ACKNOWLEDGEMENTS

I would like to express my heartfelt appreciation to my supervisor, Dr. Sharifah
Faridah Syed Alwi, who has provided me with supervision, guidance and advice. This
research project would not have been a success without her constant support, trust and
concern from the initial stage to completion. She has made available her support in a
number of ways that has enabled me to develop a better understanding of this area of

study.

| am indebted to Mr. Julian Paul Papu, Mr. Veerasimir Prashan Chitty, Mr. Lau
Sear Haur, Mr. Yong Jing Ren, Ms Chow Sweet Fun, Mr. Loh Yeat Hui and Ms Alicia
Foo who have provided me with valuable advice, encouragement, support and

suggestions throughout the study.

My appreciation also extends to the support staff of the Graduate School of

Business (UM-GSB) for the assistance given in completing this research project.

My deep gratitude to my family members, who have been very supportive
throughout this study. | offer my regards and blessings to all of those who supported me

in any respect during the completion of this research project.

Nicole Yap Chen Yan



ABSTRACT

Despite the high churn rates, the Malaysian telecommunications industry is growing.
However, the lack of customer focus in this market has yielded one of the worst customer
loyalty levels. The competitiveness of the domestic market has been further intensified
with the implementation of mobile network portability (MNP), which has further
complicated the issue of customer loyalty, as research has shown that better deals and
low switching costs means that satisfied consumers never mind changing service provider.
This shows that satisfaction no longer ensures loyalty (Grabowich & Guy, 2007). The
purpose of this research is to identify the major antecedents that contribute towards
customer loyalty among the established mobile service providers, moreover, to examine
the relationship between these factors and customer loyalty in the context of the

Malaysian telecommunications industry.

A conceptual model integrating the attributes of service quality, customer value,
integration of branding elements and pricing that lead to customer loyalty towards mobile
service providers is proposed in this study. In this paper, attention is drawn to the
adoption of the full scale SERVQUAL model with mediating factors that proved to be

relevant and applicable in the context of the present study.

Data was obtained from 300 mobile users from the Klang Valley, Penang and
Ipoh through a questionnaire survey. Samples were selected using random sampling. The
findings supported the proposed hypotheses and analysis results show that perceived

service quality is necessary but not adequate in contributing to customer loyalty. These



findings will provide marketeers a comprehensive overview of the different factors that

play an important role in influencing customer loyalty towards mobile service providers.
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