IARJSET ISSN (O) 2393-8021, ISSN (P) 2394-1588

(@ International Advanced Research Journal in Science, Engineering and Technology
Impact Factor 8.066 >: Peer-reviewed & Refereed journal :: Vol. 12, Issue 5, May 2025
DOI: 10.17148/IARJSET.2025.12580

A QUANTITATIVE ANALYSIS OF
CUSTOMER RETENTION IN SPEED PRINT

Akhilkumar!, Dr. S.Chandramouli?

IT MBA Department of management studies, School of Management Studies, Vels Institute of Science Technology and
Advanced Studies (VISTAS), Pallavaram, Chennai.!
Associate Professor, Department of Management Studies, School of Management Studies, Vels Institute of Science

Technology and Advanced Studies (VISTAS), Pallavaram, Chennai.>

Abstract: Customer retention has become a critical determinant of long-term business success, particularly in
competitive service industries like printing. This study conducts a quantitative analysis of customer retention at Speed
Print, aiming to uncover the primary factors that drive customers to remain loyal to the brand. The research investigates
several key variables, including customer satisfaction, pricing strategies, quality of service, and the effectiveness of
customer loyalty programs. Through the use of structured surveys and statistical analysis, the study evaluates the impact
of Speed Print’s current customer retention strategies—such as loyalty rewards, targeted discounts, and personalized
marketing—on customer loyalty levels.

In addition to identifying the most influential retention factors, the research explores the relationship between customer
retention and core business performance metrics, including revenue growth, profitability, and market share. By
establishing correlations between retention rates and financial outcomes, the study provides valuable insights into how
retaining customers can contribute directly to the overall success and sustainability of the business.

Moreover, the study includes a demographic analysis of Speed Print's customer base, examining attributes such as age,
gender, income level, and occupation. Understanding the demographic composition helps in tailoring marketing efforts
and retention strategies to better align with the preferences and behaviors of different customer segments.

The findings of this study are intended to support data-driven decision-making at Speed Print and offer practical
recommendations for enhancing customer loyalty, optimizing marketing efforts, and improving overall business
performance. Ultimately, the study contributes to the growing body of knowledge on customer relationship management
in the printing services sector.

I INTRODUCTION

In today's highly competitive and fast-paced business environment, retaining existing customers has become just as
important—if not more important—than acquiring new ones. This is particularly true for service-based industries such
as printing, where brand loyalty and consistent service quality play crucial roles in long-term business success. Customer
retention not only reduces marketing and operational costs but also enhances profitability by fostering repeat business
and increasing customer lifetime value. For companies like Speed Print, which operate in a dynamic and customer-driven
market, understanding the factors that influence customer retention is essential for sustainable growth.Speed Print, a
provider of printing and document solutions, faces increasing competition from both traditional and digital service
providers. To remain competitive, the company has implemented various customer retention strategies, including loyalty
programs, promotional discounts, and personalized marketing efforts. However, the effectiveness of these initiatives has
yet to be evaluated through a structured, data-driven approach. Without a clear understanding of what drives customer
loyalty, it becomes difficult for the company to allocate resources effectively and design strategies that truly resonate
with its customer base.

This study seeks to address that gap by conducting a quantitative analysis of customer retention at Speed Print.
Specifically, it aims to identify the key variables that impact customer retention—such as customer satisfaction, service
quality, and pricing—and measure how well current strategies influence customer loyalty. Additionally, the study will
explore the link between retention rates and business performance metrics, including profitability and revenue growth,
to highlight the broader implications of customer loyalty on organizational success.
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Another important aspect of the study is the examination of customer demographics. By understanding the age, gender,
income level, and occupational profile of its clientele, Speed Print can better tailor its marketing and customer service
strategies to meet the specific needs of different customer segments.

Overall, this research provides a comprehensive framework for evaluating and enhancing customer retention at Speed
Print. The findings are expected to offer actionable insights that can inform strategic planning, improve customer
relationship management, and ultimately contribute to the company's long-term performance and competitiveness.

Objectives of the Study

1. To evaluate the effectiveness of existing customer retention strategy.
2. To identify key factors influencing customer loyalty and repeat purchase.
3. To analysis patterns and trends in customer return behaviour.

II. REVIEW OF LITERATURE

Customer retention is a fundamental aspect of long-term business sustainability. Numerous studies have emphasized that
it is significantly more cost-effective to retain existing customers than to acquire new ones. Reichheld and Sasser (1990)
famously demonstrated that increasing customer retention by as little as 5% can lead to profit increases ranging from
25% to 95%. This finding has since been reinforced by contemporary marketing research (Kotler & Keller, 2016), which
asserts that customer loyalty is key to sustained profitability and brand advocacy.

Customer Satisfaction and Retention

Customer satisfaction is among the most critical drivers of customer retention. Oliver (1999) defined satisfaction as the
consumer’s fulfilment response, a judgment that a product or service feature provides a pleasurable level of
consumption-related fulfillment. Anderson and Sullivan (1993) found that satisfied customers are more likely to
continue purchasing and exhibit greater brand loyalty. In service industries, satisfaction is closely tied to service quality,
responsiveness, and consistency (Zeithaml, Berry, & Parasuraman, 1996).

Loyalty Programs and Retention

Loyalty programs are widely used to build long-term relationships with customers. Yi and Jeon (2003) argued that such
programs increase switching costs and psychological attachment to a brand, thereby enhancing retention. Sharp and Sharp
(1997) further concluded that the success of loyalty programs depends on their ability to offer meaningful rewards and
engagement opportunities, tailored to customer preferences.

Pricing and Service Quality

Pricing has a substantial influence on perceived value, which in turn affects customer loyalty. Voss, Parasuraman, and
Grewal (1998) noted that customers assess pricing not just by cost, but by value received relative to competitors. Service
quality, as elaborated in the SERVQUAL model (Parasuraman, Zeithaml, & Berry, 1988), encompasses dimensions such
as reliability, assurance, tangibility, empathy, and responsiveness—each contributing to overall satisfaction and retention
likelihood.

Customer Retention and Business Performance

Empirical studies support a strong connection between customer retention and financial performance. Gupta, Lehmann,
and Stuart (2004) found that improved customer retention leads to increased customer lifetime value and reduced costs
of acquisition. Similarly, Rust, Zeithaml, and Lemon (2000) emphasized that high retention rates contribute to revenue
stability and improved market share over time.

Demographic Factors in Retention

Demographic characteristics also influence retention behaviour. Bolton (1998) found that customer age, income, and
education level affect expectations and perceptions of service. Younger customers often prioritize convenience and digital
interaction, while older segments may value personalized service and reliability. Understanding these factors enables
firms to segment customers more effectively and design tailored retention strategies.

Research Gap

While customer retention has been extensively studied in industries like retail and hospitality, there is limited research
focused on the printing services sector. The unique characteristics of this industry, such as niche customer bases and
specialized offerings, remain underexplored. Additionally, while loyalty programs are widely used, their specific
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effectiveness in the printing industry has not been quantitatively assessed.Furthermore, while the link between customer
retention and business performance is well-documented in other sectors, this relationship has not been extensively studied
in printing services.

There is also a lack of demographic segmentation in existing studies, which prevents businesses from tailoring retention
strategies to different customer groups. Lastly, personalized marketing and discounts, which are gaining popularity as
retention strategies, have not been thoroughly examined in the context of printing services.This study aims to address
these gaps by focusing on the printing industry and providing insights into the impact of loyalty programs, customer
demographics, and retention strategies on business performance.

I11. RESEARCH METHODOLOGY

Research Design

Descriptive research is a type of research that is used to systematically describe a situation, problem, phenomenon, or
population. It focuses on answering the "what" rather than the "why" by collecting factual, accurate, and detailed data to
describe characteristics, behaviors, or trends without manipulating variables.

Data Collection
. Instrument: Structured Questionnaire

Data Analysis

o Software: SPSS
o) Tests:

> Correlation

> Anova

Results
CORRELATION
HYPOTHESIS:

Ho (Null Hypothesis):

There is no significant correlation between speed of service and consistent output quality in influencing continued
customer use.

H: (Alternative Hypothesis):

There is a significant correlation between speed of service and consistent output quality in influencing continued
customer use.

Speed of service [Consistent
contributes to my|quality of output

continued use.

keeps me coming

back.
Soced of servi 'b Pearson Correlation 1 .930™
peed of service contributes Sig. (2-tailed) 000
Jto my continued use.
N 100 100
Consi litv of Pearson Correlation .930™ 1
onsistent qua 1ty of output Sig. (2-tailed) 000
keeps me coming back.
100 100
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**_Correlation is significant at the 0.01 level (2-tailed).

INTERPRATATION:

The Pearson correlation coefficient (r) is 0.930, which is: Very strong (values above 0.9
indicate an extremely high positive correlation) Positive (as one increases, the other tends
to increase) The p-value = 0.000, which is less than 0.01, so the result is statistically
significant at the 1% level This means we reject the null hypothesis.

ANOVA:

HYPOTHESIS:

Ho (Null Hypothesis):

There is no significant difference in preference for Speed Print over competitors across
different loyalty program satisfaction levels.

H: (Alternative Hypothesis):

At least one group differs significantly in how much they prefer Speed Print over
competitors, depending on their opinion of the loyalty program.

I prefer Speed Print over competitors.

Sum of Squares |df Mean Square  |F Sig.
Between Groups  ]179.202 4 44.800 158.169 .000
Within Groups 26.908 95 .283
Total 206.110 99
Post Hoc Tests
Multiple Comparisons
Dependent Variable: I prefer Speed Print over competitors.
Tukey HSD
(I) Speed Print’s (J) Speed Print’s Mean Std. Error[Sig. 95% Confidence Interval
loyalty program loyalty program Difference (I- Lower Upper
encourages me to encourages me to J) Bound Bound
Jreturn. return.
Disagree -1.909" 245 .000 -2.59 -1.23
Stronely di Neutral -2.168" 153 .000 -2.59 -1.74
TONELY CISAgIee — Agree 13.052° 162 |ooo  [3.50 12,60
Strongly Agree -3.742" 157 .000 -4.18 -3.31
Strongly disagree 1.909" 245 .000 1.23 2.59
Disagree Neutral -.259 . .240 .817 -.93 41
Agree -1.143 246 .000 -1.83 -.46
Strongly Agree -1.833" .243 .000 -2.51 -1.16
Strongly disagree 2.168" 153 .000 1.74 2.59
Neutral Disagree 259 . .240 .817 -.41 .93
Agree -.884 155 .000 -1.31 -.45
Strongly Agree -1.574" .149 .000 -1.99 -1.16
Strongly disagree 3.052" 162 .000 2.60 3.50
Agree Disagree 1 .143* 246 .000 .46 1.83
Neutral .884 155 .000 .45 1.31
Strongly Agree -.690" .159 .000 -1.13 -.25
Strongly disagree 3.742" 157 .000 3.31 4.18
St v A Disagree 1.833" 243 .000 1.16 2.51
rongly Agree Neutral 1.574" 149 |ooo  |L16 1.99
Agree .690" 159 .000 .25 1.13

*_ The mean difference is significant at the 0.05 level.

Homogeneous Subsets:

I prefer Speed Print over competitors.

Tukey HSD®P
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Speed Print’s loyalty program IN Subset for alpha = 0.05

encourages me to return. 1 ") 3 4
Strongly disagree 22 1.09

Disagree I6 3.00

[Neutral 27 3.26

Agree 21 4.14

Strongly Agree 24 4.83
Sig. 1.000 .677 1.000 1.000

Means for groups in homogeneous subsets are displayed.
a. Uses Harmonic Mean Sample Size = 14.773.
The group sizes are unequal. The harmonic mean of the group sizes is used. Type I error levels are not guaranteed.

INTERPRATATION:

The F-value = 158.169 and the p-value = 0.000Since p < 0.05, we reject the null hypothesis This means there is a
statistically significant difference in customer preference for Speed Print over competitors based on how they feel

about the loyalty program.

Findings:

. The One-Way ANOVA analysis revealed important insights into customer perceptions and preferences at Speed
Print. First, when examining whether different customer types (individuals, businesses, students, and others) feel valued
by customer service, the results showed no statistically significant differences among the groups (F(3, 96) = 0.114, p =
0.951). This indicates that regardless of customer category, perceptions of being valued by Speed Print’s customer service
are relatively uniform. In contrast, a significant difference was observed when analysing how customers’ views of the
loyalty program influenced their preference for Speed Print over competitors (F(4, 95) = 158.169, p < 0.001). The post
hoc analysis confirmed that customers who strongly agree that the loyalty program encourages them to return are far
more likely to prefer Speed Print over competitors, highlighting the effectiveness of such programs in building brand
loyalty.

. In the correlation analysis, two strong positive relationships were identified. First, there was a very strong
correlation between the speed of service and the consistency of output (r = 0.930, p < 0.01), suggesting that customers
who perceive faster service also tend to believe the quality is reliably high. Secondly, the analysis showed a similarly
strong correlation between customers feeling that Speed Print understands their printing needs and their perception of
being valued by customer service (r = 0.910, p < 0.01). These findings emphasize that operational efficiency and
personalized service are deeply interconnected and critical to customer satisfaction and retention.

Suggestions:

. Since service quality emerged as a significant factor influencing customer loyalty, Speed Print should focus on
maintaining consistent, high-quality printing and timely delivery. Training staff and investing in updated printing
technology can help achieve this.

. Competitive yet value-driven pricing is essential for retaining price-sensitive customers. Speed Print should
consider introducing tiered pricing packages or bundled services to cater to various customer needs while maximizing
perceived value.

. The study indicates that loyalty programs positively affect customer retention. Speed Print should enhance its
reward structure by offering more relevant and personalized incentives based on customer behaviour and purchase
history.

. Personalized communication and targeted promotions significantly increase engagement. Speed Print should
utilize customer data to send tailored offers, reminders, and thank-you messages to strengthen emotional connections
with the brand.

. Different age groups and income segments exhibit varying loyalty behaviours. Speed Print should develop
segmented marketing campaigns, using insights from demographic analysis to craft messages that resonate with each

group.
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. Retention should be tracked as a key performance indicator (KPI). By regularly analysing retention rates
alongside financial metrics like revenue and profit, management can adjust strategies in real-time.

Iv. CONCLUSION

This study highlights the critical importance of customer retention in sustaining and growing Speed Print’s business.
Through quantitative analysis, it identifies customer satisfaction, pricing, service quality, and loyalty programs as key
drivers of customer loyalty. The research also demonstrates a strong correlation between customer retention and vital
business performance metrics such as revenue growth and profitability.

Moreover, the demographic analysis provides a clearer understanding of Speed Print’s customer base, enabling more
targeted and effective retention strategies. By implementing the recommendations provided, Speed Print can enhance
customer relationships, reduce churn, and achieve long-term competitive advantage.

Overall, this study contributes valuable insights into customer relationship management within the printing industry and
serves as a strategic guide for businesses seeking to improve retention and drive sustainable growth
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