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Abstract. This study presents a bibliometric analysis of customer retention research using 
the Scopus database from 1996 to 2023. The analysis, conducted using the Biblioshiny 
package in RStudio, reveals the evolution of customer retention research, identifying key 
themes, influential authors, and collaboration networks. The findings highlight the growing 
importance of customer retention studies and the emergence of new themes, such as 
information technology and customer engagement. Three key areas for further research are 
identified: the impact of CRM on customer satisfaction, the effect of technology on CRM, 
and the strategic use of CRM to enhance marketing effectiveness. However, the study has 
limitations, such as the focus on quantitative metrics and the exclusion of non-indexed 
literature. The practical implications of the findings for researchers and practitioners are 
discussed, emphasizing the need for future research to address the limitations and explore the 
emerging themes in customer retention. This study contributes to the understanding of the 
intellectual structure and future directions of customer retention research. 
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1. Introduction  
Customer retention studies aim to deepen our understanding of how companies can effectively 

retain existing customers by addressing various factors influencing customer loyalty (Gallego & 
Cabrero, 2021). Retaining customers is not only cost-effective but also crucial for sustainable business 
growth, as satisfied and loyal customers often make repeat purchases, recommend the company to 
others, and contribute to enhancing the organization's reputation. Despite the frequent discussion of 
customer retention, there remains a need for comprehensive research to identify current trends and 
explore the relationship between client retention and other factors (Kumar et al., 2017). Furthermore, 
limited attention has been given to understanding the factors affecting customer retention, particularly 
in the context of serial acquirers (Cretu & Brodie, 2007). 

With advancements in technology and changing consumer behaviors, the dynamics of customer 
retention are continuously evolving. Organizations must adapt their strategies to leverage technology 
effectively and meet the evolving needs of their customers (Zeier Röschmann et al., 2022). Furthermore, 
the integration of technology into business processes, particularly using data management systems, has 
transformed traditional hierarchical models into more consumer-centric approaches (Zhang et al., 2023). 

As we delve deeper into the realm of customer retention, it is essential to consider the role of 
technology acceptance among users. While technological innovations offer numerous benefits, user 
perceptions and acceptance play a pivotal role in determining their effectiveness (Diana & Farida, 2023). 
Therefore, understanding customer preferences and addressing technological barriers are critical 
aspects of successful customer retention strategies. 

From those findings, the aim of this study is to fill the existing gap by conducting a comprehensive 
examination of customer retention patterns and the factors influencing them. Through an exploration of 
the relationship between customer retention and various variables, our goal is to offer valuable insights 
that can inform strategies aimed at improving customer loyalty and retention rates. The significance of 
this research lies in its potential to contribute to the current body of knowledge on customer retention, 
illuminating emerging trends and identifying areas warranting further investigation. With the intention 
of addressing this gap, the study surveys scholarly publications spanning the years 1996 to 2023, 
focusing on research related to customer retention.  

Additionally, it delves into the realm of customer retention literature, aiming to address the 
following research questions: 

• RQ1: What aspects contribute to the performance of literature on customer retention from 1996 
to 2023?  

• RQ2: Through mapping and network analysis, what prevailing trends and core concepts emerge 
in the realm of customer retention from 1996 to 2023?  

• RQ3: What overarching insights can be gleaned from prior literature to prepare for future 
endeavors, and what objectives can be defined through the bibliometric analysis of customer 
retention from 1996 to 2023? 

To accomplish this objective and align with contemporary research trends (Donthu et al., 2021a; 
Gálvez-Sánchez et al., 2021), bibliometric mapping was selected as the research methodology. This 
method is highly regarded for its capacity to analyze and synthesize large datasets, and it lends itself 
well to quantitative analysis approaches (Aria et al., 2022; Aria & Cuccurullo, 2017; Donthu et al., 
2021a). Through this approach, researchers can delineate the intellectual landscape of a particular field 
of inquiry and gain insights into the burgeoning phenomenon of collaborative networks (Aksnes et al., 
2019; Campos-Teixeira & Tello-Gamarra, 2022; Donthu et al., 2021a). 

The subsequent sections of this manuscript are structured as follows: Section 2 outlines the 
methodology utilized in this research, encompassing a comprehensive database search protocol and 
bibliometric analysis. Section 3 presents the bibliometric findings, encompassing both performance and 
science mapping analyses. In Section 4, the discussion unfolds, covering research trends and offering 
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insights into future research directions. Future research avenues are delineated in Section 5, while 
Section 6 addresses limitations and provides a conclusion. 

2. Method  
The methods employed in this study utilized extensive bibliometric metrics and research databases, 

employing automated approaches for data collection and analysis. However, it is crucial to acknowledge 
the potential limitations inherent in these methods, such as inaccuracies in bibliographic narratives and 
errors in classifying journals within disciplines. To address these concerns, the authors employed a 
technique of quantitative verification of data acquired from Scopus databases (Osiński, 2018; Ruslan et 
al., 2023), a comprehensive abstract and indexing database developed by Elsevier. 

2.1 Database Search Protocol 
To gain a comprehensive understanding of the knowledge landscape surrounding the potential 

customer retentions, we collected data from Scopus, a widely respected repository of academic 
literature. Scopus is renowned for its extensive coverage of scholarly publications across a range of 
social disciplines, including business, management, finance, and accounting (Donthu et al., 2020).  

Scopus encompasses a vast array of intellectual publications in multiple languages, providing a rich 
source of peer-reviewed literature across various disciplines (Ruslan et al., 2023). The use of the Scopus 
database allowed for a thorough examination of historical trends and evolution in customer retention 
research, aiming to address gaps and provide insights into neglected areas (Tjahjadi et al., 2019).  

To provide a comprehensive overview of scholarly publications in the field of customer retention 
literature, this study investigates research spanning from 1996 to 2023. This time frame was selected to 
capture the evolution of scholarly discourse and trends in customer retention over nearly three decades. 
However, it is important to acknowledge that this time frame may have certain limitations, such as 
potential shifts in research focus, advancements in technology, and changes in consumer behavior over 
time. These factors could influence the interpretation of findings and should be taken into consideration 
when analyzing the results of the bibliometric analysis. 

In this phase, the selection criteria for articles involved anonymizing the articles by removing 
journal titles and authors' names, as recommended by Lundberg et al., (2006). This measure was taken 
to mitigate subjective biases during the manual refinement phase. The selection criteria included: (1) 
Relevance to customer retention and technology application, and (2) Studies addressing the influence 
of customer retention in areas such as business, economics, management, among others. Conversely, 
exclusion criteria encompassed: (1) Studies lacking substantial insights into customer retention. 

The inclusion criteria for the selected documents were restricted to scholarly articles published in 
English, as accessibility to non-English articles may have posed challenges for data collection and 
analysis. Additionally, only articles that were available for download were considered, ensuring that the 
full text could be thoroughly examined for inclusion in the study. This approach was adopted to enhance 
the reproducibility of the study by providing clear criteria for document selection and ensuring that the 
analysis could be replicated by other researchers. 

2.2 Bibliometrics Analysis 
The bibliometric analysis of the literature was conducted using the biblioshiny tool in the R-

program, resulting in the creation of a matrix that categorized each piece of writing (Campra et al., 
2021). To visualize the connections and interactions between various research streams, the data was 
then processed using the VOSViewer tool, generating visual representations such as a topic dendrogram 
and a conceptual map (van Eck & Waltman, 2010). Through these data analytic techniques, the 
researchers identified gaps in the literature and provided valuable insights into the state of research in 
the field. Two subcategories of bibliometric analysis methodologies are performance analysis and 
science mapping (Aria et al., 2022; Aria & Cuccurullo, 2017; Donthu et al., 2021a; Sigala et al., 2021). 



Komalasari et al., Journal of Logistics, Informatics and Service Science, Vol. 11 (2024) No. 8, pp. 193-213 

196 
 

While science mapping examines the connections between these components, performance analysis 
focuses on evaluating research components. 

3. Result  

3.1 Performance Analysis 
 

The concisely provided comprehensive bibliometric metadata statistics offered by Biblioshiny from 
R Studio. The number of writers and papers increased from one in 1996 to 124 in 2023, showing a 
development in the incorporated content over time. The platform includes information from 164 
documents and 380 authors. Remarkably, 3.45% is the greatest annual publishing rate that has been 
identified, and 28.35 is the highest annual citation average, with citations being tracked for each item. 
Recent years have seen a notable increase in numerous industries in the value of efficient client retention 
management. Consequently, the rising number of academic articles that have undergone peer review 
highlights the crucial role that international research initiatives play in resolving difficult societal 
problems. Concise bibliometric metadata statistics are provided in summarised data via R Studio, 
through Biblioshiny. The number of writers and documents included in the information has expanded 
from 1 in 2009 to 37 in 2022, totalling 377 authors and 135 documents, with the greatest yearly 
publishing average of 12.18% and the highest annual citation average of 23.35 per document. Disaster 
risk management has grown significantly in importance for governments in recent years. As a result, 
the rise in papers peer-reviewed by researchers points to international research important to stakeholders, 
including people, organizations, and communities, to address difficult societal problems. 

 
Table 1. Top 10 most active Journal on Customer Retention. Source: local impact Output R 

Studio (Biblioshiny) 
 

Journal h 
index 

g 
index 

m_i
ndex 

T
C 

N
P 

PY_
start 

MIS QUARTERLY: 
MANAGEMENT 

INFORMATION SYSTEMS 
4 4 0,30

8 
9

41 4 201
1 

ASIA PACIFIC JOURNAL OF 
MARKETING AND 

LOGISTICS 
3 3 0,15 3

9 3 200
4 

BUSINESS PROCESS 
MANAGEMENT JOURNAL 3 3 0,14

3 
6

86 3 200
3 

INTERNATIONAL JOURNAL OF 
BANK MARKETING 3 3 0,12

5 
1

63 3 200
0 

JOURNAL OF RETAILING AND 
CONSUMER SERVICES 3 4 0,18

8 
1

38 4 200
8 

MANUFACTURING AND 
SERVICE OPERATIONS 

MANAGEMENT 
3 4 0,17

6 
1

33 4 200
7 

FINANCIAL INNOVATION 2 2 0,25 9
1 2 201

6 
INDUSTRIAL MARKETING 

MANAGEMENT 2 2 0,15
4 

2
69 2 201

1 
INFORMATION AND 
MANAGEMENT 2 2 0,10

5 
1

39 2 200
5 
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INTERNATIONAL JOURNAL OF 
BUSINESS 
INNOVATION 

2 2 0,13
3 

2
3 2 200

9 

  
Total citation (TC), Number of publication (NP), Publication Year (PY). 

3.1.1 Authors  
Table 2 provide the productivity for all fractionalized articles related to customer retention studies, 

including those by Baber H (2.00) (Baber, 2020), Misra H (2.00) (Misra, 2013), Kaur G (2.50) (G. Kaur 
& Gupta, 2012), (Alhawari, 2012) (1.33), and Fonguswan W (1.00) (Fongsuwan & Pongcharnchavalit, 
2014). Individuals in prestigious academic positions include the co- authors who have demonstrated the 
highest level of production, as measured by quantifying the number of generated publications and 
studying the chronological distribution of their works. 

 
Table 2. Authors Analysis. Source: R Studio 2023 Output 

 

Authors Articles 
Articles 

Fractionalized 
Agarwal R 2 0,83 
Alhawari S 2 1,33 

Ali SS 2 0,67 
Baber H 2 2,00 

Fongsuwan W 2 1,00 
Grima S 2 0,58 
Guo Y 2 0,67 

Gupta S 2 0,83 
Kaur G 2 1,50 
Misra H 2 2,00 

 

3.1.2  Author’s Production Over Time 
The examination of the highly referenced works on a global scale from 1996-2020 related to 

customer retention studies, as indicated in Figure 2, exposes the identities of the top ten authors and 
their respective publication years. 
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Fig.1: Shows A Graphic Representation of The Writers' Productivity Over Time. Source: R 
Studio 2023 Output 

 
Figure 1 show the list author’s production over time, Beckett, A. (2000) (Associate Researcher at 

University of the West of England), Scherer, A. (2015) (Associate Researcher of Brown University), 
Lee, C.K.M. (2012) (Associate professor in the Department of Industrial and Systems Engineering, The 
Hong Kong Polytechnic University), Yen, H.J.R. (2003) (National Tsing Hua University), Rust, R.T. 
(2006) (Professor of Marketing Strategy at University of Maryland), Ryals, L. (2001) (Chief Executive 
of Milton Keynes University), Barrett, M. (2015) (Professor of Psychology at University of Surrey), 
Trainor, K.J. (2011) (Dean of School of Business at Carroll University), and Chen, I.J. (2003) (Professor 
of Supply Chain Management at Cleveland State University). The information also contains the number 
of citations that each piece of writing has gotten after it was published. This analysis throws light on 
the notable writers and their works that have received substantial attention and recognition in academic 
and research circles worldwide. 

 

 
Fig.2: Most Globally Cited Documents. Sources: R Studio Output 

 

3.1.3  The Most Productive Countries and Affiliation on Research Distribution 
The collaboration network focused on countries throughout Biblioshiny was used as a beneficial 

tool to examine and characterize the recent developments of research cooperation and collaboration 
among countries within the academic world (Abbas et al., 2022). Researchers and information 
professionals were able to discover countries with strong research connectedness and active 
international partnerships by using this network analysis to acquire insights into the intensity and 
frequency of interactions between various countries (Donthu et al., 2021b). Furthermore, the 
collaboration network offered a thorough picture of the links and contributions made by many nations 
in the field of research, facilitating the use of evidence in decision-making and encouraging greater 
international cooperation in the quest of academic achievement.  



Komalasari et al., Journal of Logistics, Informatics and Service Science, Vol. 11 (2024) No. 8, pp. 193-213 

199 
 

 
Fig.3: Distribution of Most Productive Affiliation. Source: R Studio 2023 Ouput 

Figure 3 provides the most productive affiliation based on figure 4, shows that 3 the main 
institutions that study customer retention tends to be found in East-Southeast Asia and a few locations 
in Western Europe. Notably, among the institutions that have produced studies explicitly focused on 
client retention are Chitkara University, University of Latvia, and University Sains Malaysia. 

 
 

 
 

Fig.4: Distribution of Most Productive Countries. Source: R Studio 2023 Ouput 
 

Figure 4 show the most productive countries regarding the customer retention studies publication 
are United states, China, and India. 

3.1.4  Influential Articles on Customer Retention Studies 
The works that have had a substantial impact on the area's understanding and have received a lot of 

citations from academics and industry professionals are the main subject of this section of the customer 
retention literature field study. By way of total citations, the chosen papers have had the biggest impact. 
Table x contains the list together with information on the names of the authors, the year of publication, 
and the number of citations each year. The list below provides related information of citation received 
per year. 
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Table 3. Most Globaly Cited Documents. Source: RStudio Output 
 

Document 
By DOI Total 

Citations 
TC per 

Year 
Normalized 

TC 
Chen IJ, 
2003 10.1108/14637150310496758 663 31,57 3,08 

Barrett M, 
2015 10.25300/MISQ/2015/39:1.03 641 71,22 6,19 

Rust RT, 
2006 10.1287/mksc.1050.0139 295 16,39 3,69 

Ryals L, 
2001 10.1080/713775725 216 9,39 1,00 

Yen HJR, 
2003 10.1108/09564230310500183 189 9,00 0,88 

Zhang T, 
2011 10.2307/41409964 157 12,08 3,29 

Trainor KJ, 
2011 10.1016/j.indmarman.2010.05.001 142 10,92 2,98 

Beckett A, 
2000 10.1108/02652320010315325 140 5,83 1,00 

Scherer A, 
2015 10.25300/MISQ/2015/39.1.08 131 14,56 1,27 

Lee CKM, 
2012 10.1016/j.indmarman.2012.04.006 127 10,58 3,71 

 
The data shows the global and local citated documents for various authors and their publications. 

In the global citated document section, the author Chen, I.J. in 2003 with 663 global. Barrett, M. has a 
publication from 2015 with 641 global citations, and Rust, R.T. in 2006 has a publication from 2006 
with 295 global citations. Researchers such as Chen, I.J., Barrett, M., and Rust, R.T., may have a 
substantial number of publications in research and development fields for various reasons. They are 
compelled to explore new horizons by emerging trends and issues like societal change and technology 
development (Schulte et al., 2020). Additionally, the economic and social ramifications of a topic spur 
researchers to focus on problems that are essential for community well-being (Kumari et al., 2022). 
Relevant global issues, governmental and regulatory changes, and other factors also encourage research 
into relevant topics and the production of relevant data for decision-making. A concentrated approach 
is further encouraged by chances for multidisciplinary collaboration and collaboration with other 
scholars to increase the impact of studies (Rowley et al., 2022). The data provides insight into the impact 
and reach of these publications and authors in their respective fields. 

3.1.5 Analysis of Documents 
The application of the Biblioshiny program for analyzing documents within the RStudio platform 

serves as a powerful and essential tool to help academics and researchers gain a thorough understanding 
of the vast corpus of academic literature. Using this functionality, users were able to do in-depth 
bibliometric analyses, spot important trends in the subject, and find relevant publications and authors.  
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Fig. 5: Corresponding Author’s Countries. Source: R Studio 2023 Output 

 
Based figure 5, the top 10 countries with the highest number of customer retention studies published 

are United States (16 articles, 11 single country publication, 5 multiple country publication), India (11 
articles, 10 single country publication, 1 multiple country publication), United Kingdom (7 articles, 4 
single country publication, 3 multiple country publication), China (6 articles, 4 single country 
publication, 2 multiple country publication), Korea (4 articles, 4 single country publication, 0 multiple 
country publication), Malaysia (4 articles, 3 single country publication, 1 multiple country publication), 
Indonesia (3 articles, 2 single country publication, 1 multiple country publication), New Zealand (3 
articles, 1 single country publication, 2 multiple country publication), and Australia (2 articles, 2 single 
country publication, 0 multiple country publication). 

 

3.2  Mapping Analysis 

3.2.1  Network approach Analysis, Co-authorship, and Co-citation network based on 
Countries. 

Implementing a network approach analysis was part of the inquiry into customer retention studies. 
The goal of this study was to thoroughly analyze and depict the complex connections and linkages 
between a wide range of bibliographic elements, including authors, works, and keywords, within a 
particular academic or scientific field. A powerful and effective tool for achieving this goal was the use 
of network analysis. Researchers and information professionals could identify noteworthy writers or 
research articles, and spot novel patterns, to fully understand the interchange of thoughts and 
partnerships among scholars by utilizing Biblioshiny's network approach analysis, which used network 
analytic techniques. Additionally, it provided insights into how knowledge is shared, assisting 
researchers in adopting efficient literature search strategies, observing potential study discrepancies, 
and developing a clear understanding of the intellectual environment in a particular area. As a result, 
bibliometric studies became much more fruitful and efficient thanks to the network analysis capabilities 
made available by biblioshiny, allowing researchers to make insightful deductions from vast volumes 
of bibliographic data. 
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Fig. 6: Network Approach. Source: R Studio 2023 Output 
 

Based on figure 6, all keywords interacting with related to technology, consumer behavior, and 
information systems. The network includes keywords from various fields such as industry, customer 
satisfaction, information technology, decision trees, and competition. The central node appears to be 
customer retention. Other relevant terms surrounding customer retention include information 
management, public relations, commerce, supply chains, quality control, information systems 
management, online systems, electronic commerce, consumer behavior, service provider, internet, 
hypothesis testing, and information and communication technology. 

3.2.2 Bibliograhic Coupling Analysis 
To examine bibliographic coupling data, which serves as a valuable instrument for exploring and 

understanding the connections among academic publications through shared citations. In general, the 
utilization of Biblioshiny for coupling analysis has enriched the research process by providing a 
comprehensive insight into the scholarly landscape, fostering collaboration among academics, and 
advancing knowledge development. 
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Fig. 7: Visualization of Coupling Documents. Source: R Studio 2023 Output 
 

 

 
 

Fig. 8: Visualization of Coupling Research Documents. Source: R Studio 2023 Output 
 

Based on figure 7 and 8, a network diagram where nodes represent keywords or themes extracted 
from scholarly publications. The size of each node signifies its relative prominence within the research 
landscape. In the context of customer retention, the central node would likely be "customer retention" 
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itself, reflecting its foundational importance. Extending outwards from this central node, a web of 
interconnected terms emerges, each representing a facet of customer retention research. 

This network visualization can reveal fascinating connections between customer retention and 
various business practices. Terms like customer satisfaction, service quality, and switching costs might 
point towards research exploring how businesses can build positive customer experiences to reduce 
churn. Additionally, the presence of loyalty programs and trust nodes could suggest studies on the 
effectiveness of loyalty initiatives in fostering long-term customer relationships. The network wouldn't 
be complete without acknowledging the digital revolution's profound impact on customer behavior and 
retention strategies. The inclusion of terms like mobile technology, social media, and e-commerce 
underscores the growing focus on understanding customer behavior in the digital age. Furthermore, the 
presence of "online marketing" and "customer experience" as nodes highlights the importance of 
studying how businesses can leverage online channels to create engaging customer experiences. 

By analyzing the density and strength of connections between these nodes, researchers can identify 
thematic clusters within the network. These clusters might represent established research areas like 
customer relationship management (CRM) or customer segmentation strategies. Conversely, less 
densely connected areas might indicate emerging research themes, prompting further investigation into 
areas like the impact of artificial intelligence (AI) on customer retention or the role of personalization 
in online customer experiences. 

Through this network analysis approach, valuable insights can be gleaned regarding current trends 
and potential avenues for future research. Understanding the intricate connections between customer 
retention, business practices, technologies, and customer behaviors allows researchers to develop more 
holistic retention strategies. Ultimately, this knowledge empowers businesses to navigate the ever-
evolving marketplace and foster enduring customer relationships. This extended analysis incorporates 
the concept of theme density and potential emerging research areas, offering a more in-depth 
exploration of the potential insights revealed by the network.  

4. Research Trends 
The process of trend analysis in Biblioshiny is looking at and displaying patterns, developments, 

and shifts in scholarly literature or bibliographic data. Researchers can use trend analysis to examine 
how particular research subjects, keywords, authors, or affiliations have changed over time by utilizing 
the robust features of Biblioshiny. 

 
Fig. 9: Tree Map Analysis. Source: R Studio 2023 Output 
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Fig. 10: Trend Topic Analysis. Source: R Studio 2023 Output 

 
Thematic analysis in Biblioshiny often includes the use of data visualization tools, such as line 

charts, bar graphs, heatmaps, and network diagrams, to present the temporal and thematic variations 
within the literature. We can see at figure 12(a) that the customer retention (10% of the main topic) was 
found as a main trend of the variety. Next, sales, followed by customer satisfaction and information 
technology, were discussed as research topics with the current prevailing trends. Comparing the 
distributions and proportions of data pieces inside a hierarchical structure is the fundamental goal of 
tree-map analysis (Ramanan S. et al., 2020). This feature is instrumental in supporting evidence-based 
decision-making, identifying research gaps, and fostering collaboration among researchers with similar 
interests (Xiao et al., 2022). Overall, trend analysis in Biblioshiny plays a crucial role in enhancing the 
efficiency and effectiveness of literature review processes and promoting knowledge discovery within 
academia. As per listed above, the data shows trend of various new themes, such as customer acquisition, 
information technology, electronic commerce, and information management. 

 
 

Fig. 11: Thematic Analysis of Customer Retention Research. Source: R Studio 2023 Output 
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The result suggests on average there are 28.35 citation per documents with global average annual 

citation growth rate at 3.45%. Furthermore, the elaboration of studies on customer retention and the 
dynamic growth and variations in research themes and topics within academic literature throughout 
time were explored using thematic evolution. Researchers were able to discover developing trends, 
learn how various study areas changed over time, and get insightful knowledge by utilizing this potent 
tool. To find seminal works and critical turning points in the development of a discipline, scholars used 
thematic evolution analysis to follow the history of major concepts and the links between distinct 
research themes. 

 

Fig. 12: Thematic Evolution. Source: R Studio 2023 Output 
This attribute benefited in evaluating options for additional research and encouraged the process of 

revealing new discoveries by offering a full assessment of the intellectual terrain within a certain area 
(Arruda et al., 2022). In the end, thematic evolution analysis improved researchers' knowledge of the 
historical background and current research in their subjects, promoting a deeper appreciation of the 
contributions and changes within academic disciplines (Dervis, 2019). 

5. Future Research Directions 
The growing patterns and topics in academic and corporate research aimed at comprehending and 

enhancing customer retention tactics are referred to as research trends in customer retention studies. 
Customer retention studies seek to study and pinpoint the variables that affect patronage and the 
development of enduring connections with brands or service providers. These trends include shifting 
research priorities, implementing fresh techniques, investigating cutting-edge technology, and 
examining numerous markets and sectors. We also found niche and emerging sub-topic in customer 
retention studies that could be considered as a potential research topic in a future.  

Future research topics in industrial economics have a wealth of potential to influence how we 
understand market dynamics and economic dynamics. Among these topics, examining how Industry 
4.0 technologies affect industrial markets and company behaviour could bring insight into technological 
disruptions (R. Kaur et al., 2022). Examining how technological platforms and ecosystems impact 
market structures and competitiveness is made possible by the growth of these platforms and 
ecosystems across several industries (Hakim et al., 2021). The complexity of global trade and its effects 
on economies can also be revealed through researching worldwide chains of value and trade. Effective 
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policy-making can be aided by researching industrial policies and how they support innovation and 
competitiveness (Bilgin et al., 2017). 

A potent method to extract meaningful insights from textual data is thematic analysis in RStudio’s 
Biblioshiny's interactive features. Researchers may recognize and extract themes from their qualitative 
data using data preparation and thematic analysis tools, giving them a thorough grasp of participants' 
viewpoints and experiences. By enabling the development of dynamic and user-friendly interfaces to 
explore and visualize the theme analysis results, the Shiny web application framework improves this 
process. 

5.1  Customer Retention Research 
Over the period from 1996 to 2023, customer experience and personalization have received more 

attention recently, with various strategies being tailored to manage the retention of specific customers. 
We found the banking sector received the majority of research on customer retention, followed by 
studies focusing on challenges within the retail sector (Kaabachi et al., 2020). The commitment-trust 
theory paradigm was used in the context of theoretical framework to propose a research model for 
customer retention within the context of relationship marketing (Alkitbi et al., 2021). Studies have 
looked into how to use data analytics and various technology application to deliver personalized goods, 
services, and communication tactics to increase consumer happiness and loyalty (Orenga-Roglá & 
Chalmeta, 2016). The effectiveness of loyalty schemes, gamification, and emotional engagement in 
keeping customers has also attracted a lot of attention. To maximize efforts to keep customers, attention 
has been paid to the adoption and integration of cutting-edge CRM technology like predictive analytics. 
Furthermore, research on omnichannel methods to engage customers across many touchpoints has been 
stimulated by the growth of digital channels (Mukherjee et al., 2023). Researchers will also evaluate 
different consumer loyalty programs and variables affecting loyalty and repeat business. Analysis of 
customer lifetime value will help forecast retention, direct resource allocation, and direct marketing 
initiatives (Khalil et al., 2018). The impact of social media on the retention and engagement of 
consumers shall be explored, as well as cross-cultural implications on consumer behaviour in an 
increasingly globalized world (Alshurideh et al., 2023).  

The Technology Acceptance Model (TAM) was used to illustrate how technology is fundamentally 
adopted to provide advantages to organizations (Marangunić & Granić, 2015). Each business requires 
a unique marketing approach to satisfy market and customer demands while incorporating a variety of 
products and services (R. Kaur et al., 2022). Future studies on customer retention will likely focus on 
consumer behaviour, service providers, and field tests, as well as several interesting and potential areas. 
Researchers should investigate how individualized services and a positive customer experience affect 
retention, utilizing data analytics and technology to enhance interactions with customer and vice versa 
(Bisht et al., 2022).  

Major growth in the field of customer retention research is projected, which may be attributed to 
the rising number of publications that examine an extensive spectrum of topics relevant to this important 
discipline of academic study. Given the recognition of the research findings, there may have been a 
surge in references and citations in the discipline of customer retention. Published research papers are 
likely to receive more citations and recommendations from other scholars and practitioners as the field 
develops. Increased citation counts frequently serve as indicators of a study's importance and impact 
both within the academic community and in broader contexts as well (Perez-Vega et al., 2022). 
Mechanisms must be implemented to effectively evaluate performance outcomes in terms of cost 
savings as well as different types of value creation (such as consumers, employees, and shareholders). 
Adopting a strategic approach to CR requires acknowledging that one of the fundamental objectives of 
customer relationship (CR) is to increase shareholder value. Adopting a strategic approach to CR 
requires acknowledging that one of the fundamental objectives of customer relationship is to increase 
shareholder value (Payne & Frow, 2005). 
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5.2  Customer Retention-Studies on International Research Collaboration  
The spectrum of relational outcomes that are employed in Customer Relationship (CR) research 

efforts should be expanded to explore how the application of CRM research affects the quality of 
relationships and important relational traits such as loyalty and confidence. Additionally, it would be 
worthwhile to investigate if these factors serve as mediators in the relationship between CRM 
deployment and company success, building on seminal contributions to the relationship marketing field. 
There is evidence from several prior research that links the use of CRM to improved business success 
(Coltman, 2007). Despite an indication of a causal connection, some of the research discussed in this 
study has attempted to position relational constructs as precursors to the adoption of social CRM. 
(Chatterjee et al., 2021). Similar to this, it would be beneficial to comprehend how the deployment of 
SCRM affects relational outcomes like word-of-mouth, referrals, continuity expectations, customer 
loyalty, and lifetime value (de Matos & Rossi, 2008). Additionally, concepts for customer retention 
including technology readiness (Marolt et al., 2020). 

In scientific research, co-authorship implies the practice of numerous people working together and 
making contributions to a research endeavour, paper, or study. Multiple authors are frequently seen in 
research papers and publications, particularly in intricate and extensive studies. Co-authorship 
encourages collaboration between academics with various specialties, viewpoints, and backgrounds, 
resulting in more thorough and well-rounded research. We used the Biblioshiny's largest connected 
component to determine the average shortest path length and the clustering coefficient. Based on 
analysis, we discovered and classified Co-authorship relation into 8 large clusters that connect to several 
academics with strong research aptitudes who are continuously conducting joint studies on the topic of 
customer retention.  

We find that consumption behaviour were the most notable topic for cluster 1 (Applied Technology 
on CRM effort) researchers (Such as Chen, I.J. and Day, G.). I.J. Chen's research publications have 
received several citations from other experts in the field, highlighting their work's significance and 
relevance in influencing the scholarly discourse on consumption of behaviour such as one of the studies 
regarding the CRM and its implementation on process and technology (Chen & Popovich, 2003) 
regarded as one of the most citated paper that we could found in Scopus database. We could found 
(Fornell & Larcker) in Cluster 2 focusing their studies analysing observable and unobservable variables 
in structural equation models for marketing research. Verhoef, P.C., as one of the prominent researchers 
at cluster 3 (Focusing on consumer behaviour studies) highlighting the digital transformation on 
resultant business model to fundamentally altered consumers expectations and behaviour. Regarding 
the cluster 4 were mainly focusing on applied  technology and adoption for marketing and various 
services for customer such as Curran & Meuter. (2005), were researcher technology application for SST 
(Self-Service Technology) in Banking Industries.  

On the other hand in Cluster 5 mainly consist of Supply Chain Management Studies in Customer 
Retention such as Vargo, S.L. (2016). Cluster 6 mainly focusing on Customer Participation and Equity 
as an value exchange of enterprises (Blattberg & Deighton, 1996). Cluster 7 and 8 mainly focusing on 
Customer Loyalty and Satisfaction research such as Jörg Henseler (2012). Our founding confirm the 
result of Kalhor et al. (2022), using the gathered dataset, we computed MACN (Manually Added Co-
authorship Network) for the highly connected part of the Google Scholar co-authorship network that 
was built from the author list of the papers. We then investigated this network by conducting various 
analyses, computing, and interpreting various metrics. Each research community's average number of 
authors, citation count, and h-index were represented by MACN. Based on their result, they discovered 
that well-known authors from strong communities are strongly correlated and frequently cooperate and 
publish papers together. 

Scholars all around the world have the chance to work together on projects that are centred on 
consumer connection research using technology and the built-in relational features of networking 
platforms. An improved Customer Relationship Management (CRM) approach for businesses alongside 
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associated stakeholder collectives is the primary objective of this collaborative effort (Ahani et al., 2017; 
Dewnarain et al., 2019). Integrating emergent social media applications with processes, systems, and 
technologies to encourage customer collaboration and strengthen customer retention research effort. 

6. Conclusions and Limitations 
This bibliometric analysis of customer retention research from 1996 to 2023 provides valuable 

insights into the evolution and future directions of the field. The findings highlight the growing 
importance of customer retention studies and the emergence of new themes, such as information 
technology and customer engagement. Three key areas for further research are identified: the impact of 
CRM on customer satisfaction, the effect of technology on CRM, and the strategic use of CRM to 
enhance marketing effectiveness. However, the study has limitations, such as the focus on quantitative 
metrics and the exclusion of non-indexed literature. Future research should address these limitations 
and explore the emerging themes in customer retention, considering the broader implications for related 
fields such as relationship marketing and customer experience management. The practical implications 
of the findings for researchers and practitioners are discussed, emphasizing the need for a more 
comprehensive understanding of customer retention in the context of the evolving business landscape. 
This study contributes to the development of a research agenda for customer retention and provides a 
foundation for future studies in this area. 
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