communities and customer 

contact centers. Other contributions are related to the implementation of customization and 

personalization strategies, including personalized marketing messages, custom product 

configurations, and proactive customer support. 

8.2 Limitations and Future Research 

The study has certain limitations that necessitate attention in future research. Firstly, Scopus, a 

crucial peer review platform in the scientific and academic realms, served as the database for 

indexed scientific and academic documents. Nevertheless, we acknowledge that the study is 

limited to the utilization of the Scopus database, thereby excluding additional scientific and 

academic databases such as Web of Science. Secondly, the inquiry was confined to the field of 
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“Business, Management, and Accounting” within the timeframe of 2012 to 2022. Simultaneous 

utilization of multiple databases such as Scopus, Web of Science, among others, along with 

broadening the subject domains and publication years, may yield fresh perspectives on this 

research subject. 

The field of marketing experiences constant evolution, with relationship marketing maintaining a 

pivotal position. In the domain of relationship marketing and customer loyalty, several emerging 

areas offer opportunities for future research. These areas include both the evolution of technologies 

(artificial intelligence (AI) and machine learning) and changes in consumer behaviors (customer 

experience, sustainability and social responsibility). For instance, within the scope of technologies, 

research can be conducted to analyze the use of AI to personalize communication and customer 

experience, from product recommendations to customer support, and study how AI can predict 

consumer behavior and identify customers at risk of churn. In terms of changes in consumer 

behaviors, researchers can investigate the impact of customer experience at different touchpoints 

in building loyalty and develop metrics and tools to measure and improve the customer experience. 

 
REFERENCES 
 

Abdullah, F., & Kanyan, A. (2013). Managing the dimensions of relationship marketing in the 
foodservice industry. Jurnal Pengurusan, 37, 91-103. https://doi.org/10.17576/pengurusan-2013-
37-09 
Abdur Rehman, M., Khan, S., Osman, I., Aziz, K., & Shams, G. (2021). Revisiting the corporate 
image through service quality and relationship marketing: an empirical evidence from Malaysian 
and Saudi Arabian Takaful customers. Journal of Islamic Accounting and Business Research, 
12(6), 849-871. https://doi.org/10.1108/JIABR-05-2020-0140 
Abdur Rehman, M., Osman, I., Aziz, K., Koh, H., & Awais, M. (2020). Get connected with your 
Takaful representatives: Revisiting customer loyalty through relationship marketing and service 
quality. Journal of Islamic Marketing, 11(5), 1175-1200.https://doi.org/10.1108/JIMA-06-2019-
0122 
Akroush, M. N., & Elsamen, A. A. A. (2012). An empirical investigation of the mediating role of 
relationship marketing skills on the relationship between customer satisfaction and customer 
loyalty. International Journal of Internet Marketing and Advertising, 7(1), 1-
30.https://doi.org/10.1504/IJIMA.2012.044956 
Al Naimi, H., & Al Khasawneh, M. H. (2017). Switching behavior model in the Jordanian internet 
sector: An integration of the TPB and customer loyalty. International Journal of Electronic 
Marketing and Retailing, 8(3), 185-211. https://doi.org/10.1504/IJEMR.2017.086130 
Anabila, P. (2021). Connecting the vital link nodes to superior value creation in private health-care 
marketing in Ghana: a relationship marketing paradigm. International Journal of Pharmaceutical 
and Healthcare Marketing, 15(1), 155-172. https://doi.org/10.1108/IJPHM-11-2019-0071 

https://doi.org/10.17576/pengurusan-2013-37-09
https://doi.org/10.17576/pengurusan-2013-37-09
https://doi.org/10.1108/JIABR-05-2020-0140
https://doi.org/10.1504/IJEMR.2017.086130
https://doi.org/10.1108/IJPHM-11-2019-0071


The Impact of Relationship Marketing on Customer Loyalty: A Systematic Literature Review. 
 

International Journal of Marketing, Communication and New Media. ISSN: 2182-9306. VOL 13, Nº 24, June 2025 
 

161 

Andrade, R., Moazeni, S., & Ramirez‐Marquez, J. E. (2020). A systems perspective on contact 
centers and customer service reliability modeling. Systems Engineering, 23(2), 221-236. 
https://doi.org/10.1002/sys.21526 

Asikhia, O. (2012). Modelling relationship marketing and performance of Nigerian banks. 
International Journal of Business Innovation and Research, 6(5), 514-
531.https://doi.org/10.1504/IJBIR.2012.048784 
Atinc, Y. O. (2015). The Economic Side of Relationship Marketing. In Developments in Marketing 
Science: Proceedings of the Academy of Marketing Science (pp. 59). Springer Nature. 
https://doi.org/10.1007/978-3-319-10864-3_35 
Bardauskaite, I. (2014). Loyalty in the business-to-business service context: a literature review and 
proposed framework. Journal of Relationship Marketing, 13(1), 28-69. 
https://doi.org/10.1080/15332667.2014.882628 
Belli, A., O’Rourke, A. M., Carrillat, F. A., Pupovac, L., Melnyk, V., & Napolova, E. (2022). 40 
yearsof loyalty programs: how effective are they? Generalizations from a meta-analysis. Journalof 
the Academy of Marketing Science, 50(1), 147-173. https://doi.org/10.1007/s11747-021-00804-z 
Bi, Q. (2019). Cultivating loyal customers through online customer communities: A 
psychologicalcontract perspective. Journal of Business Research, 103, 34-
44.https://doi.org/10.1016/j.jbusres.2019.06.005 
Bilgihan, A., & Bujisic, M. (2015). The effect of website features in online relationship 
marketing:A case of online hotel booking. Electronic Commerce Research and Applications, 14(4 
C7 -574), 222-232. https://doi.org/10.1016/j.elerap.2014.09.001 
Boakye, K. G., Blankson, C., & Prybutok, V. R. (2017). The battle for customer loyalty: 
Anexamination of customer loyalty in the goods and services domain. Quality 
ManagementJournal, 24(4), 21-34. https://doi.org/10.1080/10686967.2017.12088377 

Boateng, S. L. (2019). Online relationship marketing and customer loyalty: a signaling theory 
perspective. International Journal of Bank Marketing, 37(1), 226-240. 
https://doi.org/10.1108/IJBM-01-2018-0009 

Borisavljević, K., & Radosavljević, G. (2021). Application of logistics model in analysing 
relationship marketing in travel agencies. Zbornik radova Ekonomskog fakulteta u Rijeci 
/Proceedings of Rijeka Faculty of Economics, 39(1), 87-
112.https://doi.org/10.18045/zbefri.2021.1.87 
Bowden, J., Dagger, T., & Elliott, G. (2015). Earning customer loyalty: the role of satisfaction, 
trust, delight, commitment and involvement. In Developments in Marketing Science:Proceedings 
of the Academy of Marketing Science (pp. 362). Springer Nature.https://doi.org/10.1007/978-3-
319-18687-0_137 
Cano, L., Castro, D., & Vicente-Ramos, W. (2021). Relationship marketing in customer loyalty of 
commercial galleries in times of covid-19. Business: Theory and Practice, 22(2), 426-435. 
https://doi.org/10.3846/btp.2021.14486 
Chai, J. C. Y., & Podoshen, J. S. (2015). Guanxi meets western banking systems: trust, bonding, 
and commitment in the context of consumer acculturation. In Developments in Marketing Science: 
Proceedings of the Academy of Marketing Science (pp. 135). Springer 
Nature.https://doi.org/10.1007/978-3-319-10873-5_68 

https://doi.org/10.1002/sys.21526
https://doi.org/10.1007/978-3-319-10864-3_35
https://doi.org/10.1080/15332667.2014.882628
https://doi.org/10.1007/s11747-021-00804-z
https://doi.org/10.1016/j.elerap.2014.09.001
https://doi.org/10.1080/10686967.2017.12088377
https://doi.org/10.1108/IJBM-01-2018-0009
https://doi.org/10.3846/btp.2021.14486


The Impact of Relationship Marketing on Customer Loyalty: A Systematic Literature Review. 
 

International Journal of Marketing, Communication and New Media. ISSN: 2182-9306. VOL 13, Nº 24, June 2025 
 

162 

Chang, C. C., & Hung, J. S. (2018). The effects of service recovery and relational selling behavior 
on trust, satisfaction, and loyalty. International Journal of Bank Marketing, 36(7), 1437-1454. 
https://doi.org/10.1108/IJBM-07-2017-0160 
Chi, C. G. Q., Wen, B., & Ouyang, Z. (2020). Developing relationship quality in economy hotels: 
the role of perceived justice, service quality, and commercial friendship. Journal of Hospitality 
Marketing and Management, 29(8), 1027-1051.https://doi.org/10.1080/19368623.2020.1748158 
Coelho, P. S., & Henseler, J. (2012). Creating customer loyalty through service customization. 
European Journal of Marketing, 46(3-4), 331-356.https://doi.org/10.1108/03090561211202503 
Connelly, B. L., Certo, S. T., Ireland, R. D., & Reutzel, C. R. (2011). Signaling theory: A review 
and assessment. Journal of management, 37(1), 39-67. DOI: 10.1177/0149206310388419 
De Leaniz, P. M. G., & Del Bosque Rodríguez, I. R. (2016). Corporate Image and Reputation as 
Drivers of Customer Loyalty. Corporate Reputation Review, 19(2), 166-
178.https://doi.org/10.1057/crr.2016.2 
Debnath, R., Datta, B., & Mukhopadhyay, S. (2016). Customer relationship management theory 
and research in the new millennium: directions for future research. Journal of Relationship 
Marketing, 15(4), 299-325. https://doi.org/10.1080/15332667.2016.1209053 

Denyer, D., & Tranfield, D. (2009). Producing a systematic review. In D. Buchanan & A. Bryman 
(Eds.), The Sage Handbook of Organizational Research Methods (pp. 671–689). SAGE 
Publications. 
Dewani, P. P., & Sinha, P. K. (2012). Gratitude: An emotional approach in business relationship. 
Research Journal of Business Management, 6(1), 1-11. https://doi.org/10.3923/rjbm.2012.1.11 
Dewi, M. L., & Ronny, R. (2023). The effect of theory of planned behavior and customer 
relationship marketing on mutual fund investment intentions. Jemasi: Jurnal Ekonomi Manajemen 
dan Akuntansi, 19(1), 87-102. https://doi.org/10.35449/jemasi.v19i1.653 
Dornas, K. B. H., de Mesquita, J. M. C., & do Patrocínio, R. F. (2015). The relationship between 
trust, value and loyalty in the internet era: a study in the tourism market. In Developments in 
Marketing Science: Proceedings of the Academy of Marketing Science (pp.103-112). Springer 
Nature. https://doi.org/10.1007/978-3-319-10951-0_39 
Duggal, E., & Verma, H. V. (2017). Relationship quality: What it means in Indian retail context? 
International Journal of Asian Business and Information Management, 8(3), 14-35. 
https://doi.org/10.4018/IJABIM.2017070102 
Dunham, B. (2011). The role for signaling theory and receiver psychology in marketing. 
Evolutionary psychology in the business sciences, 225-256. https://doi.org/10.1007/978-3-540-
92784-6_9 
Erwee, C. (2015). An investigation of the customer retention activities strategies of food- and 
clothing retailers in the Bloemfontein Area, South Africa. In Developments in Marketing Science: 
Proceedings of the Academy of Marketing Science (pp. 172-176). Springer Nature. 
https://doi.org/10.1007/978-3-319-11848-2_61 
Fu, X., & Pang, J. (2022). Effect of e-referral incentive programs on referrer loyalty on social 
platforms. Service Industries Journal, 42(15-16), 1234-
1255.https://doi.org/10.1080/02642069.2018.1505872 
Gaur, S. S., Kingshott, R. P. J., & Sharma, P. (2019). Managing customer relationships in emerging 
markets: Focal roles of relationship comfort and relationship proneness. Journal of Service Theory 
and Practice, 29(5-6), 592-609. https://doi.org/10.1108/JSTP-12-2018-0295 

https://doi.org/10.1108/IJBM-07-2017-0160
https://doi.org/10.1080/15332667.2016.1209053
https://doi.org/10.3923/rjbm.2012.1.11
https://doi.org/10.35449/jemasi.v19i1.653
https://doi.org/10.1007/978-3-319-10951-0_39
https://doi.org/10.4018/IJABIM.2017070102
https://doi.org/10.1007/978-3-540-92784-6_9
https://doi.org/10.1007/978-3-540-92784-6_9
https://doi.org/10.1007/978-3-319-11848-2_61
https://doi.org/10.1108/JSTP-12-2018-0295


The Impact of Relationship Marketing on Customer Loyalty: A Systematic Literature Review. 
 

International Journal of Marketing, Communication and New Media. ISSN: 2182-9306. VOL 13, Nº 24, June 2025 
 

163 

Giovanis, A., Athanasopoulou, P., & Tsoukatos, E. (2015). The role of service fairness in the 
service quality – relationship quality – customer loyalty chain: An empirical study. Journal of 
Service Theory and Practice, 25(6), 744-776. https://doi.org/10.1108/JSTP-11-2013-0263 
Giri, A., & Pandey, M. (2016). Relationship marketing as an effective promotional tool of yoga 
marketing in the urban Indian market: An empirical study. Indian Journal of Marketing,46(5), 42-
54. https://doi.org/10.17010/ijom/2016/v46/i5/92488 
Gray, G. T., & Wert-Gray, S. (2012). Customer retention in sports organization marketing: 
Examining the impact of team identification and satisfaction with team performance. International 
Journal of Consumer Studies, 36(3), 275-281.https://doi.org/10.1111/j.1470-6431.2011.00999.x 
Gremler, D. D., Van Vaerenbergh, Y., Brüggen, E. C., & Gwinner, K. P. (2020). Understanding 
and managing customer relational benefits in services: a meta-analysis. Journal of the Academy of 
Marketing Science, 48(3), 565-583. https://doi.org/10.1007/s11747-019-00701-6 
Gupta, A., & Sahu, G. P. (2015). Exploring relationship marketing dimensions and their effect on 
customer loyalty-a study of Indian mobile telecom market. International Journal of Business 
Innovation and Research, 9(4), 375-395.https://doi.org/10.1504/IJBIR.2015.070176 
Haddaway, N. R., Page, M. J., Pritchard, C. C., & McGuinness, L. A. (2022). PRISMA2020: An 
R package and Shiny app for producing PRISMA 2020-compliant flow diagrams, with interactivity 
for optimised digital transparency and Open Synthesis. Campbell Systematic Reviews, 18(2), 
e1230. https://doi.org/10.1002/cl2.1230 
Haumann, T., Quaiser, B., Wieseke, J., & Rese, M. (2014). Footprints in the sands of time: 
Acomparative analysis of the effectiveness of customer satisfaction and customer-company 
identification over time. Journal of Marketing, 78(6), 78-102.https://doi.org/10.1509/jm.13.0509 
Herrada-Lores, S., Iniesta-Bonillo, M. Á., & Estrella-Ramón, A. (2022). Weaknesses and strengths 
of online marketing websites. Spanish Journal of Marketing-ESIC, 26(2), 189-209. 
Hidayat, A., Zalzalah, G. G., & Ekasasi, S. R. (2016). The role of relationship marketing on 
customer loyalty toward Indonesian fast-food restaurant. Pertanika Journal of Social Sciences and 
Humanities. 
Hidayat, A., Zalzalah, G. G., & Saifullah, M. (2015). The role of age as moderating variable on the 
effect of relationship marketing toward customer loyalty influence. International Journal of 
Applied Business and Economic Research, 13(4), 1711-1720. 
Irving, K., & Mathews, B. P. (2015). Organizational size and the implementation of relationship 
marketing in the retail context. In Developments in Marketing Science: Proceedings of the Academy 
of Marketing Science (pp. 159-162). Springer Nature.https://doi.org/10.1007/978-3-319-17356-
6_48 
Issock Issock, P. B., Roberts-Lombard, M., & Mpinganjira, M. (2020). The importance of customer 
trust for social marketing interventions: a case of energy-efficiency consumption. Journal of Social 
Marketing, 10(2), 265-286. https://doi.org/10.1108/JSOCM-05-2019-0071 
Izogo, E. E. (2016). Should relationship quality be measured as a disaggregated or a composite 
construct? Management Research Review, 39(1), 115-131. https://doi.org/10.1108/MRR-10-2014-
0232 
Jain, N., Ahuja, V., & Medury, Y. (2013). Websites and internet marketing: developing a model 
for measuring a website’s contribution to the brand. International Journal of Online Marketing 
(IJOM), 3(1), 14-30. 

https://doi.org/10.1108/JSTP-11-2013-0263
https://doi.org/10.17010/ijom/2016/v46/i5/92488
https://doi.org/10.1007/s11747-019-00701-6
https://doi.org/10.1108/JSOCM-05-2019-0071
https://doi.org/10.1108/MRR-10-2014-0232
https://doi.org/10.1108/MRR-10-2014-0232


The Impact of Relationship Marketing on Customer Loyalty: A Systematic Literature Review. 
 

International Journal of Marketing, Communication and New Media. ISSN: 2182-9306. VOL 13, Nº 24, June 2025 
 

164 

Jones, T., & Taylor, S. F. (2012). Service loyalty: Accounting for social capital. Journal of Services 
Marketing, 26(1), 60-74. https://doi.org/10.1108/08876041211199733 
Khan, R. U., Salamzadeh, Y., Iqbal, Q., & Yang, S. (2022). The impact of customer relationship 
management and company reputation on customer loyalty: The mediating role of customer 
satisfaction. Journal of Relationship Marketing, 21(1), 1-26. 
https://doi.org/10.1080/15332667.2020.1840904 
Khoa, B. T. (2020). The antecedents of relationship marketing and customer loyalty: A case of the 
designed fashion product. Journal of Asian Finance, Economics and Business, 7(2), 195-204. 
DOI:10.13106/jafeb.2020.vol7.no2.195 
Kim, J., & Kim, J. E. (2014). Making customer engagement fun: Customer-sales person interaction 
in luxury fashion retailing. Journal of Fashion Marketing and Management,18(2), 133-144. 
https://doi.org/10.1108/JFMM-04-2013-0050 
Kleiner, J. D. (2015). Discussion Leader Comments. In Developments in Marketing Science: 
Proceedings of the Academy of Marketing Science (pp. 66-70). Springer 
Nature.https://doi.org/10.1007/978-3-319-13078-1_28 
Kwiatek, P., Morgan, Z., & Thanasi-Boçe, M. (2020). The role of relationship quality and loyalty 
programs in building customer loyalty. Journal of Business & Industrial Marketing, 35(11), 1645-
1657. http://dx.doi.org/10.1108/JBIM-02-2019-0093 
Kwiatek, P., Morgan, Z., & Thanasi-Boçe, M. (2020). The role of relationship quality and loyalty 
programs in building customer loyalty. Journal of Business and Industrial Marketing,35(11), 1645-
1657. https://doi.org/10.1108/JBIM-02-2019-0093 
Laran, J., & Tsiros, M. (2013). An investigation of the effectiveness of uncertainty in marketing 
promotions involving free gifts. Journal of Marketing, 77(2), 112-123. 
Larsson, A., & Viitaoja, Y. (2017). Building customer loyalty in digital banking: A study of bank 
staff's perspectives on the challenges of digital CRM and loyalty. International Journal of Bank 
Marketing, 35(6), 858-877. https://doi.org/10.1108/IJBM-08-2016-0112 
Lee, K. H., Ou, C. Q., & Choi, C. I. (2021). Relational benefits, alternative attractiveness and 
customer loyalty: implication for service distribution channels. Journal of Distribution Science, 
19(1), 5-15. https://doi.org/10.15722/jds.19.1.202101.5 
Lee, L. W. Y., Tang, Y., Yip, L. S. C., & Sharma, P. (2018). Managing customer relationships in 
the emerging markets – guanxi as a driver of Chinese customer loyalty. Journal of Business 
Research, 86, 356-365. https://doi.org/10.1016/j.jbusres.2017.07.017 
Li, Y. W., Liang, T. P., & Wei, K. K. (2013). How can personalized online services affect customer 
loyalty: The relationship building perspective. Proceedings - 2013 5th International Conference on 
Service Science and Innovation, ICSSI 2013 C7 - 6599367. 
Lisjak, M., Bonezzi, A., & Rucker, D. D. (2021). How marketing perks influence word of mouth. 
Journal of Marketing, 85(5), 128-144. 
Liu, M. T., Wong, I. A., Rongwei, C., & Tseng, T. H. (2014). Do perceived CSR initiatives enhance 
customer preference and loyalty in casinos? International Journal of ContemporaryHospitality 
Management, 26(7), 1024-1045. https://doi.org/10.1108/IJCHM-05-2013-0222 
Lu, L., Gregory, G. D., Ngo, L. V., & Bagozzi, R. P. (2021). Managing customer uncertainty in 
making service offshoring decisions. Journal of Service Research, 24(4), 500-519. 
https://doi.org/10.1177/1094670521992130 

https://doi.org/10.1108/08876041211199733
https://doi.org/10.1080/15332667.2020.1840904
https://doi.org/10.1108/JFMM-04-2013-0050
http://dx.doi.org/10.1108/JBIM-02-2019-0093
https://doi.org/10.1108/JBIM-02-2019-0093
https://doi.org/10.1108/IJBM-08-2016-0112
https://doi.org/10.15722/jds.19.1.202101.5
https://doi.org/10.1016/j.jbusres.2017.07.017
https://doi.org/10.1108/IJCHM-05-2013-0222
https://doi.org/10.1177/1094670521992130


The Impact of Relationship Marketing on Customer Loyalty: A Systematic Literature Review. 
 

International Journal of Marketing, Communication and New Media. ISSN: 2182-9306. VOL 13, Nº 24, June 2025 
 

165 

Malik, K., Vardhan, H., & Singh, V. P. (2019). Evaluating the affect of harmony between consumer 
psyche and brand on customer loyalty in the insurance sector. Quality - Access to Success,20(168), 
48-53. 
Marchand, A., Paul, M., Hennig-Thurau, T., & Puchner, G. (2017). How gifts influence 
relationships with service customers and financial outcomes for firms. Journal of ServiceResearch, 
20(2), 105-119. https://doi.org/10.1177/1094670516682091 
Martin, K. D., & Murphy, P. E. (2017). The role of data privacy in marketing. Journal of the 
Academy of Marketing Science, 45, 135-155. https://doi.org/10.1007/s11747-016-0495-4 
Meshram, K., & O'Cass, A. (2013). Empowering senior citizens via third places: Research driven 
model development of seniors' empowerment and social engagement in social places. Journal of 
Services Marketing, 27(2), 141-154. https://doi.org/10.1108/08876041311309261 
Moher, D., Liberati, A., Tetzlaff, J., Altman, D. G., & Prisma Group. (2009). Preferred reporting 
items for systematic reviews and meta-analyses: the PRISMA statement. PLoS Medicine, 6(7), 
e1000097. DOI: 10.1371/journal.pmed.1000097  
Monferrer, D., Moliner, M. A., & Estrada, M. (2019). Increasing customer loyalty through 
customer engagement in the retail banking industry. Spanish Journal of Marketing - ESIC, 
23(3),461-484. https://doi.org/10.1108/SJME-07-2019-0042 
Narteh, B., Agbemabiese, G. C., Kodua, P., & Braimah, M. (2013). Relationship marketing and 
customer loyalty: Evidence from the Ghanaian luxury hotel industry. Journal of Hospitality 
Marketing and Management, 22(4), 407-436.https://doi.org/10.1080/19368623.2012.660564 
Oumar, T. K., Mang’Unyi, E. E., Govender, K. K., & Rajkaran, S. (2017). Exploring the e-CRM – 
e-customer- e-loyalty nexus: A kenyan commercial bank case study. Management andMarketing, 
12(4), 674-696. https://doi.org/10.1515/mmcks-2017-0039 
Ozuem, W., & Willis, M. (2022). Digital Marketing Strategies for Value Co-creation: Models and 
Approaches for Online Brand Communities. Springer International Publishing. 
https://doi.org/10.1007/978-3-030-94444-5 

Page, M. J., McKenzie, J. E., Bossuyt, P. M., Boutron, I., Hoffmann, T. C., Mulrow, C. D., 
Shamseer, L., Tetzlaff, J. M., Akl, E. A., Brennan, S. E., Chou, R., Glanville, J., Grimshaw, J. M., 
Hróbjartsson, A., Lalu, M. M., Li, T., Loder, E. W., Mayo-Wilson, E., McDonald, S., … Moher, 
D. (2021). The PRISMA 2020 statement: An updated guideline for reporting systematic reviews. 
BMJ, n71. https://doi.org/10.1136/bmj.n71 
Paparoidamis, N. G., Katsikeas, C. S., & Chumpitaz, R. (2019). The role of supplier performance 
in building customer trust and loyalty: A cross-country examination. Industrial Marketing 
Management, 78, 183-197. https://doi.org/10.1016/j.indmarman.2017.02.005  
Parahoo, S. K. (2013). Role of involvement and commitment in sustaining firm-customer 
relationships: An empirical investigation. International Journal of Procurement Management, 6(4), 
407-423. https://doi.org/10.1504/IJPM.2013.054751 
Park, J., Chung, T. L., Gunn, F., & Rutherford, B. (2015). The role of listening in e-contact center 
customer relationship management. Journal of services marketing, 29(1), 49-58. 
Paul, R., & Purkayastha, D. (2013). Customer retention at Hyundai Motor India Ltd. Emerald 
Emerging Markets Case Studies, 3(3), 1-12. https://doi.org/10.1108/EEMCS-06-2013-0078 
Putra, I. W. J. A., & Putri, D. P. (2019). The Mediating Role of Relationship Marketing between 
Service Quality and Customer Loyalty. Journal of Relationship Marketing, 18(3), 233-
245.https://doi.org/10.1080/15332667.2019.1589246 

https://doi.org/10.1177/1094670516682091
https://doi.org/10.1007/s11747-016-0495-4
https://doi.org/10.1108/08876041311309261
https://doi.org/10.1108/SJME-07-2019-0042
https://doi.org/10.1515/mmcks-2017-0039
https://doi.org/10.1007/978-3-030-94444-5
https://doi.org/10.1016/j.indmarman.2017.02.005
https://doi.org/10.1504/IJPM.2013.054751
https://doi.org/10.1108/EEMCS-06-2013-0078


The Impact of Relationship Marketing on Customer Loyalty: A Systematic Literature Review. 
 

International Journal of Marketing, Communication and New Media. ISSN: 2182-9306. VOL 13, Nº 24, June 2025 
 

166 

Quach, S., Thaichon, P., Roberts, R. E., & Weaven, S. (2021). Loyalty layers, expectations and the 
role of knowledge. Marketing Intelligence and Planning, 39(3), 377-
393.https://doi.org/10.1108/MIP-09-2019-0489 
Rădulescu, D. M., & Rădulescu, V. (2015). Creating value for the consumer, grounds of customer 
relationship management in services. Quality - Access to Success, 16, 212-216. 
Rahman, M. A., & Kamarulzaman, Y. (2016). Predictors of customer loyalty in the Malaysian 
hotels’ outsourcing relationships. International Review of Management and Marketing,6(8Special 
Issue), 205-211. 
Rather, R. A. (2019). Consequences of Consumer Engagement in Service Marketing: An Empirical 
Exploration. Journal of Global Marketing, 32(2), 116-
135.https://doi.org/10.1080/08911762.2018.1454995 
Rizan, M., Warokka, A., & Listyawati, D. (2013). Relationship marketing and customer loyalty: 
Do customer satisfaction and customer trust really serve as intervening variables? Vision2020: 
Innovation, Development Sustainability, and Economic Growth - Proceedings of the21st 
International Business Information Management Association Conference, IBIMA 2013. 
Roberts-Lombard, M., Nemadzhilili, F. H., Coelho, G. S. M. Q., & Mangope, O. S. (2022). 
Investigating the antecedents and outcome of commitment in a business-to-consumer service 
environment. Acta Commercii, 22(1 C7 - a1028).https://doi.org/10.4102/ac.v22i1.1028 
Rosário, A., & Casaca, J. A. (2023). Relationship Marketing and Customer Retention—A 
Systematic Literature Review. Studies in Business and Economics, 18(3), 44–66. 
Ruben, C. C., Paparoidamis, N. G., & Chung, C. (2015). The Impact of Service Quality, 
Relationship Satisfaction, Trust and Commitment on Loyalty: An Empirical Investigation in a 
Business-to-Business Services Context. In Developments in Marketing Science: Proceedings of the 
Academy of Marketing Science (pp. 91). Springer Nature. https://doi.org/10.1007/978-3-319-
11761-4_40 
Sahiti, A., Aliu, M., & Aliu, K. (2020). Factors affecting choice of commercial banks in Kosovo. 
Academy of Accounting and Financial Studies Journal, 24(1). 
Saleem, M. A., Zahra, S., Ahmad, R., & Ismail, H. (2016). Predictors of customer loyalty in the 
Pakistani banking industry: a moderated-mediation study. International Journal of Bank 
Marketing, 34(3), 411-430. https://doi.org/10.1108/IJBM-12-2014-0172 
Saraswati, A. K., Syed, A. A., & Singh, S. (2018). Epistemology of relationship marketing 
strategies: An instance from online travel industry. International Journal of Customer Relationship 
Marketing and Management, 9(3), 1-12.https://doi.org/10.4018/IJCRMM.2018070101 
Sarwari, S. (2018). Relationship marketing model: The effect of emotion on relationship between 
hoteliers and customers of five-star hotels in Bangladesh. International Journal of Customer 
Relationship Marketing and Management, 9(2), 16-32. 
https://doi.org/10.4018/IJCRMM.2018040102  
Sayil, E. M., Akyol, A., & Golbasi Simsek, G. (2019). An integrative approach to relationship 
marketing, customer value, and customer outcomes in the retail banking industry: a customer-based 
perspective from Turkey. Service Industries Journal, 39(5-6), 420-
461.https://doi.org/10.1080/02642069.2018.1516755 
Shin, Y., & Thai, V. V. (2015). The impact of corporate social responsibility on customer 
satisfaction, relationship maintenance and loyalty in the shipping industry. Corporate Social 
Responsibility and Environmental Management, 22(6), 381-392.https://doi.org/10.1002/csr.1352 

https://doi.org/10.1007/978-3-319-11761-4_40
https://doi.org/10.1007/978-3-319-11761-4_40
https://doi.org/10.1108/IJBM-12-2014-0172
https://doi.org/10.4018/IJCRMM.2018040102


The Impact of Relationship Marketing on Customer Loyalty: A Systematic Literature Review. 
 

International Journal of Marketing, Communication and New Media. ISSN: 2182-9306. VOL 13, Nº 24, June 2025 
 

167 

Stein, A., & Ramaseshan, B. (2016). Does the age of relationship matter in customer referral 
behavior? In Developments in Marketing Science: Proceedings of the Academy of Marketing 
Science (pp. 839-842). Springer Nature. https://doi.org/10.1007/978-3-319-24184-5_203 
Sukhu, A., Seo, S., Scharff, R., & Kidwell, B. (2018). Emotional intelligence in transcendent 
customer experiences. Journal of Consumer Marketing, 35(7), 709-
720.https://doi.org/10.1108/JCM-06-2017-2242 
Sun, Y., Garrett, T. C., Phau, I., & Zheng, B. (2020). Case-based models of customer-perceived 
sustainable marketing and its effect on perceived customer equity. Journal of Business Research, 
117, 615-622. https://doi.org/10.1016/j.jbusres.2018.09.007 
Swani, K., Milne, G. R., & Slepchuk, A. N. (2021). Revisiting trust and privacy concern in 
consumers’ perceptions of marketing information management practices: Replication and 
extension. Journal of Interactive Marketing, 56(1), 137-158. 
https://doi.org/10.1016/j.intmar.2021.03.001 
Taoketao, E., Feng, T., Song, Y., & Nie, Y. (2018). Does sustainability marketing strategy achieve 
payback profits? A signaling theory perspective. Corporate Social Responsibility and 
Environmental Management, 25(6), 1039-1049. 
Trunfio, M., & Rossi, S. (2022). Advances in Metaverse Investigation: Streams of Research and 
Future Agenda. Virtual Worlds, 1(2), 103–129. https://doi.org/10.3390/virtualworlds1020007 
van der Aa, Z., Bloemer, J., & Henseler, J. (2015). Using customer contact centers as relationship 
marketing instruments. Service Business, 9(2), 185-208. https://doi.org/10.1007/s11628-013-0223-
9 

van Eck, N. J., & Waltman, L. (2010). Software survey: VOSviewer, a computer program for 
bibliometric mapping. Scientometrics, 84(2), 523–538. https://doi.org/10.1007/s11192-009-0146-
3 

Wang, M., Bian, Y., Deng, J., Sheng, H., & Tao, J. (2016). Impact of marketing channel caused by 
relationship marketing of online social network. International Journal of Services, Technology and 
Management, 22(6), 348-364. https://doi.org/10.1504/IJSTM.2016.079987 

Watson, G. F., Beck, J. T., Henderson, C. M., & Palmatier, R. W. (2015). Building, measuring, and 
profiting from customer loyalty. Journal of the Academy of Marketing Science, 43(6), 790-825. 
https://doi.org/10.1007/s11747-015-0439-4 
Wolter, J. S., Bock, D. E., Hopkins, C. D., & Giebelhausen, M. (2022). Not the relationship type? 
Loyalty propensity as a reason to maintain marketing relationships. Journal of the Academy of 
Marketing Science. https://doi.org/10.1007/s11747-022-00847-w 
Wongsansukcharoen, J. (2022). Effect of community relationship management, relationship 
marketing orientation, customer engagement, and brand trust on brand loyalty: The case of a 
commercial bank in Thailand. Journal of Retailing and Consumer Services, 64, 102826. 
https://doi.org/10.1016/j.jretconser.2021.102826 
Yang, S., Song, Y., Chen, S., & Xia, X. (2017). Why are customers loyal in sharing-economy 
services? A relational benefits perspective. Journal of Services Marketing, 31(1), 48-62. 
https://doi.org/10.1108/JSM-01-2016-0042 
Yen, C. H., Liu, L. L., Chen, C. Y., & Lee, T. Y. (2015). Customer relational benefits and 
relationship-marketing outcomes: comparing three transaction types of travel product. Asia Pacific 
Journal of Tourism Research, 20(2), 171-190. https://doi.org/10.1080/10941665.2013.877042 

https://doi.org/10.1007/978-3-319-24184-5_203
https://doi.org/10.1016/j.jbusres.2018.09.007
https://doi.org/10.1016/j.intmar.2021.03.001
https://doi.org/10.1007/s11628-013-0223-9
https://doi.org/10.1007/s11628-013-0223-9
https://doi.org/10.1504/IJSTM.2016.079987
https://doi.org/10.1007/s11747-015-0439-4
https://doi.org/10.1007/s11747-022-00847-w
https://doi.org/10.1016/j.jretconser.2021.102826
https://doi.org/10.1108/JSM-01-2016-0042
https://doi.org/10.1080/10941665.2013.877042


The Impact of Relationship Marketing on Customer Loyalty: A Systematic Literature Review. 
 

International Journal of Marketing, Communication and New Media. ISSN: 2182-9306. VOL 13, Nº 24, June 2025 
 

168 

Yi, Y., Jeon, H., & Choi, B. (2013). Segregation vs aggregation in the loyalty program: The role of 
perceived uncertainty. European Journal of Marketing, 47(8), 1238-
1255.https://doi.org/10.1108/03090561311324309 
Yoo, M., & Bai, B. (2013). Customer loyalty marketing research: A comparative approach between 
hospitality and business journals. International Journal of Hospitality Management, 33(1), 166-
177. https://doi.org/10.1016/j.ijhm.2012.07.009 
Yu, T. W., & Tung, F. C. (2013). Investigating effects of relationship marketing types in life 
insurers in Taiwan. Managing Service Quality, 23(2), 111-130. 
https://doi.org/10.1108/09604521311303408 
Yulisetiarini, D., & Susanto, A. B. (2018). Relationship marketing: Satisfaction and loyalty on 
expedition customers in Indonesia. International Journal of Business and Management Science, 
8(3), 567-575. 
Zhang, D., Zhang, F., Liu, S., & Du, H. S. (2019). Impact of referral reward program on innovative 
customers’ follow-up e-referral: The moderating role of creative self-efficacy. Information 
Technology & People, 32(3), 559-578. https://doi.org/10.1108/ITP-06-2017-0188 

 

 
 
 
 
 
 
 

 

 

 

 

 

 

 

 

 

 

How to cite this article: 

Rosário, A. & Casaca, J. (2025). The Impact of Relationship Marketing on Customer Loyalty: A Systematic 
Literature Review. International Journal of Marketing, Communication and New Media, Vol 13, Nº 24, 
June 2025, pp. 139-168. 

https://doi.org/10.1016/j.ijhm.2012.07.009
https://doi.org/10.1108/09604521311303408

