
Predictors of Consumer Loyalty 

Satisfied customers are more open-minded when it comes to service providers’ relationship 

marketing efforts as increased satisfaction leads to the possibility of customers returning in 

future. As relationship marketing has been found to lead to customer loyalty, service 

providers attempt to build and maintain relationships with their customers in the hope that 

the value held in developing strong relationships would improve customer loyalty. 

The importance of customer loyalty becomes clear when considering that loyal customers 

tend to buy more, are willing to pay a price premium for products and services, and attract 

new customers through their positive word-of-mouth. Retaining loyal customers can thus be 

more cost effective than attracting new customers.  

Chanel Pelser, a Master’s student in the Department of Marketing Management, conducted 

a study to determine whether relationship intention and customer satisfaction predict 

customer loyalty within the wholesale and retail training industry. Data was gathered from 

192 wholesale and retail skills development decision-makers located across South Africa, 

who are involved in the selection of their organisation’s training providers. 

The results of the study revealed that relationship intention, satisfaction and customer loyalty 

are positively related to each other. In addition, the study indicated that both relationship 

intention and satisfaction significantly predict customer loyalty towards wholesale and retail 

training providers. The findings from this study suggest that customer satisfaction could 

possibly moderate the relationship between relationship intention and customer loyalty, with 

customer satisfaction being the strongest predictor of customer loyalty.  

Therefore, wholesale and retail training providers should ensure customer satisfaction by 

managing customer expectations and ensuring that the service provided to customers fulfils 

and exceeds their expectations. Also, if wholesale and retail training providers want to retain 

their customers and be successful in the market, they will need to focus their relationship 

marketing efforts towards building relationships with customers who have higher relationship 

intentions.  

The results suggest that wholesale and retail training providers should identify customers 

with relationship intentions and build long-term relationships with these customers. These 

long-term relationships can, in turn, maximise the outcomes of their relationship marketing 

strategies and in particular achieve customer loyalty. 

This research article was conducted as part of the fulfilment of the Master’s degree in 

Marketing Management in 2014 with the Department of Marketing Management by Chanel 

Pelser, under the supervision of Prof. P.G. Mostert.  
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