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Abstract

Relationship marketing has been recognized as an excellent way to build exclusive long-term
relationships with their clients in today's dynamic global marketplace. Personal connection is becoming
increasingly important to a growing number of businesses. A unit trust is an unincorporated common
store structure that enables assets to hold resources and give benefits that go directly to singular unit
proprietors as opposed to reinvesting them once again into the reserve. The aim of this research is to
emphasize the significance of personal connection and unit trust in the service industry. This research
was conducted using a gquestionnaire that was distributed to 200 customers of unit trust agents in Penang.
It can be concluded that relationship marketing has essentially corresponded with a personal connection
and consumer loyalty as well as client retention.
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1. Introduction

In the current aggressive worldwide industry, relationship advertising has been viewed as the 'magic
potion'. This is because of the way that it does some amazing things to build up an elite long haul
association with their clients. How this was made conceivable? A slight further investigation, gives us the
appropriate response. The appropriate response lies in the development of the point of convergence of
advertising. The development has been from value-based advertising toward relationship showcasing or
in another word, relationship marketing. This development is strong to the point that organizations are
starting to recognize the financial estimation of steady, long haul client connections dependent on a high
level of consumer loyalty, trust, duty, and maintenance. This have prompted promoting being treated as a
procedure after some time instead of single detached occasions (Oluwaseum, 2018).

Gilbert and Choi (2003) trust that the relationship engaged with promoting or marketing depends on the
reason that it bodes well to fulfill and hold clients. This is on the grounds that the quality and span of the
relationship is legitimately corresponding to the resultant gainfulness. In addition, if an establishment
constructs and keeps up great associations with clients it can't be effectively supplanted by the contenders
and along these lines accommodates a continued upper hand. These organizations are those that most
likely will continue pushing ahead with their client maintenance and succeed through it. This clarifies the
developing enthusiasm for relationship advertising that have moved toward becoming very nearly an
obligatory mantra in the realm of organizations today.

In light of this contention, (Khan, 2012; Zineldin, 1999) agrees that effective sponsors point of view
making a first time bargain not as a completion of a system, anyway as a start of a relationship with a
customer. This is because of the way that clients are being seen as the long haul speculation and not
simply one more number. The relationship with the clients will turn into the key component in than to
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hold them and furthermore to keep them fulfilled and faithful to the organizations. He further fights to
verify included regard, an association needs to make and update whole deal relationship with all bits of
customer

Overview of Unit trust

A unit trust's prosperity relies upon the skill and experience of the organization that oversees it. These
organizations attempt a wide range of sorts of ventures. The unit trusts are gotten from interest in various
structures. Basic kinds of speculations embraced by unit trusts are properties, securities, home loans and
money counterparts.

In unit trust showcase, the capacity fund manager to oversee reserves is very critical to guarantee the
assets continue developing and support in the market. A fund manager must be an individual who has
abnormal state of instruction, proficient certifications and very much experienced in the speculation
administrative field (Abdullah, 2009). They are the ones who dependably look into available and
furthermore financial patterns with the goal that they will almost certainly select a proper speculation.
This is finished with the goal of recognizing speculations that can create exceptional yield in future.
Speculators very depend and trust the venture choice made by the expert reserve supervisors. Starting at
now, there are 36 the board organizations in Malaysia that is mindful to oversee unit trust subsidizes, for
example, Aberdeen Islamic Asset Management SdnBhd, Public Mutual Berhad an and so on (Choong and
Thim, 2012)

The unit trust industry assumes a huge job in the business element and the business is growing
internationally to meet shifted desires for the clients. In this way, the correct advertising relationship is
critical to guarantee that the gatherings of clients who belittle these unit trust organizations are kept
upbeat. The unit trust industry should move towards embracing the advertising relationship techniques
rehearsed by numerous establishments and other administration industry around the globe to guarantee
that they also can keep on continuing the pool of customers for long haul business particularly in these
current aggressive worldwide patterns of the unit trust industry. This will guarantee that customers that
disparage these unit trust organizations will inevitably receive a long haul relationship which the two
gatherings will profit later on.

Obijectives

1. To highlight how personal connections lead to customer satisfaction and thus ultimately customer
retention.

2. To present a detailed critique on how customer satisfaction leads to customer retention.

3. To evaluate how relationship marketing is important in increasing customer satisfaction in the unit
trust industry.

2. Liaterature Review
Relationship Marketing

Relationship marketing is established on the impression of deciding long haul and durable association
with client with increased association with the client. To accomplish advance, standard isolates ideas of
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overseeing clients are being modified. Relationship showcasing is identified with supervision of lengthier
relationship with the client. This condition has shown genuine hugeness of character that relationship
promoting will assume a basic job later on. This role will be in certifying success for marketing
determinations (Oluwaseun, 2018). Many firms have experienced greater success through implementing
relationship marketing strategies. This is achieved by gaining knowledge about their own customers
through database marketing. It can also be achieved by learning about the general marketplace through
marketing research (Dalla, Peterson & Shah 2009)

Barbara Jackson (1985) examined which relationship showcasing was not viable in all conditions. Then
again, it would be stunningly effective in the accurate position. "The self-assuredness of supporting a
connection with clients is at the enthusiasm of generally anything we do", said Emily Chien, rewards
business improvement. She said relationship promoting is the blends of four elements: predominance of
item, marking, client administration, and recognition and reward. "We do our most prominent to ensure
that the administrations and the encounters were made on your identity and what you need, utilizing data
to win steady association and client input”, Ms. Chien said (AMS, 2018; Cara, 2001).

Relationship advertising (RM) drives to keep the relations with clients and enhance it. It additionally
drives associations to keep different occasions at income with the goal that the motivations behind the
Bashes Convoluted are met. This is finished by common trades. Satisfaction of guarantees needs to
happen too (Thuraeu and Hansen, 2013; Gronroos, 1994).

As indicated by Tadajewski and Saren (2009), the motivation behind relationship advertising is to decide,
continue, and create associations with clients and different devotees. This is done at an advantage, thus
goals of the occasions expounded were met. Thuraeu and Hansen (2013) recommended that it is a desire
to make and save changeless relationship among the organizations and its clients that are fulfilling for the
two edges. This is prevailing by related affiliation and happiness of guarantees (March, Sally et al., 2009;
Ndubisi, 2006). As it were, principle objective is for brief client unwavering quality, that Peck (2015)
portrayed as an incredibly kept guarantee to repurchase or belittle an ideal item or administration later on.
In any case, there are situational impacts and showcasing endeavors that can possibly cause swapping
practices. Gummesson (2011) proposed the subsequent vital characters of relationship marketing. Each
customer will evaluated as particular individual or units. Exercises of the associations are generally
fixated on the present customers. Thusly, exercises are set up on correspondences and trades; and the firm
will try to accomplish practicality by methods for the lessening of customers' wages. It also does that by
the hardenings of customers' relationship.

Customer Satisfaction

Assessing consumer loyalty in the unit trust industry could be established on the consequent standards;
initially, satisfied client is bound to remain utilizing the specialists. Moreover, it will cost additional to get
another client instead of to keep up a present client. At last a fulfilled client is one who won't move
regardless of whether the firm charges propelled costs (Tadajewski, 2008; Reichheld and Aspinall,
1993).1n all these three standards, the benefit will be expanded as the income stream won't confront any
disturbance or moderation. At the point when a satisfied client remains utilizing the operators, the
specialists' expense of securing another client will drop.
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Fulfillment is the general client's viewpoint concerning specialist co-ops (AMS, 2018; Levesque and
McDougall, 2004) or an expressive reaction to the distinctions among anything client expects and what
they acquire (Zineldin, 2000), concerning the achievement of some required aspiration or wishes
Albinson, (2005). A practically identical depiction is offered by Albinson, (2005) on client's evaluated
understanding of the degree to which a provider administrations. Consumer loyalty passes on numerous
benefits. Fulfilled clients buy additional items, can't be convinced by contenders and remain faithful.
(Zinedlin, 2000).

Overall Customer Satisfaction

Satisfaction is mainly reflected as a precise matter. However many researchers have noticed that the
concept has a collective type (Rust & Oliver, 2003; Fornell, 2004; Johnson &Fornell, 2000). For instance,
(Thuraeu& Hansen, 2013) intellectualized that generally customer satisfaction is a sequence of
customer’s post-experience decisions with products or services over time. Beside, Jiang and Rosenbloom
(2005) clarified that customers’ general satisfactions is a better pointer of how lucky customers like the
experiences they have had at the spot of buying. It is also an indicator on how possible they will be to
return to the position to create extra buying than operation — precise events.

Personal Connection

It is identified with the nature of the whole representatives' intricate in conveying administrations,
particularly, staffs, chiefs, and temporary staffs. The individual associations propose administrations,
which will expect certain criteria's. These incorporate responsiveness, unwavering quality, generosity,
trustworthiness and ability through clients. Kind and thoughtful workers figure out how to rally
purchaser's sentiments of a unit trust specialist. (Padma and Lokachari, 2010) finished the utilization of
affirmation, sympathy and responsiveness to demonstrate the nature of work force. (Oluwaseum, 2018)
had three of five measurements, "ability of staff”, "mien", and "correspondence"” identified with client
staff communication. These which restore the noteworthiness of client association with unit trust
specialist staff. Hasnin (2001) and Sower (2001) utilized "graciousness" and "regarded and minding",
separately essentially to typify individual quality in their scientists on medicinal services. Otani and Kurz
(2005) established that "worker™" was increasingly critical in improving consumer loyalty. This was more
imperative instead of different variables.

Rao (2006) in like manner found that the individual capacity of representative was a vital indicator of
consumer loyalty. Oluwaseum (2018) included individual prevalence over be an important forecaster of
consumer loyalty. In addition, individual associations or Guanxi is in like manner indispensable in client
maintenance. In reference to So (2000), individual associations or Guanxi, is an imperative issue. This is
related to business in Chinese associations. One division of the Chinese business human progress is
strong conditions on trust. As an ethnicity factor, Guanxi is in this manner, essential in numerous East
Asian societies, including Japan, Korea, Southeast Asia; wherever there is significant Chinese motivation,
just as in (predominant) China including Hong Kong. She improved that Guanxi relations are in a general
sense individual and social, "the support of close Guanxi requires persistent social correspondence...
“Including network visit, requesting to supper or lunch, and blessings (AMS, 2018; Tong and Yong,
1998, P.81). Rich and Wong (1999) noticed that the Chinese in Hong Kong referred to standard
stimulations as one of the components in structure solid relationship. Brito (2011) even utilized
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acknowledgment of solicitations for beverages and for lunch as one of the activities coordinating social
amendment in Asian (Japanese and Thai) business styles.

In the Chinese business foundation, Guanxi extends outside partner or unmistakable relations which are
different from relationship showcasing (Armstrong, 2000). Guanxi is created with motivation,
supplemented by springiness, and supported by means of an individual system of associations.
Conversely, in the western promoting writing, there have been proposals of Guanxi as a general
hypothesis of relationship advertising (Pelton,1997). Subsequently, it is essential to separate these two
discernments. It ought to be viewed as independent ideas financing to corporate consumer loyalty.

In the comprehensive investigation of corporate-consumer loyalty, it is essential to grasp the distinction
among relationship showcasing and Guanxi to benefit from Guanxi's practical impact on fulfillment. In
Western nations, organizations start things out and individual relationship could then create. While, in
Asia, individual connections are built up first and after that pursued by business (Smith, 1995). In Asian
circumstances, Guanxi is ordinarily grown first before any business is finished.

Guanxi could be seen as an individual association or relationship in which a particular individual could
verify assets or advantages while completing business just as over the span of public activity (Davies,
1995) as referred to in Gilbert et al., 2003). They have additionally understood that there are some related
factors among Guanxi and relationship promoting. Both are engaged with overseeing connections and
system associations. On the other hand, relationship showcasing and Guanxi have had differing
associations — from the relationship promoting viewpoint, proceeding with organizations connections are
the reason for social procedures however in guanxi, the social relationship is the condition for any
investment in a business relationship. As a result, relationship showcasing features the creation and the
board of a relationship in a network circumstance (Gronoss, 2005) however Guanxi places significance on
the system of social connections (Ambler, 2006). Moreover, Guanxi can be manufactured by means of
visits, endowments, giving face or the utilization of high status (Bjorkman and Kock, 2003) yet it is
constantly constrained to the individual idea of the relationship (Gilbert,2003).

This examination will investigate the usage of Guanxi in the Malaysian foundation. The work force
offering administrations are required to be responsive, solid, kind, genuine, and competent by the clients.
Amicable and affable staff figures out how to build up patients' perceptions of the medical clinic.

Personal Connection in the unit trust industry

Individual correspondence indicates the nature of the relatively large number of workers in the hostel
business, who are associated with the provision of support, for example, managers and care staff.
Correspondence management of workers must be responsive, dependable, acceptable, consistent, and
capable by clients. Nice and welcoming staff generally do well on the customers' impression of the hostel.
(Padma and Lokashari 2010) They used the elements of affirmation, empathy, and reaction to indicate the
quality of workers and Andaleeb (2006).

3. Methodology

For this examination, 200 clients of the Penang Trust Unit professionals were selected. This investigation
is centered around Penang on the grounds that there is a commercial focus with unit trust being the
primary movement. The huge population of Penang brings in countless clients and procedures of trust
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unit professionals. For this specific investigation, information will be aggregated by customizing surveys
of clients of Unit Trust professionals located in metropolitan areas particularly Georgetown. Clients will
be chosen at random when they come to the trust unit specialists in Georgetown, Penang.

4. Survey Findings

Respondents’ Demographic Information

Table 4.1: Socio demographic backgrounds of respondents (n=200)

Characteristics Frequency Percentage
Age (years)

<30 92 46
31to 35 40 20
36 to 40 31 15.5
41t0 50 34 17
>51 3 15
Mean + S.D. 33.21+£7.29

Minimum 22

Maximum 51

Sex

Male 98 49
Female 102 51
Ethnicity

Malay 75 37.5
Chinese 74 37
Indian 39 19.5
Others 12 6

Marital status

Single 76 38
Married 112 56
Separated/Divorced 7 35
Widow/Widower 5 2.5
Occupation

Managers 21 10.5
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Assistant Managers 25 125
Officers 83 415
Sales Staff 43 215
Admin Staff 28 14
No. of years using this hotel

<1 33 16.5
2t03 56 28
4105 50 25
6to 10 46 23
.>10 15 7.5
Mean + S.D. 1.38 £ 0.62

Minimum 1

Maximum 22

Regarding Table 4.1, most respondents are under 30 years of age (46%); It is followed by 20% of
respondents between the ages of 31 and 35 years. There are only 1.5% of respondents in the age group 51
and over.

Females (51%) were more likely than males (49%) in this investigation. In terms of identity, the largest
portion is Malays at 37.5 percent, followed by Chinese at 37 percent, then Indians (19.5 percent) and
others (6 percent). Regarding marital status, the largest portion is related (56%), followed by one portion
(38%). Widows and divorcees make up 6% of all respondents.

In terms of occupation, most respondents work as a manager (41.5%), followed by deal staff (21.5%) and
administrative staff (14%). When obtaining some information about extended periods of participation in
the authorized seller of the particular unit found in the trading exchanges, most respondents are between
the ages of two and three years (28%). Only 15 members (7.5 percent) have shared more than 10 years in
a similar hostel.

Correlation Analysis

Table 4.2: Correlation Coefficients between selected variables and Customer Retention

Variables r p
Age -.005 939
Personal Connections .612* .0001
Customer Satisfaction 493* .0001

*Correlation is significant at the 0.01 level (2-tailed)
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Table 4.3; Zero-order correlations between Personal Connections, Customer Satisfaction and
Customer Retention

Variables Y X X, X;
Y Customer Retention 1

X, Personal Connections .612* .298* 1

X3 Customer Satisfaction 493* .528* .306* 1

Notes: zero-order coefficients p < 0.01; Bonferroni adjusted alpha = 0.01 (0.05/3).
*Correlation is significant at the 0.01 level (2-tailed)
Regression Analysis

Table 4.4: Results of Multiple Linear Regressions on Customer Retention

(Stepwise Method)

Variables b Beta p
Intercept -1.022 - 451
Personal Connections 505 509 .0001
Customer Satisfaction 371 337 .0001
F =92.02 R =.691

Sig-F =.0001 R2=.478

Pearson Moment Correlation Test revealed that Personal Connections is related with Customer retention
(r = .612, p = .001). Therefore, hypothesis of the study is accepted. This reason reflects that in order to
match clients, there must be some level of one-to-one correspondence between the client and the unit's
approved supplier workforce.

The consumer loyalty rating in the unit trust industry can be based on the accompanying criteria; First, the
fulfilled customer is obligated to continue. Secondly, the more persistent the client is in dealing with the
certified unit specialist, the more departments the person concerned uses from the specialist. Third,
getting another customer costs more than keeping an existing one, and finally, a self-satisfied customer is
more averse to relocating. Consumer loyalty to this relationship is important, however, only fulfillment
does not really lead to repurchase (Reichhold and Aspinall, 1993).

Likewise, customer evaluations of relationship quality depend on the nature of cooperation with workers
in a particular association; During the period of this investigation, the staff of the approved specialized
unit. The salesperson is seen as a way of understanding the level of consumer loyalty. The extent to which
a customer believes a particular salesman will undoubtedly be affected by the conviction that the
salesperson is acting to the greatest advantage (customer order), and inversely affected by the belief that
the salesperson is acting in his favor (the deals fall).

At long last, as pointed out by Guru et al. (2000), loyal customers will remain with an association for an
overall period of time. Dedication practices, including initiating a relationship or the extent of the

ISSN: 2233-7857 IJFGCN
Copyright © 2020 SERSC 3433



International Journal of Future Generation Communication and Networking
Vol. 14, No. 1, (2021), pp. 3426-3438

relationship and describing it to other people, may result from the client's conviction or realization that a
measure of a significant value obtained from one association is more noteworthy than that accessible from
different associations. He added that loyal customers who see a great deal of great value in the association
management offer, must be satisfied customers, therefore, the greater the measure of a great abundance of
great value that the customer sees in burning association items or departments, the higher the degree of
consumer loyalty will be and thus maintain Client.

5. Conclusion And Recommendation

In the present worldwide monetary business, relationship promoting has been noted as an incredible
method to set up a selective, long-haul relationship with its customers. The central matter of promoting is
changing away from conditional advertising to relationship showcasing. This has become a vital
instrument in the present occasions when the conventional method of making a business doesn't appear to
be of much assistance in client maintenance. Organizations are starting to rank the monetary worth of
steady, long-haul associations with customers that are based on a piercing disposition of consumer
loyalty, trust, responsibility, and vision yet advertising is way after some time marginally more than
singular free occasions.

The present clients are confronted with an expanding scope of decisions in the items and administrations
they can buy. They settle on their choice depending on their impression of value, administration, and
worth. Organizations need to comprehend the determinants of client worth and fulfillment.

Thus lies the job of relationship advertising. The fundamental test for high-performing organizations is to
fabricate and keep a reasonable business in a quickly evolving market. They ought to find out about the
fundamental components of business and how to keep a functional arrangement among partners,
measures, assets, abilities, and the way of life of the association. These essential components are the real
determinant of consumer loyalty and they give signs of how to further develop business activities toward
this path. It additionally gives a way for advertisers to plan their procedures.

This investigation demonstrated a critical positive connection between solid faculties with the end goal of
the impact of individual contact on the maintenance of forlornness certainty specialists. This finding is
upheld by past specialists (Bowie et al., 1998); (Caruana, 2002).

Relationship building bodes well for a client whose lifetime worth to an approved unit specialist is the
most elevated. In this manner, relationship building should zero in on the clients who are presently the
most productive and the most beneficial later on. The desire of relationship advertising is to expand client
maintenance. By participating in more astute connections, unit trust specialists can find out about client
inclinations and foster trustt.

Suggestion and Recommendation

This study showed that relationship marketing in unit trust industry motivates and encourages customers
to retain them for a long term relationship with the agent who can be satisfied in their inner demand can
also be more creative because they have more concentration to think and share their satisfaction from the
agent and expectation from the agent with others. More importantly, agents have more time to improve or
expand instead of constantly thinking about their turnover and catching new customer. Same as any other
change, this critical transformation should be ordered by the manager or any lower staff of the agents.

ISSN: 2233-7857 1JFGCN
Copyright © 2020 SERSC 3434



International Journal of Future Generation Communication and Networking
Vol. 14, No. 1, (2021), pp. 3426-3438

They are undoubtedly the key factors. Similar to any in-depth changes, retaining customers can never
happen incidentally in a short time; therefore, new and even old employees should be trained by experts.
Psychologists and sociologist or well-experienced managers can be used. They will help and give
different tips to the employees to retaining customers and keep customers rather than catch a new
customer.

Work environment therapists can help superiors distinguish the preparation needs of their representatives.
They can also guide them in making important preparations in an associated manner. Such preparation
regularly includes state or government preparation, work environment or explicit industry preparation
(such as security methods), and scientific reinforcement for a particular workplace.

Strong correlative abilities are truly essential in any work climate, and the Certified Unit Professional is
not exempt. Foggy messages can cause internal and external chaos with customers. They must go through
their organization and customary pickups of their workers in preparation. It's a great way to plan workers
to advance and move your organization forward with everyone in total agreement.

Limitation of the Study and Suggestions for Further Research

A lot of effort has been done for this study, however, it has its own limitations the same as other
researches. Some drawbacks and limitations of the present research should be addressed. There are many
limitations in this study. The sample was gathered from only 8 unit trust agents even though there are a
lot more of them in Malaysia. Perhaps the major limitation of this study was collecting data from these
agents. In some of them even entering the agents especially the top agents was so hard, let alone gather
information. Getting permission of human resource unit is compulsory and normally it takes more time.
Although 200 questionnaires were collected from these agents, the sample size only resembles a fraction
of population in the organizations. The research would be more reliable if the sample size is increased.
Another important point is about the age of the respondent with (majority 46%) of them being below 30
years so they didn’t have enough experience. In addition, based on the work experience table, 28 % of
respondents reserved or used agents in the region of Penang. In spite of relentless effort to get information
from professional business customers in a sample of my study, few surveys were distributed among them.
Most of the customers of the companies had rush to answer all the questions, because they were busy and
involved with their business ceremony and business gathering for a few days and they had not much time
to answer all the questions directly. Cross-sectional design has some limitations for the current study.
Further research using triangulated data from different sources and data collection methods would provide
a clearer picture. In addition using different methods simultaneously will increase the reliability of the
test.

REFERENCES

1. Thuraeu, TH & Hansen U. (2013). Gaining competitive advantage, through customer satisfaction
and customer retention. Retrieved from http://books.google.com

2. Peck, H., Payne, A., Christopher, M & Clark M. (2018). Relationship Marketing strategy and
implementation.Retrieved from http://books.google.com

3. Alrubaiee, L &Nazer, N.A. (2010). Investigate the impact of Relationship Marketing Orientation
on Customer Loyalty; The Customer’s Perspective Journal of Marketing Studies, Vol.2, No.1

ISSN: 2233-7857 IJFGCN
Copyright © 2020 SERSC 3435



10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

International Journal of Future Generation Communication and Networking
Vol. 14, No. 1, (2021), pp. 3426-3438

Gambeson, E. (2011). Total Relationship Marketing. Retrieved
fromhttps://www.taylorfrancis.com/books/9781136354199

Watson, A & Johnson, R. (2010). Managing the Franchisor — Franchisee Relationship: A
Relationship Marketing Perspective. Journal of Marketing Channels, Vol.17-Issue 1: Insights in
Franchising Channels

Nijssen, E.J &Herk, V.H (2009). Conjoining International Marketing and Relationship Marketing:
Exploring Consumers’ Cross Border Service Relationships Journal of International Marketing
Kaur, G., Sharma, R.D & Mahajan, N. (2018). Exploring customer switching intentions through
relationship marketing paradigm. International Journal of Bank Marketing, Issue: 4, pp 280-302
Kumar, V., Pozza, I.D., Andrew, Peterson, J.A & Shah, D. (2009). Reversing the logic: The path to
profitability through relationship marketing. Journal of Interactive Marketing, Volume 23, Issue 2,
pp 147-156

Sally, H.M & Sarah, Q. (2009). Virtual snakes and ladders: Social networks and the relationship
marketing loyalty ladder. The Marketing Review, Number 2

Tadajewski, M &Saren, M. (2008). Rethinking the emergence of relationship marketing Journal of
Macromarketing

Britto, C. (2011). Relationship marketing: Old wine in a new bottle? Innovative Marketing Volume
7, Issue 1, Vol 2

Sheth, J. (2017). Revitalizing relationship marketing. Journal of Services Marketing, Vol.31, Issue
1, pp 6-10

Oluwaseun, A.G. (2018). Effect of relationship marketing on new venture performance : Evidence
Proquest, 2018

Yahya, Z., Faizatul, W., Ismayatin, A., Nasharuddin, S.Z., Kassim, E. (2013). Service Quality
Dimension and customer satisfaction: an empirical study in the Malaysian Hotel Industry. Services
Marketing Quarterly, Volume 34, Issue 2

Abdullah, F. (2009). A comparative analysis of performance of Islamic & Conventional Unit trusts
in Malaysia. Graduate School of Management, Universiti Putra Malaysia

Choong, Y.V. &Thim, C.K. (2012). Development and performance trends of Malaysian Unit
Trusts. Journal of modern banking, Vol.34, Issue 2

Saad, R.AJ., Yahya, M.A &Hussain, M.H (2013). The relationship between performance and
graphic presentation n Unit Trusts Annual reports: Malaysian Evidence College of Business,
Universiti Utara Malaysia

Fai, P.L. (2009). The performance of private unit trusts in Malaysia. Graduate School of
Management, Universiti Putra Malaysia

Imanullah, K. (2012). Impact of customer satisfaction and retention on customer loyalty
International Journal of Scientific & Technology Research, Vol.1, Issue 12

Grigoroudis, E., Tsitsiridi, E &Zopounidis. (2013). Linking customer satisfaction, employee
appraisal and business performance: an evaluation methodology in the banking sector. Annals of
Operations Research, Volume 205, Issue 1, pp 5-27

AMS, T. (2018). Investigation of Factors Influencing customer loyalty in Malaysia & Jordan Hotel
Industry. Journal of Hotel & Business Management, Volume 7, Issue 2.

Ahmad, R. (2000). Profitable customer retention management through database marketing.
TheJournal of the Institute of Banker Malaysia, 113, 34-39.

ISSN: 2233-7857 IJFGCN
Copyright © 2020 SERSC 3436


https://www.taylorfrancis.com/books/9781136354199

23.

24.

25.

26.

217.

28.

29.

30.

31.

32.

33.

34.

35.

36.

37.

38.

39.

40.

41.

International Journal of Future Generation Communication and Networking
Vol. 14, No. 1, (2021), pp. 3426-3438

Al-Hawari (2009). The relationship between service quality and retention within the Automated
and Traditional contexts of retail banking. Central Queensland University, North Rockhampton,
Australia.

Asad, M., & Tim, L. (2010). Customer perceptions of service quality in luxury hotels in New
Delhi, India: an exploratory study. International Journal of Contemporary Hospitality
Management, 22(2), 160 — 173.

Bo, E. (2005). Service quality: beyond cognitive assessment. Managing Service Quality, 15(2), 127
-131.

Cleopatra, V., Michael, S., &Nikolaos, T. (2002). Relationship marketing: European Journal of
Marketing, 36(4), 433 — 449.

E. Alan, B.,, & Y.H. Wong (1999). The development of a Guanxi framework. Marketing
Intelligence & Planning, 17(3), 147 — 155.

Festus, O., Maxwell, K., Godwin, & J. Udo, (2006). Service quality, customer satisfaction,
andbehavioral intentions in the service factory. Journal of Services Marketing, 20(1), 59 — 72.
Foster, B. D., &Cadogan, J. W. (2000). Relationship selling and customer loyalty: an
empiricalinvestigation. Marketing Intelligence & Planning, 18(4), 185-199.

Gilbert, C. D. & Choi, C. K. (2005). Relationship marketing practice in relation to different
bankownerships: a study of banks in Hong Kong. The International Journal of Bank Marketing,
21(3), 137-146.

Guru, K. B., Mohan, A., &Vaithilingam, S. (2000). Customer satisfaction of commercial banks: a
Malaysian case study. The Journal of the Institute of Banker Malaysia, 116, 22-28.

Hanaa, O., Nigel, H., & David, B. (2009). A transactional approach to customer loyalty in the hotel
industry. International Journal of Contemporary Hospitality Management, 21(3), 239 — 250.8

Isha, I., Hasnah, H., Daing, N. I., &Salmi, M. I. (2006). Service quality, client satisfaction and
loyalty towards audit firms: Perceptions of Malaysian public listed companies. Managerial
AuditingJournal, 21(7), 738 — 756.

Jari, J., Jouni, J., & David, B. G. (2010). Service quality and its relation to satisfaction and loyalty
in logistics outsourcing relationships. Managing Service Quality, 20(6), 496 — 510.

Kallol, D. (2008). Relationship marketing research: An academic literature review and
classification. School of Management Technology, International Institute of Information
Technology, Pune, India.

Li-Wei, W. (2011). Satisfaction, inertia, and customer loyalty in the varying levels of the zone
oftolerance and alternative attractiveness. Journal of Services Marketing, 25(5), 310 — 322.
Magnus, S., & Sara, R. (2008). Revisiting the smiling service worker and customer
satisfaction.International Journal of Service Industry Management, 19(5), 552 — 574.

Mario, R. (2006). The explanatory foundations of relationship marketing theory: a comment.
Journal of Business & Industrial Marketing, 21(2), 88 — 91.

Mark, F. T., llan, A., &Everlyne, M. (2010). The importance of meeting price expectations: linking
price to service quality. Journal of Product & Brand Management, 19(4), 295 — 305.

Martyna, S., & James, O. (2011). Service quality measurement: appointment systems in UK
GPpractices. International Journal of Health Care Quality Assurance, 24(6), 441 — 452.

Nancy, B., & Leonidas, C., & John, P. (2009). The relationship between internal and external
service quality. International Journal of Contemporary Hospitality Management, 21(3), 275 — 293.

ISSN: 2233-7857 IJFGCN
Copyright © 2020 SERSC 3437



42.

43.

44,

45.

46.

47.

International Journal of Future Generation Communication and Networking
Vol. 14, No. 1, (2021), pp. 3426-3438

Nelson, O. N. (2007). Relationship marketing and customer loyalty. Marketing Intelligence &
Planning, 25(1), 98 — 106.

Noriza, K., & N. Asiah, A., (2010). The effect of perceived service quality dimensions on customer
satisfaction, trust, and loyalty in e-commerce settings: A cross cultural analysis. Asia Pacific
Journal of Marketing and Logistics, 22(3), 351 — 371.

Panchapakesan, P., Chandrasekharan, R., & Prakash, S. L. (2010). Service quality and its impact on
customer satisfaction in Indian hospitals: Perspectives of patients and their attendants.
Benchmarking: An International Journal, 17(6), 807 — 841.

Rene, T., Art, W., & Russell, A. (2009). Value, satisfaction, loyalty and retention in
professionalservices. Marketing Intelligence & Planning, 27(5), 615 — 632.

Riad, R. (2009). Service quality, emotional satisfaction, and behavioral intentions: A study in the
hotel industry. Managing Service Quality, 19(3), 308 — 331.

Robert, H., N. Owusu-Frimpong, & Julius, D. (2011). Brands and service-quality perception.
Marketing Intelligence & Planning, 29(3), 264 — 283.

ISSN: 2233-7857 IJFGCN
Copyright © 2020 SERSC 3438



