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3- Analytical network process (ANP)
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1- Decision Making Trial and Evaluation Laboratory (DEMATEL)
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Table 3. Interial weights between the main factors extracted from relations matrix.
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(the perceived image of the company)
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Table 4. Relations between the sub-factors.
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Table 5. Final weights of the effective main factors on customer satisfaction
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(factor) (final weight)
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(customer satisfaction)
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Table 6. Sub-factors weight of customer satisfaction.
ol ) sl s
(sub-factor) (final weight)
e 0.9696
(product price)
oY
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(product diversity)
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(Product quality)
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Table 7. Sub-factors weight of the perceived image of the company.
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(sub-factor) (final weight)
ol b bl 5 sl 0.0869
(Credibility and reputation of the brand)
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(company’s reputation)

(advertising and promoting)
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Table 8. Sub-factors weight of the perceived quality of interactive elements service.
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Table 9. Combination incompatibility rate of the paired comparisons.
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Table 10. Weight of internal relations between the sub-factors.
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Table 11. The impressible and effective factors.
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Table 12. Final weight of the effective factors and sub-factors on customer loyalty in the wooden
furniture industry.
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Abstract

Background and objectives: In the today's competitive world, one of the most
important marketing strategies for manufacturing companies is customer-oriented
approach, in a way that creates value for them, leading to the formation of loyal
customers. Customer loyalty is a multi-criteria decision problem that influences
different factors.

Materials and Methods: In this paper, the basic and effectiveness factors of
customer loyalty were identified using relevant literature and the specialist's
opinions and then by a multi-criteria decision approach combining ANP and fuzzy
DEMATEL an integrated process were presented for ranking the factors affecting
customer loyalty in the industry of wooden furniture. In this research, we have used
the two questionnaires related to the mentioned methods. The ANP and
DEMATEL questionnaire consist five and four paired comparison tables
respectively that show the impact of the major factors affecting customer loyalty on
one another.

Results: The results indicate that among the main factors, customer satisfaction
(0.025), perceived quality of interactive elements service (0.020) and the perceived
image of the company (0.016) respectively are more important. In the following
factors of customer satisfaction, the most important from the perspective of
individual product is the mentioned product price (0.025). The second and third are
the products diversity index (0.006) and quality of the product (0.003) respectively.
The company's reputation (0.038), credibility and reputation of the brand (0.027),
and advertising and promoting (0.019) measures are the most important sub-factors
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of the perceived image of the company respectively. The most important factors of
perceived quality of interactive elements service in terms of respondents were
product availability (0.027) and replacement inferior product (0.018). Track
customer complaints (0.010), the mentioned sellers desired behavior (0.005) are in
the following importance categories.

Conclusions: The obtained results can help to companies producing these products
in order to increase customer loyalty, more important factors contributing to the
further consideration, such as consumer satisfaction. This means that these have to
improve  the quality of the relationship  with the  consumer
and adopt appropriate strategies. Therefore, it is suggested to organizations and
companies in the supply chain of the industry for keeping maintain in the
competition environment pay attention to the results of this research. Also,
researchers can investigate the effective factors on the customer loyalty in other
parts of the supply chain, including distributors, dealers, end users in the future
studies.

Keywords: Ranking, Customer loyalty, ANP, Fuzzy DEMATEL, Wooden furniture

k3



