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Background 

 Statistics say that Pakistan is the third largest user of compressed natural gas, its increased 

demand has encouraged investment in this sector. Number of stations has doubled in less than 

four years, this has increased the ratio of competition and low amounts of profit. Cut throat 

competition forces retailers to work on quality for customers’ retention and for this retailers 

are expected to understand the needs and requirements of their customers. This understanding 

is the only key to customer retention. Research undertaken focus on the key issues faced by 

CNG stations for customers’ retention. The study will focus on retailer’s strategies for 

customer retention in a competitive environment. 

Purpose 

 The purpose of this paper is study customer retention strategies adopted by compressed 

natural gas (CNG) retailing stations, in a developing country (Pakistan). 

 

Research Question 

How do CNG retailing stations satisfy, make loyal, and retain their customers in a competitive 

environment? 
 

Methodology 

 Deductive approach has been adopted for this research to investigate the behaviour of 

customers through telephone interviews, as it is a distant research. Convenience sample has 

been selected for this research and ten semi-structured telephonic interviews have been 

conducted to get the empirical data from the CNG retailers of Lahore, stations from ten 
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different stations have been selected on the basis of prestige, repute and amount of publicity 

in print and electronic media. Semi structured interviews will be based on primary and 

secondary data together. Primary data is in the form of interviews, secondary in the form of 

reports and published journals. Telephonic interview was based on open-ended questions to 

judge the views, knowledge and utility of customers experience and close-ended questions 

that have provided the direct and accurate answers. Telephonic interviews have advantages 

and disadvantages but for a distant research like this, it is the only best possible methodology 

to get first-hand knowledge quickly, interview was based on ten questions to get a complete 

picture of customers’ retention. Operationalization was based on 14 questions question 1 to 6 

are about customers’ satisfaction, 7 to 11 customer loyalty and 12 to 14 customer retention. 

Validity and reliability is the key to success for any research. Same question were asked in 

different ways to check the reliability of the answers, target oriented questions were asked to 

validate the objective of the research and to make research credible. 

Conclusion and Results 

 The research establishes that most companies do not have specific plans for the customer 

retention in a cut-throat competitive environment. Customers’ service and technical issues 

were the targeted areas to understand the customers’ retention. Customers’ retention means 

profit, low retention means low profits. Result in a nutshell is an increased focus on imperial 

investigation, which is inevitable to study strategies for customer retention for the survival in 

the competitive world. 

 

 

 

 

 

 

 

 

 

 



Master Thesis Marketing                                                                                       February 2013 
 

    IV 

 

Table of Contents 
1. Introduction ............................................................................................................................................... 1 

1.1 Background ................................................................................................................................... 1 

1.2 Research Interest ........................................................................................................................... 2 

1.3 Problem Discussion ....................................................................................................................... 3 

1.4 Research Question ......................................................................................................................... 4 

1.5 Purpose of Study ........................................................................................................................... 4 

1.6 Limitation & Delimitation ............................................................................................................. 4 

2. Theory ....................................................................................................................................................... 5 

2.1 Customer Satisfaction .................................................................................................................... 5 

2.1.1 Measuring the Customer Satisfaction ..................................................................................... 5 

2.1.2 Kano Model for Customer satisfaction ................................................................................... 6 

2.2 Customer loyalty ........................................................................................................................... 8 

2.2.1 Benefits of customer loyalty ................................................................................................... 9 

2.4 Customer Retention ...............................................................................................................................11 

2.4.1 A Plan for successful customer retention strategy ................................................................ 14 

2.5 Analysis Model............................................................................................................................ 15 

3. Methodology ...........................................................................................................................................16 

3.1 Theoretical Approach .................................................................................................................. 16 

3.2 Research Method ......................................................................................................................... 16 

3.3 Population and Sample ................................................................................................................ 17 

3.4 Data Collection ............................................................................................................................ 17 

3.5 Interviews through Telephone ..................................................................................................... 18 

3.6 Operationalization ....................................................................................................................... 18 

3.7 Validity and Reliability ............................................................................................................... 21 

4. Empirical data..........................................................................................................................................22 

4.1 Company interviews .................................................................................................................... 22 

4.1.1 Customer satisfaction ........................................................................................................... 22 

4.1.2 Customer Loyalty ................................................................................................................. 23 

4.1.3 Customer Retention .............................................................................................................. 24 

5. Analysis ...................................................................................................................................................25 

5.1 Customer Satisfaction .................................................................................................................. 25 

5.2 Customer loyalty ......................................................................................................................... 27 

5.3 Customer Retention ..................................................................................................................... 28 

6. Conclusions .............................................................................................................................................31 



Master Thesis Marketing                                                                                       February 2013 
 

    V 

 

6.1 Managerial Implications & Future Research ............................................................................... 31 

References ...................................................................................................................................................33 

Appendices ..................................................................................................................................................38 

Appendix A: Empirical Data ............................................................................................................. 38 

Customer Satisfaction .................................................................................................................... 38 

Customer Loyalty .......................................................................................................................... 40 

Customer Retention ....................................................................................................................... 42 

Appendix B: Interviews Keywords ................................................................................................... 43 

Appendix B: Letter to interviewer ..................................................................................................... 47 

  

List of Figures and Tables 

Figure 1 Kano’s model of quality attributes Yang (2005) ......................................................... 7 

Figure 2 Conceptualizations of customer loyalty (Hammond et al., 2003) ............................. 10 

Figure 3 Analysis Model, Own ................................................................................................ 15 

Table 1 Customer Satisfaction Empirical patterns found among CNG retailing company 

interviews, Own......…………………………………………………………………………..22 

Table 2 Costumer Loyalty Empirical patterns found among CNG retailing company 

interviews, Own………….………………………………………………………….………..23 

Table 3 Costumer Loyalty Empirical patterns found among CNG retailing company 

interviews, Own….……… …………………………………………………………………..24            

 



Master Thesis Marketing                                                                                       February 2013 
 

     Page 1 

 

1. Introduction 
The introductory chapter will give an overview of Compresses natural gas retailing sector 

and importance of customer retention. Furthermore the problem discussion will help direct 

our focus to specific research problem and lastly the purpose is discussed. 

 

1.1 Background 
Oil and gas demand is increasing continuously and it has made companies to expand their 

production (Petroleum online, n.d.). A 40 percent increase is expected in energy demand in 

next 20 years, while emerging economies will be requiring 90 percent of it (Dudley 2011). 

The oil and gas sector has a huge impact on the lives of the people. 60 percent of the energy 

needs of the world population of 6.9 billion are fulfilled by the oil and gas sector (Petroleum 

online, n.d.). Transportation, industry and households are the major consumers of the oil and 

gas sector (Oilcareer.com, 2012). The environment is affected by pollutants, like carbon 

dioxide and hydrocarbon combustion produced by oil and gas operations (Petroleum online, 

n.d.). The Environmental and economic goals could be achieved by using natural gas, as it has 

limited pollutants (cpc.org, 2003). 

 

Green technology in the auto industry could be achieved by compressed natural gas (CNG) 

(Ransom2008). CNG has a very limited impact on the environment, so it is being used as a 

substitute for petrol and diesel. It can be generated by compressing methane (CH4), extracted 

from natural gas (pakcng.com, n.d.). Poor infrastructure has limited the use of CNG, though 

since 1990 there are vehicles using CNG (Ransom 2008). The environmental affects and low 

price have compelled owners of medium and big sized vehicles to use CNG as fuel. Pakistan 

has become the third largest user in the world of CNG for the automotive sector (pakcng.com, 

n.d.). 

 

CNG is a very cheap fuel due to high availability and the production is very common at 

domestic and international level (Consumer Energy Center, n.d.). Oil is 30 percent more 

expensive than gas, so using gas as fuel, is financially the best idea (Ransom 2008). CNG is 

an environmental friendly fuel that reduces the ozone-forming emission with up to 80% 

compared to gasoline (Consumer Energy Center, n.d). Compressed natural gas retailing 

stations are today spread everywhere in the US. Compressed natural gas is already cheaper 

than oil, so there is no need for the Government to subsidize it. CNG is reducing the 

dependency on imported oil (Richman and Richman 2011). By the use of CNG, we can 
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reduce our fuel bills, because it is cheaper and more environmentally friendly. The cost of 

generating power is 60% less for CNG than for oil and other fuels. By using CNG in our 

vehicles we cannot only reduce our fuel bills, but also reduce the dependence on imported oil 

(Gupta, n.d.). 

 

The economic and environmental benefits of CNG have made customers to switch to Gas for 

their vehicles. This has increased the demand for CNG and the number of CNG filling 

stations is increasing continuously. Many vehicles are using bi-fuelled to meet the 

inconvenience caused by unavailability of CNG (CNGStation.com, n.d.). During last few 

years Pakistan has become one of the major users of CNG for automotive sector. It has 

become the alternative fuel, due to high consumption and availability in market. According to 

statistics by the Pakistan state oil (PSO), Pakistan has 2.7 million CNG vehicles on the roads. 

PSO has the role of creating awareness for safe utilization of CNG, to an increasing number 

of customers (Pakistan State Oil, n.d.). 

 

1.2 Research Interest 
During last few years Pakistan has become third largest user in the world of CNG. According 

to PSO statistics, there are some 2.7 million vehicles on the roads, using CNG. Due to the fast 

increase in demand of CNG, much investment is made in this sector, increasing the 

competition. According to the economic survey of Pakistan for 2006-07, there were 1414 

CNG filling stations in Pakistan. According to the economic survey of Pakistan for 2010-11 

there are now some 3329 CNG retailing stations in Pakistan. The CNG retailing stations have 

more than doubled in last 4 years, which has increased the competition and reduced profit 

margins. 

  

Due to competition the retailing stations have to focus more on satisfying customer 

requirements. Satisfaction will lead to loyal customers, which will contribute to profits for the 

retailing stations. To retain customers, retailing stations have to identify their needs, 

expectations and desires. The more the owner of the retailing station is aware of customer 

desires, the more customers will be retained. 

 

Author research interest is focused on the key issues that the CNG retailing stations are 

facing: I will study how CNG retailing stations can satisfy their customers, make them loyal 
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and retain them in a tough competition. What strategies they are adopting for facing a 

fluctuating market and what are the most important variables to face competition. 

 

1.3 Problem Discussion 

Pakistan is one of the world’s largest consumers of CNG for vehicles. Pakistan has some 2.7 

million vehicles that utilize CNG as their fuel (Pakistan State Oil, n.d.). The Pakistan 

government’s pricing policy has made the vehicle owners to shift to CNG from gasoline 

(Malik, 2008). The pricing policy is set to reduce the big import of gasoline (Raja 2010-11). 

Survey results show that more than 75% of the cars in Pakistan are using CNG as their fuel 

(Gilani Research Foundation, 2010). Approximately 29167 vehicles are converted every 

month to use CNG (Pakistan Economic survey, 2006-07). CNG is considered as the most 

economic fuel, which could be seen by the rate of conversion of vehicles to CNG. Increased 

demands have made investments in this sector to rapidly increase. As mentioned in (Rohail 

2008), there were some 70 billion rupees of investment in CNG sector at the end of 2007. 

 

Heavy investment in the sector of CNG has caused a rapid increase in the number of CNG 

retailing stations, as mentioned in (Pakistan Economic survey, 2006-07). There were some 

1414 CNG retailing stations in 2006-07. According to the economic survey of Pakistan 2010-

2011, there are some 3329 CNG retailing stations operating in the country (Raja 2010-11). 

The number of CNG stations has doubled in less than four years, due to heavy investment in 

the sector. The investment has resulted in increased competition in CNG retailing. A study 

conducted in Rawalpindi, a district in the Punjab province, shows that there were some 248 

CNG retailing stations, out of which 30 within a radius of 3 kilometers. The average distance 

between the retailing stations in the district was 330 meters (CNG stations, n.d.). Hence, the 

retailing stations are facing tough competition, and customers have an increased choice in 

selecting CNG retailing station; to retain customers has become complex task. The threats are 

increasing, due to still more entrants in CNG retailing (Pre-feasibility study SMEDA, 2005). 

 

"A good retention strategy should identify barriers that will prevent a customer front 

switching to a competitor, even one perceived as offering a better product at a lower 

price"(DeSouza 1992). 

 

Several authors have contributed to the field of customer satisfaction; loyalty and retention 

Like, Fornell et al. (1996) with 2511 citations have in depth study among all of them. His 
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research about the customer satisfaction is empirical validated by other researchers, so his 

theory is a dominant theory about customer satisfaction. After the study of several research 

articles about the customer satisfaction, it is concluded that the concept of customer 

satisfaction and its measurement are found similar. Johnston (2001) with citation 118 

discusses the relation between the customer satisfaction and customer retention. The theories 

related to customer’s loyalty the authors have used research of e.g. Jacoby and Chestnut, 

(1978) with 1177, Oliver (1999) with 3443 citations, Fornell (1992) with 3592 citations & 

Reichheld (1996) with 2912 citations.  Theories of these authors are being used by number of 

researchers to validate these theories, so it could be argued that theories of above authors are 

dominant with respect to customer loyalty. 

Different theories, describing the different factors regarding customer retention in competitive 

environment, are not empirically validated by peers. It could be argued that there is need of 

more investigation to validate the theories of Knox (1998) with 84 citations and Stauss et al. 

(2001) with 60 citations. Globalization has increased the competition and it has become more 

important to retain the customers, as they have more flexibility to move to competitor. Low 

level of customer retention will result into low profit and later low growth rate. More 

empirical investigation in the field of customer retention in a competitive environment is 

indeed very much necessary to work with. The focus of the study is to see how to satisfy and 

make the customer loyal for CNG retailing stations in order to retain them in a competitive 

environment.  

1.4 Research Question 
How do CNG retailing stations satisfy, make loyal, and retain their customers in a competitive 

environment? 

1.5 Purpose of Study 
The purpose of this paper is study customer retention strategies adopted by compressed 

natural gas (CNG) retailing stations, in a developing country (Pakistan). 

1.6 Limitation & Delimitation 
The first limitation is that the study is conducted in one country Pakistan as mentioned earlier 

and one of the delimitation made was selection of city Lahore based on the easiness of 

availability. The next delimitation was made that the interviews were conducted by telephonic 

interviews. The study has focused satisfaction, loyalty and retention, which have made a wide 

area to study so the focus of the study is divided into three areas.  
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2. Theory 
In this chapter we will give the relevant theories, which lead our purpose of research. 

2.1 Customer Satisfaction 
A definition has been managed by Gerpottet et al. (2001), they are of the opinion that 

customer’s calculated experience always is its foundation and now it becomes the duty of the 

provider that he has to accomplish the expectations of the customer. Customer behavior is 

always analyzed by its satisfaction towards a service provider (Levesque and McDougall, 

1996) 

 

Nyer (2000) would like to display the connection between consumer complaints and 

consumer satisfaction. Hansemark and Albinsson, (2004) proposes that the more consumers 

are motivated to complain, the more consumers’ satisfaction level gets improved. And it is the 

ultimate result of research that complaint from customers and their satisfaction are connected 

with each other. 

 

Another remark by Johnston (2001) that correlation between customer satisfaction and 

retention is very feeble. We cannot acquire customer satisfaction and retention by separating 

them from each other, whereas we can have it by looking into the relationship between them. 

 
2.1.1 Measuring the Customer Satisfaction 

Five major steps lead towards greater customer satisfaction. These are marked with 

fundamental grasping of the distinction between minimum service requirement and value-

added services, healthy customer satisfaction scheme can be managed by a company (Cina, 

1989): 

 

1. Customer Satisfaction Audit 

2. Service Strategy Development 

3. Employee Relations 

4. Implementing Tactics 

5. Maintenance and Feedback 

 

Customer Satisfaction Audit 

Successful service companies always know one fact that what the demand is and need of their 

customer. In order to make their work smooth and regular they attempt to manage access to 
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their customer by conducting continuous sales calls and periodic marketing research. Besides, 

various audits for customer satisfaction give statistically sound information on different 

directions of the customer-employee encounter. These all steps form a solid foundation and it 

can be used effectively for sound customer-driven satisfaction program (Cina, 1989).  

 

Service Strategy Development 

Number of service companies provides good service to customer satisfaction without setting 

up clear objectives. Good service cannot be achieved without the consideration of clear sense 

of direction. Manager and frontline people are guided by effective service strategy that they 

must be able to channelize their activities (Cina, 1989). 

 

Employee Relations 

A reputed company always forms a service strategy on the basis of company’s employee 

communication and in this way employee’s awareness is very much significant for customer 

satisfaction program. For the smooth running of company’s policies, all manager and 

employees must be conscious of company’s strategies and how these strategies have to take a 

practical shape and what they can do to upgrade their customer relations (Cina, 1989). 

 

Implementing Tactics 

Basically, marketers take the responsibility of employing the customer satisfaction programs. 

People are having same habit for long period of time. People do not change their attitude until 

they find their own advantage in change and masses must have a feeling for greater 

participation as a part of some bigger organization (Cina, 1989). 

 

Maintenance and Feedback 

Maintenance and feedback systems are led by final step of implementing an effective 

customer satisfaction program. Without receiving the feedback about their working either 

they are fulfilling their expectation, the company and employee can never know whether or 

not they are on right path (Cina, 1989). 

 

2.1.2 Kano Model for Customer satisfaction 

Yu and Ko, (2012) discuss the “Kano model”. They assert that this theory has been managed 

by Professor Noriaki Kano that analyzing the nonlinear relationship between customer 

satisfaction and product performance. They divide the quality attributes into five categories:  
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1. Attractive quality attribute, 

2. One-dimensional quality attribute, 

3. Must-be quality attribute, 

4. Indifferent quality attribute, 

5. Reverse quality elements quality attribute, 

 

 Are identified in Kano model that have different impact on customer satisfaction (Yu and Ko, 

2012) 

 

Yang (2005), explains these categories as;  

• attractive quality attribute: an attribute that gives satisfaction if present, but that 

produces no dissatisfaction if absent; 

• one-dimensional quality attribute: an attribute that is positively and linearly related to 

customer satisfaction – that is, the greater the degree of fulfillment of the attribute, the 

greater the degree of customer satisfaction; 

 

 

Figure 1 Kano’s model of quality attributes Yang (2005) 

 

• must-be quality attribute: an attribute whose absence will result in customer 

dissatisfaction, but whose presence does not significantly contribute to customer 

satisfaction 

• indifferent quality attribute: an attribute whose presence or absence does not cause any 

satisfaction or dissatisfaction to customers; and 
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• Reverse quality attribute: an attribute whose presence causes customer dissatisfaction, 

and whose absence results in customer satisfaction (Yang, 2005). 

 

2.2 Customer loyalty 

Rowley (2005) discusses four kinds of loyal customers: captive, convenience seekers 

contented and committed. He gives arguments that customers vary in respect of actions and 

mind-set in these categories. It is approved that in above-given kinds would be able to show 

reaction in different styles to prompt to switching. So far the matter of captive customers is 

concerned; they always show a sense of satisfaction in terms of product. On the other hand, 

lifestyle put a great influence on convenience seekers’ loyalty. Contented loyal customers are 

always hopeful about the product. Lastly, committed customers are optimistic in behaviour 

and attitude (Rowely, 2005). 

 

Fornell (1992) stated: “Loyal customers are not necessarily satisfied customers, but satisfied 

customers tend to be loyal customers”. He imparts two strategies to manage customer’s 

loyalty: 

1. Offensive strategy 

2. Defensive strategy 

 

In an offensive strategy the focus is to attract new customers, but in defensive strategy we 

attempt to retain the current customers. 

 

MacMullan and Gilmore (2008) give their view about the definition of loyalty that has been 

widely accepted, which is managed by Jacoby and Kyner (1973), these men describe loyalty 

as the prejudiced behavioural response (i.e. purchase). It has been described over some period 

of time, by some decision-making unit in terms of one or more alternative brands out of set of 

such brands, and is a function of decision making, processes. McMullan and Gilmore, (2008) 

cite Oliver (1999), who defined customer loyalty as “a deeply held commitment to rebuy or 

re-patronize a preferred product or service consistently in the future, causing repetitive same 

brand or same brand-set purchasing, despite situational influences and marketing efforts”. 

 

A strategic goal always depends on customer loyalty development for companies. Marketers 

say that obtaining new customers would not guarantee long-term success. Acquisition must be 

balanced, and it is with customer retention (Dennis and Duffy, 2003). 
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2.2.1 Benefits of customer loyalty 

According to Dennis and Duffy (2003) there are two benefits of customer loyalty 

1. Cost saving  

2. Referrals 

Cost savings 

Familiar customers are always loyal to brand as they know how to perform their tasks with 

you and they are in the possession of specific need. They display their more skills and 

proficiency in employing your resources (Dennis and Duffy, 2003). 

 

Referrals 

Loyal customers who become habitual of your products and brands, they also refer to their 

friends. People feel exalted and smart in knowing different things and they like to have 

opinion. Moreover, loyal customers always feel free to make recommendations to friends and 

neighbours (Dennis and Duffy, 2003).  

 

Moreover, Dennis and Duffy, (2003) elaborate three more advantages of customer loyalty on 

the base of stakeholders. 

1. Complain rather than defect 

2. Channel migration 

3. Unaided awareness 

 

Complain rather than defect 

Loyal customers always feel free to be stakeholders in retail brand. They develop a habit of 

complaining as they pass through some bad experience. They are very much concerned about 

their issue and they would like to pursue the manager to make sure that their matter is 

resolved. They believe in the brand. They feel that it is their brand, so they prefer to complain 

rather than quietly leaving. This “second chance” favourable time is much significant in 

today’s business environment in which customers seem to be inconsistent (Dennis and Duffy, 

2003). 

 

Channel migration 

 It has been observed that alternative ways are more likely used by loyal customers to buy 

products. The writer seems to be particular about Internet. Majority of companies today sell 

their products with the help of different conventional channels and internet. Some multiple 
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channels always become useful sources for loyal customers who like to use them for 

purchasing. They enhance their total usage and reduce your cost of doing business with them 

(Dennis and Duffy, 2003). 

 

Unaided awareness 

 Loyal customers show their extreme liking for your brand in your category. This shows that 

any increase in share of customer and it gets improvement in retention. But it also helps in 

referrals and loyal customers try their level best to attract other customer to your brand 

(Dennis and Duffy, 2003). 

According to Hammond et al., (2003) customer loyalty is brand equity. Three concepts are 

supposed to be popular: 

 

1. Loyalty as primarily an attitude that sometimes leads to a relationship with the brand 

(Model 1) 

2. Loyalty mainly expressed in terms of revealed behavior (i.e. the pattern of past 

purchases) (Model 2); and 

3. Buying moderated by the individual’s characteristics, circumstances, and/or the 

purchase situation (Model 3) 

Figure 2 Conceptualizations of customer loyalty (Hammond et al., 2003) 



Master Thesis Marketing                                                                                       February 2013 
 

     Page 11 

 

Loyalty as primary an attitude that sometimes leads to a relationship with brand 

(Model1) 

Hammond et al., (2003) discusses many researchers and consultants who talk about 

“attitudinal commitment” just for a brand in order to highlight the idea of true loyalty to exist 

(Jacoby and Chestnut, 1978; Foxall and Goldsmith, 1994; Reichheld, 1996). It is usually 

observed that consistent support with set of stated beliefs lead towards the notion of brand 

purchased. Companies can be asked and judged through these attitudes that how much people 

are interested in such brand, they display their full steadfastness and in this way they would 

give their recommend to others without any hesitation. This thing gives the picture of their 

positive frame of mind with healthy beliefs and feelings, relative to competing brands (Dick 

and Basu, 1994). Oliver (1997) has given the same view about customer loyalty as: “A deeply 

held commitment to rebuy or re-patronize a preferred product/service consistently in the 

future, thereby causing repetitive same-brand or same brand-set purchasing despite 

situational influences and marketing efforts having the potential to cause switching 

behaviour” (Hammond, et al., 2003). 

 

Loyalty mainly expressed in terms of revealed behavior (Model 2) 

According to Hammond et al. (2003), model 2 has been most argued and is controversial. The 

reason for its controversy is the due to that the loyalty in this model has been defined with the 

context to the past purchases pattern for the checking of the customers motivations or 

commitment to the company.   

 

Buying moderated by the individual’s characteristics, circumstances, and/or the 

purchases situation (Model 3) 

Hammond et al. (2003) argued in model 3 that by allowing the relationship among the attitude 

and behavior for the best conceptualization of loyalty. Hammond et al, (2003) cite Fazio and 

Zanna (1981) explain that a weak prediction could be predict from the strong attitude to the 

brand and the decision of the purchasing of that brand could be judged through its desirability.  

2.4 Customer Retention 
Ahmad & Buttle, (2002) stated that customer retention has now significance part of the 

managerial issues in reference to the saturated market or decreasing number of new 

customers. Customer retention is also considered to be important for the relationship 

marketing due to its potential for conveying longer relationship economics because retention 
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of customer takes less cost as compared to attaining the new customers (Ahmad & Buttle, 

2002). 

 

Zineldin, (2000) has defined retention as “a commitment to continue to do business or 

exchange with a particular company on an ongoing basis”. Hansemark & Albinsson (2004), 

citing Stauss et al. (2001) defines retention as the “customers’ liking, identification, 

commitment, trust, willingness to recommend, and repurchase intentions”, here first four 

belongs to construction of emotional-cognitive retention and last two belongs to behavioral 

intentions of the customers. 

 

According to Ahmad & Buttle, (2002), with the start of the 4Ps marketing theory in 1960s, for 

the industrial development and mass production, marketers think that it is better way to get 

customers. Customers lie in the homogeneous group of potential buyers that has the same 

requirements according to traditional and classical approach. Customer’s needs are predicted 

by the marketers to produce the products for the fulfillment of the customer’s need and then 

distributers are mobilized to the customer by applying the 4Ps marketing mix, i.e. price, place, 

promotion and product. The thinking of the marketing teachers and practitioners is still 

dominated the traditional marketing approach (Ahmad & Buttle, 2002).  

 

Ahmad & Buttle (2002) cite Page et al. (1996), they have suggested that with the help of 

various marketing mixed strategies new and current customers can be dealt with the following 

six dimensions: 

 

1. Product and service design; 

2. Pricing; 

3. Sales; 

4. Advertising; 

5. Direct marketing; and 

6. Distribution. 

 

According to Ahmad & Buttle (2002), following are the three main perspectives that have 

helped for the emergence of theoretical positions that are related to the customer retention 

management: 
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1. Service marketing; 

2. Industrial marketing; and 

3. General management. 

 

According to the service marketing point of view, if customer service quality and satisfaction 

is improved then it is easy to retain the customers. For retaining the customer from industrial 

marketing’s point of view is through building multi-level bonds including financial, social and 

structural bonds. In general management point of view, it comes through observation and 

consulting experience which offer theoretical positions (Ahmad & Buttle, 2002). Ahmad & 

Buttle (2002) cite DeSouza (1992), who believes the importance of measurement of retention, 

because through it customer retention can be achieved, and it can measure through analyzing 

complaints of customers and finding the reasons of their switching (Ahmad & Buttle, 2002). 

 

Ahmad & Buttle (2002) cite Reichheld (1996) describes the combination of different 

strategies for the success in retaining the customers which are:  

 

- Define and measure retention can be achieved through the reference of the business: 

the industry, the product, and the customers. 

- Searching for the loyalty in true customers without considering the masses. 

- Altering the channels of distribution. 

- By creative filtering to minimize the selection of customers. 

- Sales force should be given rewarded for the customer retentions instead of getting for 

new customers. 

- Rewards to customers that are regular users. 

- Attention should be given to the valuable customers by arranging the special events. 

 

According to Venetis and Ghauri (2004), important benefits can be produced by long-term 

customer retention and long-term relationships with customers. At lower cost, better quality 

can be delivered. Venetis and Ghauri (2004) cite Gronroos (1984) and Berry (1995) who 

discussed about the service quality that it affects both the subsequent service transactions and 

for the improving and maintenance of long-term customer relationships. If the service 

provider gives the better quality services then they can increase the customer loyalty to the 

product because customer believes that they receive “good value” for their money (Venetis 

and Ghauri, 2004). 
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2.4.1 A Plan for successful customer retention strategy 

According to DeSouza (1992), there are four steps for customer retention strategy.  

1. Measure Customer Retention: 

2. Interview Former Customers 

3. Analyze Complaint and Service Data 

4. Identify Switching Barriers 

 

Measure Customer Retention 

DeSouza (1992) describes that if companies do not managed customer retention than it is 

impossible to measure the customer retention. For measuring customer retention, they should 

maintain   feedback data system from customers. Basically retention rate measure the 

percentage of customers those who retained (DeSouza, 1992). 

 

Interview Former Customers 

Normally, there is a negligence of firms that they do not care about customer’s data who left 

them; it is a great chance for learning from lost customers directly or by expert. This data can 

be helpful for the market research, which assist the firm to take action for customers retaining 

(DeSouza 1992).  

 

According to DeSouza (1992), there are many reasons of customers defect. Which are 

describing bellow: 

 

1. Price defectors are defining that customer switch because of low- price offered by 

competitors. 

2. Product defectors mean customers switch to others competitors because of the 

quality of product. Remember this defect can be permanent.  

3. Service defectors are being caused of poor customer service. 

4. Market defectors those customer who left product not by the competitors but because 

transfer out of market area or stop business. 

5. Technological defectors lead to those customers who left the product due to 

substitution product. 

6. Organizational defectors describe those customers who left because of political 

policy within the organization. 



Master Thesis Marketing                                                                                       February 2013 
 

     Page 15 

 

Analyze Complaint and Service Data 

For marketing analysis, customer’s complaint and feedback is very important for point out 

problems which are the reason of customers leaving (DeSouza, 1992). 

 

Identify Switching Barriers 

According to DeSouza, (1992) a good retention strategy should be identified the obstacles and 

resolve the problems which are remained the existing customers transfer to other market 

competitors; it should not be a matter of low price and product quality offer by competitors 

(DeSouza, 1992).  

2.5 Analysis Model 
Based on the literature the author created an analysis model in figure 3 below. The model is 

based on three factors 

1) Customer Retention 2) Customers Satisfaction 3) Customers Loyalty 

A customer retention strategy, which is the purpose of our study, is based on customer 

satisfaction and customer loyalty. Below mentioned Model describes that customer 

satisfaction and customer loyalty affect the customer retention. In other words customer 

retention is based on customer satisfaction and customer loyalty. A questionnaire for 

empirical data based on these points for understanding the customer satisfaction, loyalty and 

retention taken by CNG retailing station and strategies they adopt for this purpose in a 

competitive environment. Will come understudy through this what plan and action do they 

take to check satisfaction, loyalty and retention for the customers. 

 

 

 

 

 

 

 

Figure 3 Analysis Model, Own 

Customer 
Retention 

Customer 
Satisfaction 

Customer  
Loyalty 
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3. Methodology 
This part of the paper describes how the study is conducted, how data was collected, and 

describes the sampling method and operationalization. 

 

3.1 Theoretical Approach 
There are two general approaches; the deductive approach and the inductive approach 

(Gummesson, 2000). Deduction means that researchers base their study on theory and what is 

already known about the subject (Bryman & Bell, 2007).  Deduction is the dominant research 

approach in natural sciences, where laws function to explain real-world phenomena (Collis 

and Hussey, 2003). “The deductive approach starts with existing theories and concepts and 

formulates hypotheses that are subsequently tested; its advantage point is received theory 

(Gummesson, 2000).” The researcher formulates one or more hypotheses that will be tested 

through an empirical investigation, when the result has been found the hypotheses can either 

be confirmed or rejected (Bryman & Bell, 2007).  

Deductive approach uses logic to validate or reject the hypothesis. Deductive approach moves 

from general to specific concepts. In this paper deductive approach is selected, as it will 

provide an opportunity to investigate the behaviour of various customers in order to retain 

their satisfaction and loyalty, this will be studied through the feedback taken by the telephonic 

interviews from the variant CNG retailers about the customer satisfaction, loyalty and 

retention, how do they judge the attitude of the customers and its effect on the CNG retailing 

stations that want to retain their customers. 

 

3.2 Research Method 
Researchers divide the methodological study into qualitative or quantitative. Qualitative 

research aims at finding new theories based on the relationship between theory and research. 

This approach focuses more on words than numbers and includes in-depth interviews 

(Bryman & Bell, 2007). The quantitative approach has the purpose to collect and analyze 

numerical data. The aim of this method is to show a relationship between research and theory 

and to test theory (Bryman & Bell, 2007).   

 

In this paper, the chosen method is qualitative approach, because it is used to get the valuable 

data to answer the research question. The aim of adopting this approach is to validate the 

emerging theories and with the help of these theories provision of new empirical data is the 



Master Thesis Marketing                                                                                       February 2013 
 

     Page 17 

 

purpose of this study. Semi structured interviews will be conducted to get the data from the 

CNG retailing station. Different patterns of the data will be collected through semi-structured 

interview. Qualitative approach best suit our research study as it will help to get variables that 

affects CNG retailer to retain the customers. The researcher is planning to have a detailed and 

elaborated research based on primary research and through interviews from different members 

of far off CNG retailing stations. 

 

3.3 Population and Sample 
A sample is the part of a population that is selected for the research. It can be based on 

probability or non-probability sampling. A probability sample is a sample that has been 

selected at a random basis, where every unit in the population has the same chance to 

participate in the collection. Non-probability sampling is when some units are more likely to 

be selected than others (Bryman & Bell, 2007).  

 

Because of the limited time and resources to approach the whole CNG retailing sector from a 

developing country like Pakistan, so author decided to take a convenience sample. Since the 

research is about customer retention of CNG retailing stations in a developing country like 

Pakistan, we need to know what CNG retailers think about the customer retention. Lahore city 

of Pakistan is a convenience selection. 10-semi structured telephonic interviews will be 

conducted to get the empirical data from the CNG retailers of Lahore. 178 CNG stations are 

currently serving Lahore city (Raja, 2009), since it is not possible for the researcher to visit 

each and every station personally. 10 stations from various locations are selected on the basis 

of their prestige, reputation and their slogans of quality in massive advertisements in print and 

electronic media. 

 

3.4 Data Collection 
There are two ways for gathering the empirical data. One is primary data and other is 

secondary data. The primary data has been collected by informal personal interviews with 

people within the industry and researchers who are active in the same field of expertise. 

Secondary data has been collected by information from companies’ website and from the 

annual reports (Bryman & Bell, 2007).  
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As semi structured interviews will be conducted to get the answer the research question this 

will lead to collection of primary data, as the data will be directly collected through 

interviews. In support of this, secondary data will also be used to support their interviews like 

their different reports, monthly or weekly journals, surveys conducted by them as a matter of 

quality assurance and customer retention. CNG retailer’s websites will also be visited to get 

the best results.  Shortage of time is the hindrance for a detailed, elaborated interview 

therefore for quality work and for accuracy. Open ended and closed questions will be asked, 

through semi structured interviews to get the exact picture of the situation. open ended 

questions will help to know the views of the retailers concerned, their interest, knowledge 

,experience and utility of their experience will be judged through such open ended questions 

.Close ended will provide the relevant direct and accurate answer in a spur of the moment .  

3.5 Interviews through Telephone 
Telephone interviews also have advantages and disadvantages. This technique saves the time 

and is cheaper than personal interviews. Telephone interviewers do not involve observation 

and do not allow the respondent to show puzzlement, when the researcher asked the question 

(Bryman & Bell, 2007). 

As it is difficult to have an empirical observation, and very difficult to gain attention and win 

trust of the people, that they are being contacted by the right people. For this study the author 

contacted 35 CNG stations but only members of 10 CNG stations agreed to cooperate. The 

researcher will adopt the method of interviews through telephone calls, as the interviewer has 

prepared a questionnaire regarding the customer satisfaction, customer loyalty, and customer 

retention through the interviews questionnaires. After the interview author will send emails to 

the people interviewed showing their replies, so to take them in confidence about the 

originality and to ensure them that they will not be misquoted anywhere. Empirical data will 

be gathered, and a report will be formulated based on the findings to know the level of 

customer satisfaction, loyalty and retention based on what CNG station workers and owners 

say. 

 

3.6 Operationalization 
This study aims at understanding how CNG retailing stations can retain their customers in a 

competitive environment. The interviews will be based on following questions. Here question 

1 to 6 related to customer satisfaction and question 7 to 11 related to customer loyalty and 

question 12 to 14 related to customer retention according to author analysis model.  
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Question number 1 “Since how long you are operating the CNG retailing station?” This 

question will help to predict the experience in the field. This is the key factor to be successful 

in the business environment. Gerpott et al. (2001) discussed the importance of experience, 

while explaining customer satisfaction. 

 

Question number 2, “Do you think the competition among CNG retailing stations has 

increased?” This question will help to identify the present market condition and the concerns 

of the retailers on this issue is expected to know the level of awareness among the station 

holders about the increasing competition, and what is he doing regarding the customer 

satisfaction with reference to his own satisfaction? And what measures are taking to get 

customary satisfaction? 

 

Question number 3“Do you have any feedback system to get the customer’s response?” This 

question will help to make sure that the retailers really want to improve their customer 

satisfaction. Cina (1989), argued about measuring the customer satisfaction. It is closed ended 

question with yes or no. If they say yes they do take appropriate checks system about 

customer’s satisfaction. The main purpose was to know their methodology of customer 

satisfaction. 

 

Question number 4, “Do you think your customers are satisfied with your services in 

competitive environment with other CNG retailing stations?” This question will give an 

overview to know the importance of measuring the customer satisfaction Levesque and 

McDougall (1996), and Cina (1989) highlighted the importance of measuring the customer 

satisfaction.  

 

Question number 5, “Do you have a low rate of customer satisfaction? If yes, what are the 

reasons for that?” This question is related to the theory of Yang, (2005) it will highlight the 

awareness of retailing station management about satisfaction.  

 

Question number 6, “What actions you have taken to satisfy your customers in competitive 

environment with other CNG retailing stations?”  This question will show the efforts made by 

the retailer to satisfy the customer. This aspect is related to the theory of Cina (1989), for 

measuring the customer satisfaction. 
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Question number 7, “Are the customers visiting your CNG retailing station mostly new or old 

customers?” This question will help to focus the impact of strategies made by retailers and 

their results. If more customers are new, it will lead to the conclusion that the strategies made 

to retain customers need to be developed.  

 

Question number 8, “Are your customers loyal with you and spread good will before others?” 

This question will indicate the retailer’s knowledge about the customers and what customers 

are thinking about the particulars retailer. Dennis and Duffy (2003) describe the benefits of 

customer loyalty.  

 

Question number 9, “Have your sales has declined, been stable or increased?” This question 

will give an overview of the retail store’s competitiveness, partly as an outcome of strategies 

to retain customers. The question is related to discussion of Reichheld (1996) for customer 

retention and the theory of Fornell (1992) for customer loyalty. 

 

Question number 10, “Do you have a low rate of customer loyalty? If yes, what are the 

reasons for that?” This question will make clear the understanding of management for low 

level of loyalty, which later on could be improved. This question is related to the theory of 

Fornell (1992) for customer loyalty. 

Question number 11, “What actions have you taken to loyal your customers in competitive 

environment with other CNG retailing stations?” Hammond, et al. (2003) highlighted the 

importance of customer loyalty. This question will highlight the concern of retailing stations 

managers and their actions to tackle the problem of loyalty. 

Question number 12, “What type of special services you are giving to customers in 

competitive environment with other CNG retailing stations?” This question will ensure the 

extra services to customers to retain them. This question is related to the theory of Ahmad & 

Buttle (2002) for customer retention. 

 

Question number 13, “Do you have a high rate of customer leaving? If yes, what are the 

reasons for that?” This will indicate the retailer’s knowledge of their weak areas and will help 

them to solve it. DeSouza (1992) discussed the impact of about customer defection. 
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Question number 14 “What actions you have taken to retain your customers in competitive 

environment with other CNG retailing stations?” Reichheld (1996) talked about the retention. 

This question will make sure the retention strategies developed by the management and their 

concern with the retention. 

 

3.7 Validity and Reliability 
According Bryman & Bell, (2007) validity is an important tool for any research. They 

describe validity as “Validity is concerned with the integrity of the conclusions that are 

generated from a piece of research.” Reliability is concerned with the question of whether the 

results of the study are repeatable (Bryman & Bell, 2007). The credibility of the research 

work has an important role for making the research work authentic and useful. So the special 

consideration has been made to take care of these aspects.  Reliability as assured by making 

the questions clear to retailers so that they provide the exist answers. The same questions were 

asked in a different way during the interview to judge that same answered was received in the 

previous question. This has made the reliability high. Validity is ensured through asking only 

those questions that will be leading to achieve the objectives of the research work. Each 

question asked was related to theoretical background. These made the research work more 

credible and achieve high reliability and validity. 
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4. Empirical data 

In this part of the paper, author will present the empirical finding of CNG retailing stations 

that how they retain their customers in a competitive environment. This data is gathered from 

telephone interviews. 

4.1 Company interviews 
The following tables present the empirical data gathered through conducted interviews. The 

tables are divided between three different areas, customer satisfaction, customer loyalty and 

customer retention. The table represented below are the results of the interview conducted 

while the detailed questions and answer could be seen in appendix A, while Appendix B 

shows the keyword made using Appendix A.  

4.1.1 Customer satisfaction 
The table 1 presents the gathered empirical data of customer satisfaction. It consists of six 

questions that were related to customer satisfaction. The data obtained is then classified into 

five different patterns based on the results of the interviews. 

 

Table 1 Customer Satisfaction Empirical patterns found among CNG retailing company 
interviews, own. 
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As it can be seen in table 1, some CNG stations behave similarly, forming patterns worth 

studying. Pattern 1 represents those CNG stations that think the competition is increasing and 

their customer satisfaction to their product. Whereas Pattern 2 represents those CNG stations 

who think that competition is not increasing due to government policy. And their customers 

are satisfied with them due to their service and good quality of product. Pattern 3 represents 

those CNG that believe on feedback system to understand the needs of customers and respond 

of their services also believe this system will help them find out the reasons of lower rate of 

customer satisfaction. Pattern 4 represents those CNG stations that are not focusing to find 

the reasons of lower rate of customer satisfaction, but they are taking the some actions for 

increase their sales. Pattern 5 represents those CNG that have the lack to find the reasons of 

lower rate of customer satisfaction and the actions to make higher rate of customer 

satisfaction. 

4.1.2 Customer Loyalty 
The following tables present the gathered empirical data of customer loyalty. 

 

Table 2 – Costumer Loyalty Empirical patterns found among CNG retailing company 
interviews, own. 

As can be seen in table 2 it is possible to observe 3 different patterns with customer loyalty. 

Pattern 6 represents those CNG stations that have stable sales, which show that lower rate of 

customer loyalty. Whereas pattern 7 represents those CNG stations that have increased their 

sales, showing a higher rate of customer loyalty. Pattern 8 shows the lack of interest in 

finding out the reason of lower rate of customer loyalty and the actions to make it higher. 
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4.1.3 Customer Retention 
The following tables present the gathered empirical data of customer retention. 

 
Table 3 – Costumer Retention Empirical patterns found among CNG retailing company 

interviews, own. 

As can be seen in table 3 it is possible to observe 3 patterns of customer Retention. Pattern 9 

represents those CNG stations that are compromising on quality and quantity. Hence, their 

customer-leaving rate is high. Pattern 10 represents those CNG stations who are finding out 

the reasons of customer leaving rate and taking some actions on it but compromising on 

quality and quantity, which gave them lower sale and also lower rate of customer retention. 

Pattern 11 shows that companies are maintaining the quality and quantity of CNG and also 

finding out the reasons of customer leaving as well as taking actions to retain them, in result 

they have higher rate of customer retention. 
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5. Analysis 
In this part of the paper, the author analyzed the empirical material through the perspectives 

discussed in theory and will discuss the results. This chapter is divided into three parts: 

Customer Satisfaction, Customer Loyalty and Customer Retention.                                       

5.1 Customer Satisfaction 
The author asked questions concerning the CNG retailers’ strategies about the customer’s 

satisfaction. Gerpott et al. (2001) say that experience is important for any organization to 

make strategies for customer satisfaction. In CNG industry all companies have experience in 

the business.  

 

According to pattern 1, Sky CNG and Gas Point CNG showed that the competition has 

increased due to the growing number of CNG vehicles in Pakistan and therefore the need of 

more CNG stations. The oil price is increasing internationally and this affects the affordability 

for the customers, and people are bound to use alternative cheap and easily available fuels. 

These companies do not have the feedback system through which they can judge that how 

their customers think about their services and also whether they are satisfied with their 

services or not. But on the other hand, according to them customers are satisfied with their 

services.  

 

Whereas, in 2nd pattern companies like Italian Technology, Pakistan State Oil CNG, and Total 

PARCO CNG behaved totally different from the first pattern. According to these companies 

the competition has been decreased and they referred the decreased competition with the 

current governmental policies towards the CNG industry. Government policy has changed the 

last six months, as they are not encouraging the customers to change their car gaskits as 

reservoirs for the CNG gas will also decrease and only well-equipped stations are allowed to 

provide gas. Government is not allowing the opening of new stations and trying to close those 

providing substandard gas. These companies have feedback system. Thus, they consider the 

customer satisfaction and they know how they can satisfy their customers and how they have 

satisfied their customer.  

 

Armed with a basic understanding of the distinction between minimum service requirement 

and value-added services, a company can develop an effective customer satisfaction program 
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(Cina 1989). Pattern 3 shows that the Murtaza filling station, Shell Pakistan, Racecourse 

CNG, and Lava CNG have feedback system and they believe that they can improve their 

services based on this feedback system and thus can satisfy their customers. They also believe 

that the feedback system is very useful to understand the need of customers and the 

satisfactory level on their services. Feedback system also helps to find out the reasons for the 

lower rate of customer satisfaction.  

 

Pattern 4 defines that the Sky CNG, Gas Point, and Shadman CNG are not focusing on the 

customer satisfaction and are also not trying to find out the reasons for the decreasing rate 

customers. These CNG’s have not noticed the staff behavior towards the customers. Neither 

they notice the gas pressure provided to the customer nor they emphasize on the gas quality. 

On the other hand they are taking actions on the increase of their sale. It has been a common 

observation that successful companies know how to retain the customer satisfaction they 

always keep close to customer through regular sales calls, and periodic marketing research to 

make customer satisfaction audits are the easiest and direct method of obtaining statistically 

sound information about the various dimensions of the customer-employee encounter. These 

strategies form the basis upon which sound customer-driven satisfaction programs are 

supported as described by Cina (1989). CNG companies are trying their best to not only 

understand rather fulfill the demands of their customers keeping in view the above theoretical 

framework and the answers received from CNG station owners. 

 

According to pattern 5 Lava CNG, Racecourse CNG, Italian Technology, Pakistan State Oil 

CNG, and Total PARCO showed that these companies have neither tried to find out the 

reasons of decreasing customers nor they have taken the actions to cope with that problem. 

For every company to succeed not only good service is must rather a properly charted 

foolproof customer satisfaction plan is also unavoidable for the survival in competitive world. 

It gives a goal, an objective or to say a clear sense of direction is necessary for the effective 

service as it provides a sense of direction and a common mission for the management and a 

proper guide for the right action rightly suggested by Cina, (1989).  

 

Findings seem promising, as members of CNG stations do not have proper feedback system and 

accountability of their services and staff. Companies are trying to increase their sales and customers 

but on the other hand they are not trying to explore the issues and concerns that have caused the 

decrease in their sales and customers. It has seen that most of the companies are well aware of the fact 
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that their customers are not satisfied with their services and quality they are providing, but they are not 

taking some measures to address that problems and issues. According to Zairi (2000), industry is 

very much conscious of the fact that customer satisfaction is to be valued at any cost. In this 

way, it becomes too possible to banish the level of dissatisfaction and it enhances customer 

loyalty and retention for companies. Satisfied customers always develop habit of sharing their 

good experiences with others and thus company’s good repute is set up on the basis of quality 

service. The CNG industry should pay more attention to the quality service in our case. It is 

obvious that most of the CNG are not well aware that how they can satisfy the customer and 

their needs. If these CNG stations have a proper feedback system and also remedy of the 

complaints quickly, they can have satisfy their customers more precisely. Cina (1989) stated 

five major steps towards customer satisfaction i.e. customer satisfaction audit, services 

strategy development, employee relations, implementing tactics and maintenance and 

feedback. CNG industry in this study is lacking all the five major steps that can satisfy the 

customers. 

5.2 Customer loyalty 
Many researchers support the customer loyalty and it vigilant measurement and a total record 

of the efforts to manage this through a proper channel, as it’s a must for capturing the 

attention of the market, and it helps the companies in improving their customers’ loyalty level 

which is rightly stated by Fornell et al. (1996). According to pattern 6 Shadman CNG, Gas 

Point, Sky CNG and Race Course CNG have lower customer loyalty rate. Shadman CNG has 

new customers, Gas Point and Race Course CNG has both new and old customers, whereas, 

Sky CNG doesn’t know about that. These CNG’s have stable sales, due to which they are not 

able to judge the loyalty of customer. The sale of these CNG in not increased that shows the 

old customers are not motivating the new customers to avail the services of these CNGs.  

 

Pattern 7 consists of the Italian Technology, Lava CNG, Murtaza Filling Station, Shell 

Pakistan, PSO and Total Parco. Pattern 7 is opposite to Pattern 6. These CNGs have old 

customers and therefore also loyal. Their sale is not stable and has increased that shows high 

rate of customer loyalty and the loyal customers are spreading goodwill that results in getting 

new customers. This pattern also shows that the reason for the low rate of loyalty is the 

competition in the CNG industry according to Murtaza Filling Station, PSO and Shell 

Pakistan, but not affecting their loyalty.  
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Pattern 8 is a general pattern and consists of all CNGs. Fornell (1992) stated: “Loyal 

customers are not necessarily satisfied customers, but satisfied customers tend to be loyal 

customers”. He imparts two strategies to manage customer’s loyalty that are offensive 

strategy and defensive strategy. In an offensive strategy the focus is to attract new customers, 

but in defensive strategy we attempt to retain the current customers. In this pattern the focus 

of the CNG is on the new customers but they are not adopting the any strategy to find out new 

customers or retain old customer and also this pattern shows that all CNG stations have lack 

of interest in finding out the core reasons like competition, quantity of product and attitude of 

staff towards the customers, for the low rate of customer loyalty. All CNGs are not serious in 

taking the steps like low price, better service, product quality and guiding customers to 

increase the rate of loyalty. Some CNGs like Shell, PSO and Total Parco thinks that they 

could get more loyal customers from providing them better services. Sky CNG and Race 

Course CNG believe that good quality product can increase the loyalty.  

 

Fornell (1992) stated that the connection between customer satisfaction and loyalty depends 

on features based on market regulations, constant switching in costs, brand equity, existence 

of loyalty programs, proprietary technology, and product differentiation at the industry level. 

All CNG stations are keen to attract customers and wants to make them more loyal but on the 

other hand they are not taking the important steps like how to compete more effectively to 

stay solid in the market, how to compel the customer to visit again and again, how to improve 

the quality of product and how to train the staff for good behavior to the customers. It is also 

seen that CNG stations have old customers but on the other hand they are claiming that they 

are not loyal to them. Customer loyalty has to be the first and foremost target of any company 

for not only retention but also for the expansion of business, only the satisfied customers not 

only share rather recommend others as very aptly defined by Zairi (2000), and in the light of 

answers and the theory we can say that although the situation for customer loyalty is not ideal 

but it is not that bad as well and companies are trying in their own capacities to retain their 

customers’ loyalties 

5.3 Customer Retention 
Unfortunately customer retention has become an important managerial issue, especially in the 

context of saturated market or lower growth of the number of new customers. Customer 

retention   has its importance and it is the target of marketing management chiefly of its 
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impending superiority in economics, customer retention is easier than acquiring (Ahmad & 

Buttle, 2002). 

 

According to the pattern 9 Italian Technology, PSO, Sky CNG, Gas Point and Lava CNG 

stations showed keenness and great enthusiasm about the special services and latest 

technologies that they provide to their customers in order to retain their customers, in this age 

of easy switching, the customers are more demanding and divert easily to the best service 

providers. Most up-to date CNG stations provide facilities like discounts, water supply a large 

number of cooperative, patient and well trained staff to provide service continuously and 

efficiently, so to fight the competitive rivals in a healthy manner, they don’t compromise on 

quality quantity, pressure and easy access. In this pattern these group of CNG stations seems 

to be compromising on the quality and quantity of their product. As we know that best quality 

CNG gave the best result in the pick of vehicles and it is beneficial in long term. In current 

market scenario it looked that the most CNG stations management applying two main tools 

one is to provide best quality services and second is by giving the training to the staff to retain 

the customer in the market. 

DeSouza (1992), describe many reasons of customers defect; most of them are not 

preventable. In pattern 10 the author after knowing the answers of the retailers have come to 

the conclusion that DeSouza’s six defectors are accurate reasons why customers switch for 

example, load shedding, bad behavior or poor service comes under service defectors and 

technological defectors. Poor service is mostly the result of Organizational defects. Pattern 10 

consists of Italian Technology, PSO, Sky CNG, Gas Point, Lava CNG, Shell Pakistan and 

Race Course CNG Stations. Some of the CNG stations have addressed to the issues due to 

which they think customers are leaving. PSO and Lava CNG stations have issues of attitude 

of staff and service; they have improved the service by training their staff specially to deal 

with customers in more polite and submissive way to retain them. Sky, Shell and Race Course 

CNG stations have technical issues, as they have older technology as it is difficult to measure 

accurate gas through older technology, due to this reason the customer prefer to go on the 

latest equipped CNG stations because they do not rely on the old technology. Sky CNG is 

taking measures to recruit the trained staff and introducing the latest technologies.  

 

Findings in pattern 11 seems promising as Shadman CNG, Total Parco, and Murtaza Filling 

Stations are aware of their work, rather they are providing better facilities despite facing some 
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odds like load shedding, it has been observed that customer satisfaction, quality and good 

standards of available facilities is their topmost priority. Stations management of Shadman 

and Murtaza Filling Station has been vigilant, cooperative, patient and they were pleasant 

enough to discuss their goals and their steps taken in accordance with quality, quantity and 

timely provision of facilities, inclusive of rest rooms, prayer rooms, public toilets and 

unhindered supply of CNG. Stations managers were up to date and were ready to adopt latest 

technology as soon as possible. Customer retention is the top most priority as the competition 

is neck to neck. Customer retention is the top most priority as the competition is neck to neck. 

Due to the actions taken by these stations, they have high rate of customer retention. Success 

of any company depends on a right combination of strategies suggested by Reichheld (1996). 

Retention can be defined as a technique of a successful bonding of the business: the product, 

the industry, and the customers. That is in search of right place with the right focus of getting 

right customers, creative filtering is the right way to the retention. Retained customers should 

be served with incentives, words for appreciation or letters of thanks or by some other 

rewards as winning new customers is not the only key to success. Consistency in quality of 

product offered should be focused. Constant refresher strategies and attractive packages can 

be a great technique for retention. The answers from the CNG retailing stations for the 

strategies for retention are the true gist of what DeSouza (1992), defined as the four major 

goals of any company to be successful company and designing a successful customer 

retention strategy, which involve interviews of former customers and analysis of complaint 

and service data. The received feedback and the theories propounded are quite related and 

almost every company seems to have satisfactory knowledge of what to do for customer’s 

satisfaction .may be problem comes at organizational level that hinders the performance of the 

companies. 
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6. Conclusions  

The focus of the study was to analyse how to satisfy and make the customer loyal for CNG 

retailing stations in Pakistan, to retain them in a competitive environment. Customer retention 

is the important part for the customer development. To retain and hold the customers, 

companies spend a lot of amount on their action plans. These all activities are supporting the 

companies as profitable organization in the market. It has been found in the study that the 

analysis model of customer satisfaction, loyalty leads to customer retention. 

The author analysed that in Pakistan CNG filling station market, companies mostly do not 

have any specific action plan regarding the customer retention in competitive environment. 

They mainly focus on the profit that is unfortunately time being, they are not taking actions 

that could run for long-term benefits. The other main issue is the lack of feedback systems in 

most of the CNG’s. Due to lack of this important pillar in business, CNG stations are not 

aware of the causes that have caused the lower rate of customer satisfaction, loyalty and 

retention. The behaviour and attitude of the staff is also an important issue, as the most of the 

staff is untrained. Attitude and behaviour play a significant role for the customer retention but 

there are also some other techniques for customer retention. As like, they need more 

advertisement with effective manner. The marketing tact’s should be attractive. In this 

globalized and competent era customer retention is more important. The profit of the 

organization is today directly proportionate to the level of retention. Low level of retention 

means that profits of the organization are also low. High level of retention shows high profit 

of the organization. 

6.1 Managerial Implications & Future Research 
The author believes that study has shown that there is lack of awareness prevailing in CNG 

retailing station in the city of Lahore, Pakistan; that is due to underdeveloped country. There 

is need of more research for identifying the key variables that could improve the present 

conditions. The CNG retailing stations are not operated by big corporations, so their focuses 

are short term profit instead of long term growth.  The management also need to employ 

skilled personnel to make and implement the strategies. The key flaws identified in the study 

could help management to adopt the strategies lacking, not only to satisfy their customers, but 

to make them loyal, and to stay. The author also found that many researchers talks about 

customer satisfaction, loyalty, and retention in normal environment. If there is any abnormal 
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(competitive) environment, there are few researchers like Knox (1998) and Stauss et al. 

(2001) that emphasise it. The author thinks there should be more empirical investigation in the 

field of customer retention in a competitive environment. 
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Appendices 

Appendix A: Empirical Data 

Customer Satisfaction 

Sr.
# Questions 

CNG Stations 

LAVA 
CNG 

Race 
Course 
CNG 

Shadma
n CNG 

Murtaza 
Filling 
Station 

Gas 
Point 

Pakistan 
State Oil 

(PSO) 

Shell 
Pakistan Sky CNG 

Italian 
Technolog

y 

Total 
PARCO 

1 

Since 
how long 
you are 
operating 
the 
retailing 
station 

Yes, we 
are 
operating 
our CNG 
retailing 
station for 
more than 
two year. 
Which 
shows that 
our 
experience 
to 
satisfaction 
of our 
customers. 

Yes we 
have 
satisfied 
customer
s. We are 
operatin
g the 
station 
since 9 
years. 

Since 
more 
than 4 
years we 
are 
satisfy 
our 
customer
s with 
our 
services. 

From the 
last three 
years we 
are 
running 
our CNG 
retailing 
station. 
And Yes 
we have 
satisfied 
customer
s 

We are 
running 
our CNG 
retailing 
station 
since 
more 
than two 
years. 
Experien
ce for 
any 
company 
gives 
direction 
on which 
bases 
they 
make 
their 
strategies 
for 
customer
s. On this 
they 
retain 
their 
customer
s. And 
yes we 
have 
satisfied 
customer
s 

Since 
More 
than 7 
years. 
And yes 
we have 
satisfied 
customer
s 

Since 
More 
than 5 
years. 
And yes 
we have 
satisfied 
custome
rs 

Since 
More than 
9 year. 
And yes 
we have 
satisfied 
customers 

Since More 
than 5 
years. And 
yes we 
have 
satisfied 
customers 

Since 
More than 
8 years. 
And yes 
we have 
satisfied 
customers 

2 

Do you 
think the 
competiti
on among 

CNG 
retailing 
stations 

has 
increased

? 

Yes, we 
believe 

that with 
the 

passage of 
time 

competitio
n is 

increased 
and under 

this 
situation, 
there are 

more 
difficulties 
to satisfy 

our 
customers 
under this 
competitio

n. 

Yes 
definitel
y. Due to 

the 
increase 

in 
petroleu
m prices 
people 

are 
attracted 

more 
towards 

the 
alternat

e 
sources 

of 
energy. 

From 
last three 
years the 
completi
on is 
increase
d and the 
reason is 
that 
governm
ent is 
supporti
ng to 
vehicles 
owners 
to 
convert 
their 
vehicles 
from 
petrol to 
gas. 

Yes, 
competiti

on is 
increasin

g. 

From 
last one 

year 
competit

ion is 
increase
d due to 
which 

customer
s are 

decreased 
some 
time. 

Yes, but 
from the 

last 6 
months 
there is 
some 

restrictio
ns from 

the 
governm

ent 
therefore 
now the 

competiti
on is 

decreasi
ng. 

Yes, We 
have lot 

of 
competit
ors. Who 
operate 

surround
ed us. 

Yes, We 
have 
many 

competito
rs like 
PSO, 
Shell, 
Total 

PARCO 

No, Few 
months 

ago, 
governmen
t changed 

the rules & 
regulation 

for 
operating 

& 
installing 
new CNG 

filling 
station. 

Therefore 
now new 

CNG 
filling 

station are 
not 

established 

Governm
ent 

announce
d new 

rules & 
regulatio

ns 
therefore 
now we 

face 
trained & 

well 
equipped 

CNG 
filling 

stations as 
competito

r. 
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3 

Do you 
have any 
feedback 
system to 
get the 
customer 
response? 

We believe 
that 
without 
feedback 
system we 
can not 
satisfied 
our 
customers. 
Because 
feedback 
system tell 
us how we 
can 
provide 
our best 
services to 
our 
customers. 

Yes we 
do have 
complai
nt boxes 
around 
our 
stations. 
Also our 
customer
s have 
the 
access to 
the 
station 
manage
r. They 
can go 
straight 
away to 
him and 
lodge 
their 
complain
ts. 

No, this 
time we 
have not 
feedbac
k 
system. 
But we 
are 
trying 
for this. 

No, we 
have not 
any 
feedback 
system. 

No we 
have not 
any 
feedback 
system. 
But it 
should be 
on 
retailing 
station, 
on which 
we can 
deals the 
complain
ts of our 
customer
s to 
satisfy 
them and 
can 
improve 
our 
services. 

Yes – 
Complai
nt Box 
and 
feedback 
card 
system 

Yes, We 
have 
complai
nt box & 
also 
some 
other 
projects 
are in 
pipeline 
e.g. Toll 
free 
numbers
. 

No, Right 
now we 
don't 
have any 
system 
for the 
customer 
response 

No, We 
don't have 
any system 
for 
customer 
feedback. 
In future 
we will 
manage it 
is 
Complaint / 
Suggestion 
box or 
register 

yes , We 
have 
complain
t register 

4 

Do you 
think 
your 
customer
s are 
satisfied 
with your 
services 
in 
competiti
ve 
environm
ent with 
other 
CNG 
retailing 
stations? 

Yes our 
customers 
are 
satisfied 
with us 
because 
we are 
trying to 
provide 
better 
services 
and also 
offering 
the 
average 
rate of 
product as 
compared 
to others. 

We 
believe 
that we 
are 
providin
g them 
the best 
services 
and 
quality 
product
s on best 
rates. 

Yes, a 
custome
r 
demand
s the 
quality 
product 
at 
average 
price, 
which 
we are 
providin
g. Our 
experien
ce and 
duration 
in this 
business 
shows 
that our 
customer
s are 
satisfied 
with us 
in this 
competit
ion 

Yes, I 
think so, 
because 
we are 
improvin
g service 
to get 
more 
customer
s at 
average 
rate of 
product 
in 
saturated 
market. 

Yes we 
think 
our 
customer
s are 
satisfied 
with us 
because 
in this 
competiti
on our 
sale is 
high due 
to our 
quality 
services. 

Yes, Our 
customer
s are 
satisfied 
with our 
services 
because 
mostly 
regular 
customer
s are 
coming at 
here. 

Yes, We 
try to 
better 
facilitate 
to 
custome
rs at 
average 
rate of 
product. 
Therefor
e they are 
satisfied 
with us 

We 
handle 
the 
customer
s with 
good 
quality 
products, 
attention 
and 
service. 
Therefore 
they are 
satisfied 
with us. 

Yes, We 
provide 
the service 
according 
to 
governmen
t rules & 
regulation. 
Therefore 
customers 
are satisfied 
with us. 

Yes, We 
already in 
the oil 
filling 
business 
since 
2001. 
Customer
s trust on 
our 
services 
and they 
are 
satisfied 
with us. 

5 

Do you 
have a 
low rate 
of 
customer 
satisfactio
n? If yes, 
what are 
the 
reasons 
for that? 

Customer 
is not 
compromis
ing on 
quality. So 
we do not 
compromi
se on 
quality. 

It is due 
to low 
gas 
pressure 
to fill the 
gas tank 
of 
vehicles 
and bad 
behavio
ur of 
staff. 

That is 
an 
alarming 
question 
for us 
actually. 
We will 
try to 
find the 
actual 
reason 
for that. 

It is due 
to 
conduct, 
attitude 
to 
customer
s dealing 
and gas 
pressure 
to filling 
the gas 
tank of 
vehicles. 

Our 
customer 
satisfacti
on is 
higher 
because 
we do not 
charge 
any extra 
from our 
customer
s. 

Our 
customer 
satisfacti
on is 
higher 
because 
it is 
governm
ent 
approve
d CNG 
station 
and we 
are also 
offering 
services 
like 
Petrol 
filling, 
diesel 
filling to 
the 
vehicles. 

It is due 
to 
attitude 
of staff 
and gas 
quality. 

We have 
installed 
old 
technolog
y which is 
not 
accurate 
in 
measurem
ent of gas. 

It is due 
compromis
ing on 
quality and 
old 
technology 
on station. 

no it is 
increasin
g 
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6 

What 
actions 
you have 
taken to 
satisfy 
your 
customer
s in 
competiti
ve 
environm
ent with 
other 
CNG 
retailing 
stations? 

We 
respect 
our 
customer, 
give full 
attention 
and 
provide 
friendly 
environme
nt 

We are 
providin
g full 
gas 
pressure 
accordin
g to the 
rules 
and 
regulati
ons of 
Oil and 
Gas 
Regulat
ory 
Authorit
y 
Pakistan 
and test 
the gas 
cylinder 
of its 
capacity 
to fill the 
gas. 

We are 
providin
g Full 
Gas 
Pressure
, Chill 
Gas  to 
gas tank 
of 
vehicles 
and 
solve the 
complai
nts of 
custome
rs 

We give 
attention 
to our 
customer
s and 
follow 
the all 
instructi
on of 
quality 
from the 
governm
ent side 
which is 
the basic 
demand 
of 
customer
s. 

We do 
not over 
charge 
and  give 
attention 
to our 
customer
s and 
listen his 
complain 
and 
rectify it 
on 
immedia
te basis 

We have 
installed 
all 
facilities 
under 
one roof 
like 
Petrol 
pump, 
Diesel 
pump and 
Gas 
which is 
very less 
in the 
city. 

We did 
not give 
any 
discount 
and 
provide 
chilled 
gas with 
proper 
pressure 
which is 
our 
uniquen
ess. 

We 
provide 
good 
service 
and give 
attention 
to our 
customer
s 

We fill the 
gas 
according 
to 
Governme
nt rules 
and 
regulations 

We are in 
filling 
service 
from 
2001. We 
have all 
facilities 
under 
one roof 
like 
petrol 
and diesel 
pumps 
with 
CNG. 
And 
providing 
good 
services 
Therefore 
customers 
are 
satisfied 
with our 
services 
therefore 
we have 
good 
reputatio
n in 
market. 

 

Customer Loyalty 

Sr.
# Questions 

CNG Stations 

LAVA 
CNG 

Race 
Course 
CNG 

Shadma
n CNG 

Murtaza 
Filling 
Station 

Gas Point 
Pakistan 
State Oil 

(PSO) 

Shell 
Pakistan Sky CNG 

Italian 
Technolo

gy 

Total 
PARCO 

7 

Are the 
customers 

visiting 
your 
CNG 

retailing 
station 
mostly 
new or 

old 
customers

? 

We have 
a mostly 

old 
custome
r which 
shows 

that they 
are loyal 
with our 
product 
(CNG). 

We have 
a blend 
of both. 
We have 

an 
increasin
g trend 
every 

passing 
month. 

We have 
existing 
custome
rs and 
also a 

number 
new 

custome
r. 

older 

We have 
both older 
and new 

customers. 

Older Older New Older Older 

8 

Are your 
customers 
loyal with 
you and 
spread 
your good 
will 
before 
others? 

Yes - 
especiall
y public 
transpo
rt 
drivers 
are very 
loyal 

Our sale 
is 
increasin
g and we 
believe 
that it is 
because 
of the 
good will 
we 
sustain 
with our 
customer
s. 

Yes 
they are 
most of 
them 
like all 
others 
the 
services 
at same 
sport 
and they 
encoura
ge 
others 
to use 
our 
CNG 
station. 

Yes, our 
sales 
represent 
that our 
customer
s are 
loyal 
with us 
and they 
spread 
good will 
of our 
CNG 
retailing 
station. 

No, 
Customer 
is never 
loyal, he 
moves 
there 
where he 
gets better 
services. 

Yes , 
Mostly 
customer
s are 
loyal with 
us 

Yes, 
Custome
rs are 
loyal 
with us 
because 
they 
believe 
that we 
provide 
good 
services 
as 
compare
d to 
others. 

No, Every 
customer 
are not 
loyal 

No, 
Mostly 
customer
s are not 
loyal 
with us. 

Yes, 
Custome
rs are 
loyal 
with us 
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9 

Have 
your sales 

has 
decline, 

been 
stable or 
increased

? 

Our 
sale is 

increasi
ng 

which 
shows 

that our 
custome

rs 
loyalty 
with us. 

Its most 
of the 
times 

increasin
g trended. 

Someti
me it is 
increase

d but 
decreas
es at the 
end of 
month. 

Yes it is 
Increasin

g 

Maintaine
d It is due 

to road 
constructio
n in front of 

CNG 
Station, so 

it is 
maintained 

on 
temporaril

y basis. 

Our sales 
is 

Increasin
g which 
represent 

the 
loyalty of 

our 
customer

s. 

With 
good 

quality of 
product 

& 
services 
sales are 
Increasin

g 

We have 
old 

machines 
therefore 

our sales is 
decreased. 

But we 
have 

maintaine
d it on 

temporary 
basis. 

With 
providin
g of good 
services 
our sales 

is 
Increase

d. 

Mostly 
custome

rs are 
loyal 

with us 
therefore 
our sales 

is 
increase 
day by 

day 

10 

Do you 
have a 

low rate 
of 

customer 
loyalty? If 
yes, what 
are the 
reasons 

for that? 

It is due 
to the 

attitude 
proble
m of 
staff 

We are 
not 

comprom
ise on 

Quality 
that’s 

why we 
are not 

providing 
any 

discount 
on filling 
the gas, 
Due to 

this 
reason 

customer 
loyalty 
rate is 
low. 

It is due 
to the  

attitude 
of Staff. 

It is due 
to 

competiti
on in the 
CNG gas 
industry 

and. 

It is due to 
wrong 

measureme
nt. 

It is due 
to the 

competiti
on in this 
market 

It can be 
due to 

competiti
on in the 
CNG gas 
industry 

It is due to 
technical 
reasons 
because 

measureme
nts are not 

proper. 

It is due 
to 

services 

Custome
rs are 
loyal. 

Therefor
e we did 
not face 

this 
problem 
of low 
rate of 
loyalty. 

11 

What 
actions 
have you 
taken to 
loyal your 
customers 
in 
competiti
ve 
environm
ent with 
other 
CNG 
retailing 
stations? 

We 
train 
our 
staff to 
provide 
better 
custome
r 
services. 

We are 
providin
g full gas 
pressure 
and chill 
gas to fill 
the tank 
of gas of 
vehicles, 
which is 
the 
demand 
of 
customer
s. 

We 
council 
our 
custome
r in 
proper 
way and 
guide 
them 
about 
CNG. 

We offer 
discounts
. not any 
special 
action 

We almost 
offer 
discounts 
to attract 
the 
customers 

We offer 
some free 
of cost 
services, 
like Air 
fresher in 
the 
vehicle, 
offer 
tissue 
paper to 
the driver, 
Water, 
Prayer 
area in 
the 
premises, 
Tuck 
Shop, 
Service 
Shop and 
Tire Shop 
within the 
premises 
which are 
very less 
in the 
city. 

We offer 
Good 
services, 
full gas 
pressure. 

We have 
installed 
new and 
latest 
machinery 
for 
customer 
retention. 

We offer 
maximu
m 
discount 
as 
compare 
to others 
to retain 
customer 

We offer 
better 
services 
under 
one roof. 
We also 
guides 
and offer 
some 
tips to 
the 
customer
s about 
gas 
filling 
and 
cylinder 
testing 
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Customer Retention 

Sr.
# Questions 

CNG Stations 

LAVA 
CNG 

Race 
Course 
CNG 

Shadma
n CNG 

Murtaza 
Filling 
Station 

Gas Point 
Pakistan 
State Oil 

(PSO) 

Shell 
Pakist

an 
Sky CNG 

Italian 
Technolo

gy 

Total 
PARCO 

12 

What 
type of 
special 
services 
you are 
giving to 
customers 
in 
competiti
ve 
environm
ent with 
other 
CNG 
retailing 
stations 

We have 
latest 
technolo
gy to 
measure 
the 
quality 
of CNG 

We 
offer all 
services 
under 
one roof 
and 
have 
qualifie
d staffs 
which 
also 
guide 
the 
custome
rs about 
gas 
filling 
and 
cylinder 
testing 
of 
vehicles
. 

We 
provide 
good 
quality 
of CNG 
with full 
pressure 
and not 
offering 
any 
discount 
in this 
regard. 

We are not 
compromis
ing on 
quality and 
quantity. 

We provide 
accurate 
measurem
ent during 
filling the 
gas and not 
charge any 
extra. 

Wipe, 
Dusting of 
vehicle, 
offer water 
in summer 
season 

We 
provid
e 
petrol 
and 
diesel 
along 
with 
CNG 
gas. 

We have 
latest 
technology 
and 
provide 
accurate 
measurem
ent during 
filling the 
gas 

We 
provide 
many 
services 
ranging 
from car 
wash to 
wheel 
balancin
g and 
mechanic 
at home 
etc. 

We are 
providi
ng some 
special 
services 
to our 
custome
rs i.e., 
ask 
about 
water in 
summer 
season, 
give 
tissue 
paper to 
custome
r, and 
wipe 
the 
front 
screen 

13 

Do you 
have a 

high rate 
of 

customer 
leaving? 
If yes, 

what are 
the 

reasons 
for that? 

Bad 
attitude 
of staff 
and  do 
not give 
proper 
attentio

n to 
custome

r 

There is 
a big 
proble
m of 
load 
sheddin
g of gas 
due to 
which 
Our 
Custome
r 
leaving 
rate is 
high. 

Due to 
load 

sheddin
g of gas 

in 
Pakistan, 
Custome

rs 
leaving 
rate is 
high 

It can be 
due to 

services 
and bad 

quality of 
CNG 

It is due to 
the 

competitio
n in CNG 
Industry. 

Yes, It is 
due to bad 
behaviour 
of staff to 

customers. 

We are 
facing 

the 
load 

sheddi
ng of 
gas so 

we 
have 
high 

rate of 
custom

er 
leaving 

Due to 
technical 
reason 

We did 
not face 

this 
problem. 

Due to 
bad 

services
. 

14 

What 
actions 

have you 
taken to 
retain 
your 

customers 
in 

competiti
ve 

environm
ent with 

other 
CNG 

retailing 
stations? 

We give 
respect 
to our 

customer
s, fill the 

tank 
with full 
pressure 

and 
check 

the 
cylinder

’s 
expiry. 

We are 
providi
ng good 
services 

There is 
no 

action to 
retain 

custome
rs 

We are 
offering 
Wash 
Room 

facility, 
pray area 

for our 
customers, 
and good 
attitude 
and good 

services as 
well. 

We are 
offering 
accuracy 

in 
measurem

ent of 
CNG and 

not 
compromis

e it. 

Our Staff is 
trained 

with good 
manners. 
We have 
appointed 

two 
persons 
for one 

vehicle for 
better 

services 
which 

differentia
ted us 
from 

others. 

Our 
Staff is 
highly 
trained 

and 
give 

proper 
guidan
ce to 
the 

custom
er 

We are 
going to 
install 
latest 

technology 
and also 

will 
recruit 

qualified 
staff for 

better 
services. 

Not any 
special 

We 
train 
our 

staff to 
provide 

good 
services 
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Appendix B: Interviews Keywords 
 

Questions 

CNG Stations 

Header Sky CNG Gas Point Shadman 
CNG 

Murtaza 
Filling 
Station 

Shell 
Pakistan 

Race 
Course 

CNG 
LAVA CNG Italian 

Technology 
Pakistan 
State Oil 

(PSO) 
Total 

PARCO 

Since how long you 
are operating the 
retailing station 

  9 year 2 years 4 years 3 years 5 years 9 years 2 year 5 years 7 years 8 years 

Do you think the 
competition among 

CNG retailing stations 
has increased? 

Yes Yes 

From last 
one year 

competition 
is 

increased 

completion 
is 
increased 

Yes Yes Yes Yes 

  

  

  

No               [No] [No] [No] 

No, 
because of 
government 
policy 

              

government 
changed the 

rules & 
regulation for 
operating & 

installing new 
CNG filling 

station. 
Therefore new 

CNG filling 
station are not 

established 

last 6 months 
there is some 
restrictions 

from the 
government 

therefore now 
the 

competition 
is decreasing 

Government 
announced 
new rules & 
regulations 

therefore 
now we face 

trained & 
well 

equipped 
CNG filling 
stations as 
competitor. 

Do you have any 
feedback system to 

get the customer 
response? 

Yes 

        

• complaint 
box • other 
projects, 
e.g. Toll 
free 
numbers 

• complaint 
boxes 
around our 
stations • 
access to 
the station 
manager 

feedback 
system (but 
no concrete 
example) 

  

• Complaint 
Box •  
Feedback 
card system 

complaint 
register 

No 

No,we don't 
have any 
system for 
the customer 
response 

not any 
feedback 
system 

we have not 
feedback 
system 

we have not 
any 
feedback 
system 

      

No, We don't 
have any 
system for 
customer 
feedback 

    

Do you think your 
customers are 

satisfied with your 
services in 
competitive 

environment with 
other CNG retailing 

stations? 

Service 

We handle 
the 
customers 
with s, 
attention 
and service 

quality 
services     

We try to 
better 
facilitate to 
customers 

we are 
providing 
them the 
best 
services 

we are trying 
to provide 
better 
services 

provide the 
service 
according to 
government 
rules & 
regulation   

Customers 
trust our 
services 

Average 
quality       

average 
rate of 
product 

average 
rate of 
product 

  
 offering the 
average rate 
of product 

      

Good 
quality 

good quality 
product   

the quality 
product at 
average 
price 

  

  

we are 
providing 
them the 
best quality 
products on 
best rates 

        

A. Do you have a low 
rate of customer 

satisfaction? 

Yes [Yes] 

  

That is an 
alarming 
question for 
us actually. 
We will try 
to find the 
actual 
reason for 
that. 

[Yes] [Yes] [Yes] 

  

[Yes] 

    

No   

Our 
customer 
satisfaction 
is higher, 
because we 
do not 
charge any 
extra from 
our 
customers 

        

Customer is 
not 
compromising 
on quality. So 
we do not 
compromise 
on quality. 

  

Our customer 
satisfaction is 
higher 
because it is 
government 
approved 
CNG station 
and we are 
also offering 
services like 
Petrol filling, 
diesel filling to 
the vehicles 

no, it is 
increasing 

B.  If yes, what are the 
reasons for that? 

Staff 
beahviour       

conduct, 
attitude to 
customers 
dealing 

attitude of 
staff 

bad 
behaviour 
of staff 

        

Gas 
pressure 

  

    

gas 
pressure to 
filling the 
gas tank of 
vehicles   

low gas 
pressure to 
fill the gas 
tank of 
vehicles 

  

  

    

Gas quality         gas quality     compromising 
on quality     

Old 
technology 

We have 
installed old 
technology 
which is not 
accurate in 
measurement 
of gas 

            old 
technology     
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What actions you 
have taken to satisfy 

your customers in 
competitive 

environment with 
other CNG retailing 

stations? 

Attention 
to 
customers 

give 
attention to 
our 
customers 

give 
attention to 
our 
customers 

  
We give 
attention to 
our 
customers 

  

  

We respect 
our 
customer, 
give full 
attention 
and provide 
friendly 
environment 

    

  

Full gas 
pressure     

We are 
providing 
Full Gas 
Pressure 

    

We are 
providing 
full gas 
pressure 
according 
to the rules 
and 
regulations 
of Oil and 
Gas 
Regulatory 
Authority 
Pakistan  

  

We fill the gas 
according to 
Government 
rules and 
regulations 

    

Test the gas 
cylinder           

test the gas 
cylinder of 
its capacity 
to fill the 
gas 

        

Solve 
complaints   

listen his 
complain 
and rectify it 
on 
immediate 
basis 

solve the 
complaints 
of 
customers 

              

Chilled gas     
Chill Gas 
to gas tank 
of vehicles  

  

provide 
chilled gas 
with proper 
pressure 
which is our 
uniqueness 

          

Pricing   We do not 
over charge     

We do not 
give any 
discount 

          

All fuel 
types                 

We have 
installed all 
facilities under 
one roof like 
Petrol pump, 
Diesel pump 
and Gas which 
is very less in 
the city 

all facilities 
under one 
roof like 
petrol and 
diesel 
pumps with 
CNG 

Good 
service 

We provide 
good service                 

Providing 
good 
services 

Table 1: CNG retailing company interviews for Customer Satisfaction keywords part 1 

 

Questions 

CNG Stations 

Header Shadman 
CNG Gas Point Sky CNG Race Course 

CNG 
Italian 

Technology LAVA CNG Murtaza 
Filling Station Shell Pakistan Pakistan State 

Oil (PSO) Total PARCO 

Are the 
customers 

visiting your 
CNG retailing 
station mostly 

new or old 
customers? 

Old 
customers older 

      

Older 

We have a 
mostly old 
customer 

which shows 
that they are 

loyal with our 
product (CNG). 

older Older Older Older 

New and 
old 
customers 

  
We have both 
older and new 

customers. 
  

We have a 
blend of both. 

We have an 
increasing 

trend every 
passing 
month. 

            

Are your 
customers 

loyal with you 
and spread 

your good will 
before others? 

Yes 

Yes, our sales 
represent that 
our customers 
are loyal with 
us and they 
spread good 
will of our 
CNG retailing 
station     

Our sale is 
increasing and 
we believe that 
it is because of 
the good will 
we sustain 
with our 
customers. 

  

Yes - 
especially 
public 
transport 
drivers are 
very loyal 

Yes, our sales 
represent that 
our customers 
are loyal with 
us and they 
spread good 
will of our 
CNG retailing 
station 

Yes, 
Customers are 
loyal with us 
because they 
believe that we 
provide good 
services as 
compared to 
others 

Yes , Mostly 
customers are 
loyal with us 

Yes, 
Customers are 
loyal with us 

No   

No, Customer 
is never loyal, 
he moves 
there where he 
gets better 
services 

No, Every 
customer are 
not loyal 

  

No, Mostly 
customers are 
not loyal with 
us. 

          

Have your 
sales declined, 
been stable or 

increased? 

Increased 
sales 

Yes it is 
Increasing 

    

Its most of the 
times 

increasing 
trended. 

With 
providing of 
good services 

our sales is 
Increased 

Our sale is 
increasing 

which shows 
that our 

customers 
loyalty with 

us. 

Yes it is 
Increasing 

With good 
quality of 
product & 

services sales 
are Increasing 

Our sales is 
Increasing 

which represent 
the loyalty of 

our customers 

Mostly 
customers are 
loyal with us 
therefore our 

sales is 
increase day 

by day 

Stable sales   

Maintained It 
is due to road 

construction in 
front of CNG 

Station, so it is 
maintained on 

temporarily 
basis 

                



Master Thesis Marketing                                                                                       February 2013 
 

     Page 45 

 

A. Do you 
have a low rate 

of customer 
loyalty? 

Yes [Yes] [Yes] [Yes] [Yes] [Yes] [Yes] [Yes] [Yes] [Yes] 

  

B. If yes, what 
are the reasons 

for that? 

Competition 
 competition 
in the CNG 
gas industry 

          
 competition 
in the CNG 
gas industry 

It can be due to 
competition in 
the CNG gas 

industry 

competition in 
this market   

Quantity of 
product   

It is due to 
wrong 

measurement. 

It is due to 
technical 
reasons 
because 

measurements 
are not proper. 

              

Attitude of 
staff           

attitude 
problem of 

staff 
        

What actions 
have you taken 

to loyal your 
customers in 

the 
competitive 
environment 
with other 

CNG retailing 
stations? 

Price We offer 
discounts 

We almost 
offer discounts 
to attract the 
customers 

  

  

We offer 
maximum 
discount as 
compare to 
others to retain 
customer 

  We offer 
discounts       

Services       

  

      
We offer Good 
services, full 
gas pressure. 

We offer some 
free of cost 
services, like 
Air fresher in 
the vehicle, 
offer tissue 
paper to the 
driver, Water, 
Prayer area in 
the premises, 
Tuck Shop, 
Service Shop 
and Tire Shop 
within the 
premises which 
are very less in 
the city. 

We offer better 
services under 
one roof 

Product 
quality     

We have 
installed new 
and latest 
machinery for 
customer 
retention. 

We are 
providing full 
gas pressure 
and chill gas 
to fill the tank 
of gas of 
vehicles, which 
is the demand 
of customers 

            

Guiding 
customers                   

We also guides 
and offer some 
tips to the 
customers 
about gas 
filling and 
cylinder testing 

Table 2: CNG retailing company interviews for Customer Loyalty keywords part 2 

 

Questions 

              CNG Stations 

Header Italian 
Technology 

Pakistan State 
Oil (PSO) Sky CNG Gas Point LAVA CNG Shell Pakistan Race Course 

CNG 
Shadman 

CNG 
Total 

PARCO 
Murtaza Filling 

Station 

What type of 
special 

services 
you are 

giving to 
customers 

in 
competitive 
environment 

with other 
CNG 

retailing 
stations 

Measure 
technology     

We have 
latest 
technology 
and provide 
accurate 
measurement 
during filling 
the gas 

We provide 
accurate 
measurement 
during filling 
the gas and 
not charge 
any extra. 

We have 
latest 
technology to 
measure the 
quality of 
CNG 

    good quality 
of CNG     

Service 

We provide 
many 
services 
ranging from 
car wash to 
wheel 
balancing and 
mechanic at 
home etc. 

Wipe, 
Dusting of 
vehicle, offer 
water in 
summer 
season 

            

We are 
providing 
some 
special 
services to 
our 
customers 
i.e., ask 
about 
water in 
summer 
season, 
give tissue 
paper to 
customer, 
and wipe 
the front 
screen 

  

All services 
under one roof   

    

    

We provide 
petrol and 
diesel along 
with CNG 
gas 

all services 
under one 
roof 

      

Not 
compromising 
on quality 

              
not 
compromising 
on quality  

  
not 
compromising on 
quality 

Not 
compromising 
on quantity 

              
 not 
compromising 
on quantity 

  
not 
compromising on 
quantity 
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a. Do you 
have a high 

rate of 
customer 
leaving? 

Yes   Yes [Yes] [Yes] [Yes] [Yes] [Yes] [Yes] [Yes] [Yes] 

No 
We did not 
face this 
problem       

  
  

  

      

b. If yes, 
what are the 
reasons for 

that? 

Technical 
issues   

  technical 
reason     load shedding 

of gas 
load shedding 
of gas 

load shedding 
of gas   bad quality of 

CNG 

Attitude of 
staff/service 

  

bad 
behaviour of 

staff 
  

  

Bad attitude 
of staff and 
do not give 

proper 
attention to 
customer 

  

    

bad 
services due to services 

What 
actions 

have you 
taken to 

retain your 
customers 

in 
competitive 
environment 

with other 
CNG 

retailing 
stations? 

Good service   
better 
services       

 proper 
guidance 

We are 
providing 

good services   
 good 
services good services 

Specifics     

• latest 
technology • 
recruit 
qualified staff 

• accuracy in 
measurement 
of CNG 

• fill the tank 
with full 
pressure • 
check the 
cylinder’s 
expiry.       

• train our 
staff 

• Wash Room 
facility • pray 
area 

Good Attitude   
good 
manners     

respect to our 
customers          good attitude 

No action 

Not any 
special 

            

no action to 
retain 

customers     

Table 3: CNG retailing company interviews for Customer Retention keywords part 3 
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Appendix B: Letter to interviewer 
 

Dear Sir / Madam, 

I, master student at Linnaeus University, Växjö, Sweden, is conducting a thesis on “Customer 

Retention Strategies of compressed natural gas (CNG) in a developing country (Pakistan) 

which is a scientific research to understand more about the customer retention in a 

competitive environment and I would like appreciate your cooperation to give the answers of 

questions which will guide me to formulate new strategies in order to retain the customer in 

the field compressed natural gas (CNG) retailing stations. With the help of your answers, I 

will be able to find out solution, which can be very helpful for Customer Retention Strategies 

in CNG retailing stations sector.  

I would also appreciate if you spare some time so I can make a call to you and take answers of 

my research questions. After the interview I will send emails to you showing the replies, so to 

take you in confidence about the originality and to ensure that your provided information will 

be kept confidential and will not be misused anywhere.  

Your cooperation in this regard will be highly appreciated.  

 

Contact Details: 

 
 
Muhammad Naveed-ur-Rehman (mr222dh@student.lnu.se) 
Ms in Marketing 
School of Business and Economics 
Linnéuniversitetet/Linnaeus University 
Växjö, Sweden 
 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Linnaeus University – a firm focus on quality and competence  

 

On 1 January 2010 Växjö University and the University of Kalmar merged to form Linnaeus University. This 
new university is the product of a will to improve the quality, enhance the appeal and boost the development 
potential of teaching and research, at the same time as it plays a prominent role in working closely together 
with local society.  

Linnaeus University is a modern, international university with the emphasis on the desire for knowledge, 
creative thinking and practical innovations. For us, the focus is on proximity to our students, but also on the 
world around us and the future ahead.  

 

 

Lnu.se 
 

Linnaeus University 
SE-391 82 Kalmar/SE-351 95 Växjö  
Telephone: +46772-28 80 00  
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