TABLE OF CONTENTS

Abstract [

Abstrak i

Original Literary Work Declaration i
Acknowledgement 1\

Table of Contents %

List of Figures vi

List of Tables vii

List of Appendices viii

List of Abbreviations IX
CHAPTER 1 .ttt ettt b ettt e sn e e be e s neeeneen 1
INTRODUGCTION .ttt e bbb e e sae e e beennnas 1
1.1 Background of the StUAY.........cccooviiiiiie i 1
1.2 Overview Of ISIamicC DANKING .......ccoiiiiiiiiiiee e 4
1.3 Islamic banking in Malaysia .........c.cceiieiieiiicceece e 5
1.4 ReSEArch ProbIM..... ..o 6
1.5 RESEAICN QUESTIONS .....uviieitie ettt et e e e e e sae e e e ebae e e beeeennns 11
1.6 RESEAICN ODJECLIVES ......eiiuieiieiieieie ettt bbb 12
1.7 Significance of the StUAY ........coeeiiiii e 13
1.8 Organization Of the TNESIS .......cceiiiiiiiie e 14
CHAPTER 2 ..ttt ettt ettt st e b e re e ne e 16
LITERATURE REVIEW. ... .o 16



2.1 INEEOTUCTION ...ttt e e e e e e e e e et e e e e e e ee e eeeeaeeeeaans 16

2.2 Definition of Relationship Marketing ...........ccocviiiiiiiiinceeee s 16
2.3 Relationship Marketing EVOIULION ..........cooiiiiiiiiicceee e 19
2.4 The role of relationship marketing within financial Services............ccccocevveninnnnnns 23
2.5 BENEFITS OF RELATIONSHIP MARKETING .....ocoiiiiiiiiiieiee e 24
2.6 THEORETICAL UNDERPINNINGS........cocot ittt 26
2.6.1 Commitment-Trust Theory of Relationship Marketing and the Key Mediating
Variable (KMV) Model of Relationship Marketing ..........c.ccooevovininiinncninesee 26
2.6.2 The Expectation Disconfirmation Theory........c.ccceevevevievi s 29
2.6.3 MEaNS-ENA TNEOIY ....cuiiiiiiiieieee e s 30
2.7 CORPORATE IMAGE ...ttt 31
2.7.1 Definition of Corporate IMage ..........cooerireiieieiesese s 31
2.7.2 DIMENSIONS OF CORPORATE IMAGE ......coooiiiiiiiiieeseeie e 34
2.7.3 CORPORATE IMAGE AND BEHAVIORAL INTENTIONS .....c.ccoovviiviinnne 36
2.7.4 Corporate Image and Relationship Quality...........ccccooveviieiiiiiiecce e 42
2.8 ServiCe QUANTTY ....cueiiiieiei e 43
2.8.1 Dimensions of Service QUality .........cccooeiiiiiiic i 46
2.8.2 Service Quality within Islamic banking CONtEXT..........ccoviiriiiiiiirerc s 49
2.8.3 Service Quality in Relationship Marketing..........cccccevviveiievi e 51
2.9 Customer PerceiVed ValUB...........couviieiiiiiie e 53
2.9.1 Concept and Dimensions of Customer Perceived Value ............cccccoevveiirenen. 54
2.9.2 Customer Perceived Value in Relationship Marketing..........cccccocevenenincnnne. 60
2.10 Relationship QUANILY .........coviiiiiiii e 61
2.10.1 Dimensions of Relationship Quality .............cccceviiiiiiiiic i, 64
(@0 010 (=10 | PSSR 68
SWILCING INTENTIONS ... 72
2.11 Alternative Attractiveness as a Moderator Variable ............cccccoovvieiiicc e, 75
2.12 Conceptual FrameWOrK ...........coviiii i 77
CHAPTER THREE ..ottt sneaneaneas 78
RESEARCH METHODOLOGY .....coiiiiiiiieiiesiesiceeeie ettt 78
S L INTrOAUCTION ...ttt bbbttt b et sbenbeeneas 78



3.2 THE PROPOSED THEORETICAL MODEL.......cccoiiiiiiiiiiiciiie e 78

3.3 HYPOTHESES DEVELOPMENT ......cocitiiiiiieieie et aneas 79
3.3.1 Corporate Image, Service Quality, Customer Perceived Value and Relationship
QUATTTY ..ttt bbbt are s 80
3.3.2 Consequences of Relationship Quality ..........cccccoviiiieii i 83
3.3.3 The Moderating role of Alternative AttraCtiVeness ...........cccevvrvieriienieniiesieseeneens 84
3.4 METHODOLOGICAL OVERVIEW......ccoiiiiiiiieiese s 85
3.5 QUANTItAtIVE APPIOACK .....cuviiiiiiicicee e 87
3.5.1 Self-Administered QUESTIONNAITE .........ceeiiveeiiiiiree et 88
3.6 SCale DEVEIOPMENL.......ociiiiieiee e 89
3.7 Pretest of the QUESLIONNAITE .........cooviiiieiiie ettt 90
3.8 SamPliNG tECANIGUE ......ouiiiiecc s 92
3.9 Measurement OF CONSIIUCES. ......cc.ciiiiiiriiieieie ettt ereas 93
3.8.1 COrporate IMAGE.........ueruerieeiiieirisie ettt 94
3.8.2 SErVIiCe QUANILY .......eeivieie ettt 95
3.8.3 Customer Perceived ValUE..........c.coueiieiiiieie et 98
3.8.4 Relationship QUANILY ........c.coeiiiiici s 100
3.8.5 SWILChING INENTION ... 101
3.8.6 Alternative Attractiveness - Moderating Variable ..............cccooeveiieiiecccnenne. 102
3.10 Data ANalysiS METNOUS ........couiiiiiiiiiciiieee e 103
3.10.1 Preliminary Data ANAIYSIS ........c.cooiiiiiieieiieie e 103
3.10.2 Data Editing and CodiNg........ccoeriiiiiiiiiiieiese e 104
3.10.3 DA SCIEENING ....veeveeeeeeieeite et ste et te e s ste et re e s te e e e sreeste e e e sraenteeneesreenas 104
3.10.4 Treatment of MiSSING Data .........ccccccveiieiiiiieiecce e 104
3.10.5 Detection Of OULHIEIS........ccve i 105
3.11 ASSESSMENT OF THE NORMALLITY .ovtoiiieie it 105
312 MULTICOLLINEARITY oottt 107
3.13 STRUCTURAL EQUATION MODELING ......cccooiiiiiiiiieieieee e 107
3.13.1 TWO-STEP STRUCTURAL EQUATION MODELING........ccccceviiririrrnnnn, 108
3.13.2 SEM ASSUMPTIONS ..ottt ettt 109
3.14 EVALUATING THE FIT OF THE MODEL ......ccccctiiiiiiiieccee e 110



3.15 RELIABILITY AND VALIDITY it 113

3.5 1 RELIABILITY ottt 113
31D 2 VALIDITY Lt 114
3.15.3 CONTENT VALIDITY ittt 114
3.15.4 CONSTRUCT VALIDITY ...t 115
3.16 EXPLORATORY FACTOR ANALYSIS ... 115
3.17 DISCRIMINANT VALIDITY et 116
3.18 MODERATOR TESTING ...ttt 116
3.19 CHAPTER SUMMARY ...t 117
CHAPTER 4 ..ottt b et e et e e beesbeeentee s 118
RESEARCH RESULTS ..o 118
4.1 INTFOAUCTION ...t bbbttt b bbb 118
4.2 RESPONSE RATE ..ot 118
4.3 DESCRIPTIVE CHARACTERISTICS ..o 119
4.4 MULTICOLLINEARITY Lottt 121
4.5 ASSESSMENT OF THE NORMALITY .ot 123

4.7 ANALYSIS AND RESULTS OF STRUCTURAL EQUATION MODELING....138

4.7.1 Stage One: Measurement MOGEl ..o 139
4.7.2 COIPOTate IMAGE .....veeivieeiie ittt ettt et e st e et e e e et e e s e e s be e et e e beeesbeesreeasbeenreas 140
4.7.3 SEIVICE QUANITY ....cuiiiiiiieiiie e bbb 142
4.7.4 Customer PerceiVed ValUE...........cccoiiiiiiiiiiie e 143
4.7.5 Relationship QUAIILY .....c.oviiiiiiiiiiiceeee e 145
4.8 RELIABILITY TEST — USING STRUCTURAL EQUATION MODELING...... 147
4.8.1 Discriminant Validity .........coooeiiiiiiiiie e s 149



4.9 The STrUCLUIAl IMIOGE ... et a e 150

4.9.1 The Hypothesized MOGEN ..........cccooiiiiiiiic e 151
411 HYPOTHESES TESTING......ccciititiieieieieie et 157
4,12 ChaPLEr SUMIMAIY.......eiiiieieiieiteite sttt bbbttt b e bbb e 163
CHAPTER FIVE. ...ttt st 164
DISCUSSION OF RESULTS AND CONCLUSION .....cccoviiiiieieieiene e 164
5.1 INTRODUCTION ...ttt sttt sttt 164
5.2 SUMMArY Of the RESUILS ......c.oiiiiiiie e 164

5.2.1 Demographic Characteristics of Respondents .........c.cccevvvvvevveieiieceese e, 165
5.3 Contributions Of the STUAY ........cccoouiiiiiiiiie e 173

5.3.1 Theoretical CONtrDULIONS ........ccciiiiiiieiee e 173

5.3.2 Methodological ContribULIONS ...........cccoiiiiiiiiiiceee 176

5.3.3 Managerial ImpliCAtiONS..........ccccveiiiiiiiee e 177
5.4 Limitations OF the STUAY .........coveiiiiiiie e 180
5.4 Directions for FUture RESEAICH .........cooviiiieiiiec e 180
TG I o] 3 Tod 11157 o] o RSSO 182

188



TABLE OF CONTENTS

Abstract i
Abstrak i

Original Literary Work Declaration iii

Acknowledgement iv
Table of Contents %
List of Figures Vi
List of Tables vii
List of Appendices viil
List of Abbreviations IX

189






