
74 

 

Aroian, L. A. (1944/1947). The probability function of the product of two normally 

 distributed variables. Annals of Mathematical Statistics, 18, 265-271. 

Aydin,S., and Ozer, G. (2005). The analysis of antecedents of customer loyalty in the 

 Turkish mobile telecommunication market. European Journal of Marketing, 39(7), 

 910. 

Babakus, E. and Mangold, W.G. (1992). Adapting the SERVQUAL scale to hospital 

 services: an empirical investigation. Health Services Research, 26, 767-86. 

Baron, R. M., & Kenny, D. A. (1986). The moderator-mediator variable distinction in 

 social psychological research: Conceptual, strategic, and statistical considerations. 

 Journal of Personality and Social Psychology, 51, 1173-1182. 

Bass, F. (1974). The theory of stochastic preference and brand switching. Journal of 

 Marketing Research, 11, 1-20. 

Batra, R., Lehmann, D. and Singh,  D.(1993).  The brand personality component of brand 

 goodwill: some antecedents and consequences. Hillsdale, NJ: Lawrence Erlbaum 

 Associates. 

Berry, L. (2000). Cultivating service brand equity. Journal of Academic Marketing 

 Science, 28, 128–37. 

Bloemer, J., Ruyter, K., and Wetzels, M. (1999). Linking perceived service quality and 

 service loyalty: a multi-dimensional perspective. European Journal of Marketing 

 Bradford, 33(11-12),  1082. 

Boulding, W., Kalra, A., Staelin, R. and Zeithaml, V.A. (1993). A dynamic process 

 model of service quality: from expectations to behavioural intentions. Journal of 

 Marketing Research, 30, 7-27. 



75 

 

Brodie R. J., Glynn, M. S. and Little, V. (2006). The service brand and the service 

dominant logic: missing fundamental premise or the need for stronger theory. 

Marketing Theory, 6(3), 363–79. 

Brown, G. H. (1952). Brand loyalty – fact or fiction? Advertising Age, 23, 53-5. 

Brown, G.H.(1953). Brand loyalty – fact or fiction? Advertising Age, 24, 75-6. 

Butz, H. E. and Goodstein, L. D. (1996). Measuring customer value: Gaining the strategic 

advantage. Organizational Dynamics, 24, 63-77. 

Carman, J. M. (1990). Consumer perceptions of service quality: an assessment of 

SERVQUAL dimensions. Journal of Retailing, 66, 33-55. 

Carraher, S. M., Mulvey, P., Scarpello, V. and Ash, R. (2004). Pay satisfaction, cognitive 

complexity, and global solutions: Is a single structure appropriate for everyone? 

Journal of Applied Management and Entrepreneurship, 9 (2), 18-33. 

Chan, M., Lau, L., Lui, T., Ng, S., Tam, E. and Tong, E. (2001). Final report: customer 

 relationship management. Customer Relationship Management Consortium Study, 

 Asian Benchmarking Clearing House, Hong Kong. 

Chaudhuri, A. and Holbrook, M.B. (2001). The Chain of Effects from Brand Trust and 

Brand Affect to Brand Performance: The Role of Brand Loyalty. Journal of 

Marketing, 65, 81-93. 

Cronin, J.J. and Taylor, S.A. (1992). Measuring service quality: a re-examination and 

extension.  Journal of Marketing, 56, 55-68. 

Cunningham, R. M. (1956). Brand loyalty – what, where, how much. Harvard Business 

Review, 39, 116-38.  

Cunningham, R. M.(1961). Customer loyalty to store and brand. Harvard Business 

Review, 39, 127-31. 



76 

 

Daholbkar, P.A., Thorpe, D.I. and Rentz, J.O. (1996). A measure of service quality for 

 retail stores: scale development and validation. Journal of the Academy of 

 Marketing Science, 24, 3-16. 

Day, G.S. (1969). A two dimensional concept of brand loyalty. Journal of Advertising 

 Research, 9, 29-36. 

Day, G.S. (1990). Market Driven Strategy: Processes for Creating Value. New York: 

 Free Press. 

Dodds, W. B., Monroe, K. B. and Grewal, D. J. (1991). Effects of Price, Brand, and Store 

 Information on Buyers’ Product evaluations. Journal of Marketing Research, 28, 

 307-319. 

Day, G.S. (1969). A two dimensional concept of brand loyalty. Journal of Advertising 

 Research, 9, 29-36  

Dawar, N. and Parker, P. (1994). Marketing universals: consumers’ use of brand name, 

 price, physical appearance, and retailer. Journal of Marketing, 58, 81–95. 

de Chernatony L., and Segal-Horn, S. (2003). The criteria for successful services brands. 

 European Journal of Marketing, 37(7-8), 1095–118. 

Dekimpe, M. G., Steenkamp, J. B. E.M., Mellens, M. and Abeele, P.V. (1997). Decline 

and  variability in brand loyalty, International Journal of Research in Marketing , 14, 

 405-20. 

Deighton,J. (1992). The consumption of performance. Journal of Consumer Research, 19, 

 362-72. 

Dick, A. S. and Basu, K. (1994). Customer loyalty toward an integrated conceptual 

 framework, Journal of the Academy of Marketing Science, 22(2), 99-113. 

Diener, E. (1994). Assessing subjective well-being:  Progress and opportunities. Social 

 Indicators Research, 31, 103-157. 



77 

 

Dobni, D. and  Zinkhan, G. M. (1990). In search of brand image: a foundation analysis. 

 Advanced Consumer Research, 17, 110–9. 

Duncan, T.R. and Moriaty, S. (2002). Driving brand value. New York: McGraw Hill. 

Dwyer, F.R., Schurr, P.H and Sejo, O. (1987). Developing buyer-seller relationship. 

 Journal of Marketing, 51, 11-27 

Evans, P. (2010). Malaysia - Telecoms, Mobile and Broadband. Retrieved February 5, 

 2010, from http://www.ccstrategy.asia/managed-services/45-managed-

 services/168-malaysia-telecoms-mobile-and-broadband 

Erdem, T and Swait, J. (1998). Brand equity as a signaling phenomenon. Journal of 

 Consumer Psychology, 7, 131–57. 

Finn, D.W. and Lamb, C.W. (1991). An evaluation of the SERVQUAL scales in a retail 

 setting,  in Holman, R.H. and Solomon, M.R. (Eds), Advances in Consumer 

 Research, 18. 

Fitzsimmons J.A. and Fitzsimmons, M.J. (1994), Service Management for Competitive 

 Advantage, McGraw-Hill, New York, NY. 

Frank, R. E. (1962). Brand choice as a probability process. Journal of Business, 35, 43-56. 

Frost, T., Stimpson, V. and Maughan, M. (1978). Some correlates of trust. Journal of 

 Psychology, 99, 103-8. 

Ganesan, S. (1994). Determinants of long-term orientation in buyer-seller relationships. 

 Journal of Marketing, 58, 1-19. 

Geyskens, I., Steenkamp, J.B., Scheer, L. and Kumar, N.(1996). The effects of trust and 

 interdependence on relationship commitment: an trans-Atlantic study. 

 International Journals of Research Marketing, 13(4), 303-17. 

http://www.ccstrategy.asia/managed-services/45-managed-
http://www.ccstrategy.asia/managed-services/45-managed-


78 

 

Ganesh, J., Arnold, M.J., and Reynolds, K.E. (April 2000). Understanding the customer 

 base of service providers: and examination of the differences between switchers 

 and stayers. Journal of Marketing, 58, 65-87. 

Gale, B. T. (1994). Managing Customer Value. New York: Free Press. 

Gerpott, T.J., Rams, W., and Schindler, A. (2001). Customer retention, loyalty and 

satisfaction in the German mobile cellular telecommunications market. 

Telecommunications Policy, 25, 249-69. 

Goodman, L. A. (1960). On the exact variance of products. Journal of the American 

 Statistical Association, 55, 708-713.Grabowich, G.A., and Guy, J. (2007). Mobile 

 Number Portability Network Correction. White paper of Arbinet. 

Gremler, D.D. and Brown, S.W. (1996). Service loyalty; its nature, importance and 

implications, in Edvardsson, B., Brown, S.W., Johnston, R. and Scheuing, E. 

(Eds), QUIS V: Advancing Service Quality: A Global Perspective, ISQA, New 

York,  NY, 71-81. 

Grönroos, C. (1993). Toward a third phase in service quality research: challenges and 

 future directions, in Swartz, T.A., Bowen, D. and Brown, S.W. (Eds), Advances in 

 Services Marketing Management, 3, 49-64. 

Hamel, G. and Prahalad, C. K. (1994). Computing for the Future. Boston. MA: Harvard 

 Business School Press. 

Hess, J. (1995), Construction and Assessment of a Scale to Measure Consumer Trust, in 

 Stern, B.B. et al., (Eds), American Marketing Association, Chicago, IL, Summer, 

 6, 20-6. 

Hoeffler, S. and Keller, K. (2002). Building brand equity through societal marketing. 

Journal of Public Policy Marketing, 21(1), 78–89. 



79 

 

Hsieh, M. H., Pan, S. L. and Setiono, R. (2004). Product, corporate, and country image 

dimensions and purchase behavior: a multi-country analysis. Journal of the 

Academy of Marketing Science, 42(3), 251–70. 

Jacoby, J. (1969). Towards a multi-brand model of brand loyalty.  Paper 105, Department 

 of Psychology, Purdue University, West Lafayette, IN. 

Jacoby, J. (1971). A model of multi-brand loyalty. Journal of Advertising Research, 11, 

 25-31. 

Jacoby, J. and Chestnut, R.W. (1978). Brand Loyalty Measurement and Management, 

 Wiley, New York, NY. 

Johnson, C.W., and Sirikit, A. (2002). Service quality in the Thai telecommunication 

 industry: a tool for achieving a sustainable competitive advantage, Management 

 Decision, 40(7), 693-701. 

Keller, K. (1993). Conceptualizing, measuring, managing customer-based brand equity. 

 Journal of Marketing, 57(1), 1-22. 

Keller, K (2008). Strategic Brand Management: Building, Measuring, and Managing 

 Brand Equity, Pearson, New Jersey. 

Kostecki, M. M. (1994). Marketing Strategies for Services: Globalisation, Client 

 Orientation, Deregulation. Pergamon Press, Oxford. 

Larzelere, R. and Huston, T. (1980). The dyadic trust scale: toward understanding 

 interpersonal trust in close relationships, Journal of Marriage and the Family, 

 595-604. 

Lassar, W., Banwari, M. and Sharma, A. (1995). Measuring customer-based brand equity. 

 Journal of Consumer Marketing, 12(4), 11-9. 

Lawrence, R. J. (1969). Patterns of buyer behavior: time for a new approach? Journal of 

 Marketing Research, 5, 393-404. 



80 

 

Lehtinen, U. and Lehtinen, J. R. (1982). Service quality – a study of dimensions, 

 unpublished working paper, Service Management Institute, Helsinki, 439-60. 

Lewis, R.C. and Booms, B. H. (1983). The marketing aspects of service quality, in Berry, 

 L. L., Shostack, G. and Upah, G. (Eds), Emerging Perspectives in Service 

 Marketing, American Marketing Association, Chicago, IL, 99-107. 

Low G.S and Lamb, C.W. (2000). The measurement and dimensionality of brand 

 associations. Journal Product and Brand Management, 9(6), 350–68. 

Maffei, R.B. (1960). Brand preference and simple Markov processes. Operations 

 Research, 8, 210-18. 

Mayer, R. C., Davis, J. and Schoorman, D. (1995). Measuring customer-based brand 

 equity, Journal of Consumer Marketing, 12 (4), 11-9. 

MacKinnon, D. P., Warsi, G., & Dwyer, J. H. (1995). A simulation study of mediated 

 effect measures. Multivariate Behavioral Research, 30(1), 41-62. 

McConnell, J. D (1968). The development of brand loyalty: an experimental study. 

 Journal of Marketing Research, 10, 13-19. 

Michell, P., Reast, J. and Lynch, J. (1998). Exploring the foundations of trust. Journal of 

 Marketing Management, 14, 159-72. 

Morgan, R.M. and Hunt, S. (1994). The commitment-trust theory of relationship 

 marketing. Journal of Marketing, 58, 20-38. 

Myron, D. (2004). Telecoms focus on services, not price, to reduce churn. Customer 

 Relationship Management, 8(5), 18. 

Naumann, E. (1995). Creating Customer Value. Cincinnati. OH: Thompson Executive 

 Press. 

O’Cass, A. and Grace, D. (2004). Exploring consumers' experiences with a service brand. 

 Journal of Product and Brand Management, 13(4-5), 257–68. 



81 

 

Oliver, R. (1997). Satisfaction: A Behavioral Perspective on the Customer, McGraw-Hill, 

 New York, NY. 

Palmer, A. (1998). Principles of service marketing, 2nd Edition, McGraw-Hill, New 

 York, NY. 

Pallant, J. F. (2007). SPSS Survival Manual, 3rd Edition, Open University Press, United 

Kingdoms. 

Parasuraman, A., Zeithaml, V.A. and Berry, L.L. (1985). A conceptual model of service 

 quality and its implications for future research. Journal of Marketing, 49, 41-50. 

Parasuraman, A., Zeithaml, V.A. and Berry, L.L. (1988). SERVQUAL: a multiple-item 

 scale for measuring consumer perceptions of service quality. Journal of Retailing, 

 64, 12-40. 

Parasuraman, A., Zeithaml, V.A. and Berry, L.L. (1994). Alternative scales for 

 measuring service quality: a comparative assessment based on psychometric and 

 diagnostic criteria. Journal of Retailing, 70(3), 201-30. 

Rempel, J. K., Holems, J.G and Zanna, M.P. (1985). Trust in close relationships. Journal 

 of Personality and Social Psychology, 49 (1), 95-112. 

Reichfeld, F.W. and Sasser, W.E. (1990). Zero defections: quality comes to services. 

 Harvard Business Review, 68 (5), 105-11. 

Reichheld, F. (1996). The Loyalty Effect: The Hidden Force Behind Growth, Profits, and 

  Lasting Value. Harvard Business School Press. 

Reid, M., Luxton, S. and Mavondo, F. (2005). The relationship between integrated 

 marketing communication, market orientation and brand orientation. Journal of 

 Advertising, 34(4), 11–23. 

Rust, R., Zeithaml, V. and Lemon, K. (2000). Driving customer equity. Boston: Free 

 Press.  



82 

 

Sakaran, U. (2003). Research Methods for Business: A Skill Building Approach, 4th
 

 
Edition, John Wiley & Sons Inc., U.S. 

Selin, S., Howard, D. R., Udd, E. and Cable, T. (1988). An analysis of consumer loyalty 

 to  municipal recreation programs. Leisure Sciences, 10, 210-23. 

Shin, D.-H., and Kim, W.-Y. (2008). Forecasting customer switching intention in mobile 

 service: An exploratory study of predictive factors in mobile number portability. 

 Technological Forecasting & Social Change, 75(6), 854-874. 

Slater, S. F. (1997). Developing a customer value-based theory of the firm. Journal of the 

 Academy of Marketing Science, 25, 162-167. 

Strandvik, T. and Liljander, V. (1994). A comparison of episode performance and 

 relationship performance for a discrete service, in Kleinaltenkamp, M. (Ed.), 

 Dienstleistungsmarketing: Konzeptionen und Anwendungen, Gabler Edition 

 Wissenschaft, Berlin. 

Sirdeshmukh D, Singh J and Sabol B.(2002). Consumer trust, value and loyalty in 

 relational exchanges. Journal of Marketing, 66(1), 15-37. 

Srivastava R., Tasadduq, S., and Fahey, L. (1999) Marketing, business processes and 

 shareholder value: an organization embedded view of marketing activities and the 

 discipline of marketing. Journal of Marketing, 63,168–79. 

Teas, R.K. (1993). Expectations, performance evaluation and consumer’s perceptions of 

 quality. Journal of Marketing, 57, 18-34 

Thakor, M. (1996). Brand origin: conceptualization and review. Journal of Consumer 

 Marketing, 13(3), 27–42. 

The Star (January, 28 2010). FMCG firms and telcos top 10 advertisers in 2009. 

Retrieved February 5, 2010, from  

http://biz.thestar.com.my/news/story.asp?file=/2010/1/28/business/5561053&sec=

business 



83 

 

Tucker, W.T. (1964). The development of brand loyalty. Journal of Marketing Research, 

1,  32-5. 

Vargo S and Lusch, R. (2004). Evolving to a new dominant logic for marketing. Journal 

of  Marketing, 68(1), 1–17. 

Woodruff, R. B. (1997). Customer value: The next source of competitive advantage. 

Journal of the Academy of Marketing Sciences, 25, 139 -153. 

Yeap, C. (2009) Special Focus: Maxis, Astro battling for market share. Retrieved March 

20, 2010, from http://www.theedgemalaysia.com/features/158005-special-focus-

maxis-astro-battling-for-market-share.html. 

Yonggui Wang, Hing-Po Lo, and Yongheng Yang. (2004). An Integrated Framework for 

Service Quality, Customer Value, Satisfaction: Evidence from China’s 

Telecommunication Industry. Information Systems Frontiers: Special Issue: 

Industrial Information Systems Frontiers. 6(4), 325-340.  Retrieved April 4, 2010, 

from ABI/INFORM Global. (Document ID: 727245631). 

Yoo ,B., Donthu, N. and Lee, S. (2000). An examination of selected marketing mix 

elements and brand equity. Journal of Academic Marketing Science, 28(2), 195 - 

211. 

Zeithaml, V.A., Parasuraman, A. and Berry, L.L. (1990), Delivering Quality Service: 

Balancing Customer Perceptions and Expectations, The Free Press, New York, 

NY. 

Zeithaml, V.A., Berry, L.L. and Parasuraman, A. (1996). The behavioral consequences of 

service quality. Journal of Marketing, 60, 31-46. 


