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ABSTRACT

Service quality and customer satisfaction are believed to affect customer
behavior. On that basis, one of the main research focus in marketing field is to get a
better understanding in the dynamic relationship between service quality and
customer satisfaction, and their impact on customer behavior. Although this research
area has been examined quite extensively, the presence and importance of switching
barriers in predicting customer behavior are poorly understood in pay television
industry. This thesis aims to explain how the concept of switching barriers moderates
the relationship between customer satisfaction and customer’s behavioral intention.
In addition to that, this research also aims to determine service quality dimensions
for the current research setting. Based on the theory of social exchange and theory of
planned behavior, a framework depicting the interrelationships among service
quality, customer satisfaction, switching barriers and behavioral intention is
proposed. The research framework predicts the main effects of main variables and
moderating effects of switching barriers. The data were collected among pay TV
customers from the state of Johor in two phases. The first phase involved stratified
random sampling method which yielded 32 responses, while the second phase
involved convenience sampling which vyielded 213 responses. The data were
analyzed using structural equation modeling. Seven dimensions of service quality
were identified: tangibles, reliability, content quality, customer service, convenience,
price and interactivity. The findings supported the direct relationships between
service quality, customer satisfaction and behavioral intention. Most importantly,
there are two novel and important findings in this study that add to the body of
literature: first, two components of switching barriers which is switching costs and
attractiveness of alternatives do not moderate the relationships between customer
satisfaction and behavioral intention; and second, the newly introduced switching
barriers’ component, which is the social ties moderate the relationship between
customer satisfaction and repurchase intention, and positive recommendation. An
important implication of this study is that social ties act as an important factor that
will glue customer to stay with an organization.
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ABSTRAK

Kualiti perkhidmatan dan kepuasan pelanggan dipercayai memberi kesan
kepada tingkah laku pelanggan. Atas dasar itu, salah satu fokus utama kajian dalam
bidang pemasaran adalah untuk mendapatkan kefahaman yang lebih mendalam
tentang hubungan dinamik antara kualiti perkhidmatan dengan kepuasan pelanggan,
dan juga kesannya kepada tingkah laku pelanggan. Walaupun kajian yang mendalam
telah dijalankan dalam bidang ini, kewujudan dan kepentingan halangan pertukaran
dalam meramal tingkah laku pelanggan dalam industri televisyen berbayar masih
kurang difahami. Tesis ini bertujuan untuk menjelaskan bagaimana konsep halangan
pertukaran menyederhanakan hubungan antara kepuasan pelanggan dengan niat
tingkah laku pelanggan. Di samping itu, kajian ini juga bertujuan untuk menentukan
dimensi-dimensi kualiti perkhidmatan bagi tetapan kajian semasa. Berdasarkan teori
pertukaran sosial dan teori tingkah laku yang dirancang, satu rangka kerja yang
menerangkan hubungan antara kualiti perkhidmatan, kepuasan pelanggan, halangan
pertukaran dengan niat tingkah laku telah dicadangkan. Rangka kerja kajian ini
meramalkan kesan utama pemboleh-pemboleh ubah utama dan kesan penyederhana
halangan pertukaran. Data dikumpul daripada pelanggan TV berbayar di negeri
Johor dalam dua fasa. Fasa pertama menggunakan kaedah pensampelan rawak
berlapis menghasilkan 32 maklum balas manakala fasa kedua menggunakan
pensampelan mudah berjaya mendapatkan 213 maklum balas. Data telah dianalisis
menggunakan permodelan persamaan berstruktur. Tujuh dimensi kualiti
perkhidmatan telah dikenal pasti, iaitu ketara, kebolehpercayaan, kualiti kandungan,
khidmat pelanggan, kemudahan, harga dan interaktiviti. Dapatan kajian menyokong
hubungan terus antara kualiti perkhidmatan, kepuasan pelanggan dengan niat tingkah
laku. Lebih utama, terdapat dua penemuan baharu dan dapatan yang penting dalam
kajian ini yang memberi penambahan kepada literatur: pertama, dua komponen
halangan pertukaran, iaitu kos pertukaran dan daya tarikan alternatif tidak memberi
kesan penyederhana antara hubungan kepuasan pelanggan dengan niat tingkah laku;
dan kedua, komponen baharu halangan pertukaran yang diperkenalkan iaitu ikatan
sosial memberi kesan penyederhana antara hubungan kepuasan pelanggan dengan
keinginan melakukan pembelian semula, dan cadangan positif. Implikasi penting
kajian ini adalah ikatan sosial bertindak sebagai faktor utama yang mengekalkan
pelanggan kepada sesebuah organisasi.
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CHAPTER 1

INTRODUCTION

1.1 Introduction

In this chapter, the topic of the research is presented. It starts off with an
introduction to the background of the study, followed by the statement of problems
which discussed the observation of the gaps in knowledge and the opportunities for
further studies. Then, the purpose of research, the research questions, the research
objectives, research scope, significant of the research, and definitions of the research
terms are presented. The chapter ends with organization of the thesis. The review of
relevant literatures and theoretical framework, along with justifications for each of

the hypothesis will be discussed in the following chapter.

1.2 Background of Research

Having satisfied customers does not guarantee that the customers will remain
loyal and have positive behaviors towards company (Bennett & Rundle-Thiele,
2004). They might be attracted to other service suppliers which offer more attractive
services. On the other hand, there are also factors that influence purchasing where
satisfaction does not play a role. For example, customers might stay with the current
supplier because of the barriers to exit from the relationship. The key point that can

be used to understand this situation is switching barriers. It is believe that creating



switching barriers other than providing excellent service can be strategies to keep
current customers and to build a good reputation of the company.

Most literature in switching behavior focused on why customers switch to
competitor, but few studies have attempted to answer question: why customers do
not switch? It is important to know this phenomenon to understand whether this
behavior will bring positive or negative outcome to service provider. A satisfied
customer might stay loyal because of the benefits they perceived but a dissatisfied
customer might be ‘forced’ to stay because of the barriers to exit. It is argued that a
loyal but dissatisfied customer will be giving negative outcomes to the service

provider such as negative word of mouth.

To retain current customers as well as to improve the service quality, a survey
should be carried out to measure customers’ perceived service quality that will lead
to customer satisfaction as well as to understand the switching behavior between
them. The approach is intended to show the usefulness of service quality, satisfaction
and switching barriers in attaining service improvements by focusing on areas of
customer behavioral intention. A new dimensions of service quality are suggested in

order to suit the characteristics of service industry being studied.

1.2.1 Services Marketing

Service-based economy has been rapidly growing in order to deal with the
ever existed manufacturing-based economy. To cope with this emergence, the
demand to understand and dismantling the importance of service has emerged.
Related research has revolved around service quality (Gronroos, 1984; Parasuraman
et al., 1985; Cronin Jr & Taylor, 1992), satisfaction (Oliver, 1980; Bitner, 1990),
loyalty (Dick & Basu 1994; Andreassen & Lindestad 1998; Bowen & Shoemaker
1998) and behavioral intention (Parasuraman et al., 1988; Anderson & Sullivan,
1993; Cronin et al., 2000). Although there are extensive body of research exists in
service marketing, the expansion and evolution of the service industry has revealed a

gap in the literature.



In service marketing, customer orientation is the central purpose or an
organization because it is where competitiveness and profitability generated. In order
to maintain that, organization need to seek for ways to satisfy and keep customer and
the most important thing to be look for is understanding the customer’s needs and
expectations. Furthermore, in nowadays rapid growth and market domination, many
products and services are easily duplicated, making it quite challenging for service
providers to compete by offering unique products and services. Thus, one helpful
tool to be used in order to retain customer is by imposing barriers to customer to stop

them exit from the relationship.

The next section will discuss one of the major service sectors in Malaysia
which is pay TV service focusing on ASTRO (All Asia Television and Radio

Company) as the major player in the market.

1.2.2 Pay TV Service in Malaysia

Television was first introduced in Malaysia in 1963 with the first network
known as Rangkaian Pertama (The First Channel) under the control of the
Department of Broadcasting, Radio Television Malaysia (RTM), Ministry of
Information. It was followed by the second channel in 1969. In 1984, The
Privatisation Policy was introduced and brought to the establishment of the first
private terrestrial channel, TV3 (Mohd & Abdullah, 2008).

The introduction of Malaysia’s first pay TV provider on late 1995, Mega TV
has opened new dimensions for television consumer market. The company who used
cable as a medium of transmission was quite active in acquiring numbers of
subscribers throughout peninsular Malaysia. Unfortunately, the 1998 economic
downturn has forced the company to shut down after experiencing serious financial
problems as well as failure to provide high quality of service (Mohd & Abdullah,
2008). At its peak operation, Mega TV had 166, 000 subscribers and after six years,
the numbers declined to 7,557 at the end of its operation (Utusan Malaysia, 3
October 2001).



The usage of cable television system in Malaysia is not as popular as satellite
television network. Mohd & Jin (2008) stated that the most popular place to be using
cable television system are hotels. Parallel to the development of technology in
communication and media, Malaysia introduced its first satellite television in 1996,
ASTRO as the second pay TV provider. ASTRO provides a subscription-based direct
broadcast satellite (DBS) for satellite and radio services direct to home. At the
beginning, the service was provided only to Malaysia’s market, but nowadays
ASTRO has expanded its operation to Brunei, Indonesia and Singapore by the
launching of MEASAT (Malaysian East Satellite System) 1 and 2 (Mohd &
Abdullah, 2008). After the launching of MEASAT-3 in 2006, currently ASTRO is
operating in a full swing providing customers with more than 180 channels consists
of television channels, radio channels, video on demand (VOD) and other
broadcasting services. In addition, ASTRO is in charged for interactive television in
Malaysia which provide technology that allow customer to record, reverse or forward
their favourite programs as they want (Idrus & Abidin, 2008). Interactive TV which
mean any interaction that could happen between customers and television has given
customers more controls over their televisions. This include real-time voting on the
screen, video games, on-screen programming guides, customer support services and
local weather information and all accessed through the television (Wahab, 2006;
Idrus & Abidin, 2008).

The continuous development in media and communication technology such
as the introduction of Internet Protocol Television (IPTV) has upgraded the ways of
television operation. According to Mohamad & Choe (2008), IPTV is different with
Broadband and Internet TV because it is a closed system for the delivery of Pay TV
services with an assured Quality of Service. Internet Protocol is being applied to the
operation of IPTV. In Malaysia, IPTV system was first introduced through the
launching of Malaysia’s third pay TV operator, MiTV (Multimedia Interactive
Television) in September 2005. MITV offers an affordable pay TV service that
combines both traditional TV with interactive features and internet benefits. Even
though the operation has been temporarily stopped, on March 2013 MiTV under
Aqilqgisti Broadcast Sdn. Bhd. (AQB) management has re-launched mobile pay TV



with 40 channels focusing on smart phones and tablet consumers. The target of this
products is to expatriates from Indonesia, Bangladesh and Nepal (Nadzari, 2012).

At the same year, after MiTV was launched, the fourth pay TV station, Fine
TV was introduced. As described in their website, Fine TV offers Video On Demand
which customer can rewind, play, forward and pause the program (Mohamad &
Choe, 2008). Another Internet-based pay TV was launched on September 2008.
UniFi which stands for “Uni” to denote togetherness and “Fi” to symbolise fibre
optics is another alternative for customers to watch TV programmes. It is provided
by TM Berhad that combines both High Speed Internet, HyppTV (IPTV) and Voice.
It offers more than 50 channels and radio streaming.

In June 2012, ABNxcess another pay TV entered the market by offering
digital cable TV targeting 80% of Malaysia’s 6 million TV households in 5 years. It
is believed to become the direct competitor to the satellite pay TV operator, ASTRO
and IPTV provider, Telekom Malaysia Bhd (Sidhu, 2012). The strategy of the
company is by offering affordable cheaper price package for its current 50 channels.
Even though ABNXxcess is currently on its trial mode and the broadcasting is limited
to areas at Kuala Lumpur and Johor Bahru, the strategic alliance with Motorola
Mobility is expected to boom its business operation as the broadcasts can be

transmitted through three mediums; cable, satellite and fibre optic.

Apart from the mentioned pay TV providers, there are few more available
pay TV providers in Malaysia. ETV or previously known as DeTV is a joint venture
by REDtone International Bhd and Zhong Nan Enterprise (M) Bhd which provide
TV programmes mostly from mainland China and Taiwan and focusing at Chinese
viewers. Other than that, YTL Sezmi Hybrid TV is a joint venture by YTL
Communications Sdn Bhd (YTL Comms) and an American company, Sezmi
Corporation providing traditional TV, on-demand and Internet content. Another three
unlaunced IPTV holder, DMD Fone, MahaSemerak and VassetiDatatech and are on
their ways to enter the market. Figure 1.1 depicts the overview of pay TV players

throughout the years since the introduction of pay TV in Malaysia.



The fast growth of television technology has intensified the competition
between television service providers. Moreover, in 2006, the Deputy Information
Minister, Datuk Donald Lim announced that the government will shut down the
analogue television broadcast by 2015 and an estimated amount of RM 1.34 billion
will be spent to upgrade the service nationwide (Mohamad & Choe, 2008). It is
expected that the buying power for pay television products will increased in the
future. Thus, each company strive to implement better strategies to maintain their

business competitiveness.

F. DMD Fone
nut HyprTy
fla—ppl] MahaSemerak
Cable TV provider IPTV provider Telekom FassetiDatatech
Shutdownin 2001 Shutdownin 2006 Malaysia’sIPTV

offering Unlaunched

1995 1996 2005 2008 2010 2012
—
LT

DTH Satellite On demand TV Marginal players Targeting low
provider provider incom e segm ent

Figure 1.1: Past, present, and future pay TV service providers in Malaysia

1.2.3 Challenges in Business - ASTRO

Media and Broadcasting is one of the major sectors in Malaysia’s
communications and multimedia market. This market is forecasted worth about 4.5%
of Malaysia’s gross domestic product in 2012 and in 2011 total investment in this
subsector amounted to RM6 billion, all of which were domestic investments?®. In a

broader context, Strategy Analytics forecasted that the global digital pay TV

1 Source: Ministry of Finance Malaysia



revenues to grow from roughly $150 billion in 2010 to $215 billion by 2014 (John,
2010).

One of the sub-sectors under the media and broadcasting is TV broadcasting
services. In Malaysia, ASTRO is the largest pay television provider. It has more than
3 million subscribers with a household penetration rate of 63% as at end-December
2015 (ASTRO Malaysia Holdings Bhd 2015, p. 3). According to Mohd & Jin (2008),
ASTRO is chosen by majority of customers in Malaysia because of the best quality
pictures and diversity of channels that gives great value of money spent by
customers. As at April 2016, ASTRO offers 184 TV channels, including 50 HD
channels, delivered via Direct-To-Home (DTH) satellite TV, IPTV and Over the Top
(OTT) platforms. ASTRO has transformed from a pure DTH satellite TV operator
into a multi-platform pay TV operator which includes services delivered through
fibre optic broadband with high speed broadband and telephony services. The
adoption of current technologies has enable ASTRO to offer high definition (HD), 3
Dimensional (3D), personal video recorder ( PVR), video on demand ( VOD) and
IPTV services through ASTRO B.yond and ASTRO On-The-Go . ASTRO also
provides Malaysia’s first non-subscription based satellite TV, NJOI targeting lower
income segment. Besides that, ASTRO Radio is Malaysia’s highest rated stations
with approximately 12.93 million of listeners in December 2015. Its operations is
widened by entering local publication of entertainment and lifestyle magazines.
Throughout its years of operation and continuous development and innovation,
ASTRO has been awarded as “Brand of the Year” at Malaysia’s Putra Brand Award
2012. For the purpose of this research, focus is being put on the customers of
ASTRO pay TVservices.

ASTRO was given an exclusive license for 20 years until 2017 and was
extended until 28 February 2022. This license is renewable which make them to
become the monopoly of the satellite pay TV market. According to Maybank 1D
Research by Yang (2012), Hypp TV by Telekom Malaysia is ASTRO’s sole active
competitors which offers 124 channels. As at end 2015, UniFi has more than 839
thousands subscribers but only 80 thousands are Hypp TV subscribers (Telekom



Malaysia Bhd 2015, p. 185). As mentioned earlier, several other pay TV licensees

are exists but none are active.

Despite its oligopoly status as pay TV provider and monopoly status as
satellite pay TV provider which give ASTRO the advantages in term  of
competitiveness and profitability, this situation has restricted other operators from
entering the market and providing better service. ASTRO has been long criticized by
Malaysia’s consumers regarding its price offering and service disruption during rain.
Hence, customer still subscribing to ASTRO as there are not many compatible
alternatives offering the same services to switch to which result in high switching
barriers. This situation has enabled ASTRO to retain their current customer from

switching to another provider.

However, looking at the opportunity given in Malaysia’s market, competition
might become more intense and this will lead in customer’s switching behavior. For
instance, the emergence of IPTV has made the so-called war of television services in
Malaysia become intense. Therefore, ASTRO has to build stronger strategies in order
to keep its business competitive. It must started from the roots of serving customers
with excellent service quality which will result in customer satisfaction and later
receiving favourable behaviors from customers. In addition, ASTRO must also look

for strategies to manage the customers’ switching behavior.

The current study will look onto the company’s service quality and its
consequences which is customer satisfaction, measuring the switching intention
between customers and the effects of switching barriers to the future behavioral

intention.



1.3 Statement of Problem

Customer’s behavioral intention is a critical issue that concern businesses.
Favourable behavioral intention such as repurchase intention, positive
recommendation and willingness to pay more as suggested by Zeithaml et al. (1996)
will bring benefits in terms of profitability and sustainability of a company. That is
why there are many studies that have been carried out in this area in different types
of industries. For instance, Jaiswal & Niraj (2011) in online shopping industry, Lu et
al. (2011) in transportation industry, Chen & Chen (2010) in tourism industry and
Ladhari (2009) in hotel industry. Studies in this area merely focused on the factors
affecting behavioral intention such as customer satisfaction. Still, many factors
remain unexplored such as in the condition where customer satisfaction plays a lesser

role.

Logically, a satisfied customer will likely to perform positive behavioral
intention or in another words, customer satisfaction is the antecedent of behavioral
intention. This statement has been approved empirically by scholars such as Kassim
& Abdullah (2010), Kuo et al. (2009), and Xu et al. (2007). However, there are also
situations where satisfaction does not predict behavioral intention. For example, a
satisfied customer that switch to another company and a dissatisfied customer that
stay purchasing with the current company. This situation can be explained by

switching barriers.

Based on social exchange theory (SET), individual’s decision to stay or leave
a relationship is based on his/her judgment of the overall worth of a particular
relationship by subtracting its costs from the rewards, whereby costs here is refer to
switching barriers. The higher level of switching barriers, the higher probability that
customer will remain with the company as the costs of defecting outweigh the
benefits they will get. This would explain why customer satisfaction is not the only
factor that predict behavioral intention where switching barriers exist. Thus, it is
important to study the effect of switching barriers as a factor to predict behavioral

intention.
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There are many components of switching barriers that have been used in the
past studies. One of the famous study is by Jones et al. (2000) that suggested three
types of switching barriers; switching costs, interpersonal relationships and
attractiveness of alternatives. Other than that, Shi et al. (2011) have included brand
attachment while Balabanis et al. (2006) added familiarity, convenience, parity,
speed and unawareness barriers. To sum, all of the switching barriers of past studies

can be categorized into monetary and non-monetary.

Social switching barrier is one type of non-monetary switching barriers. It is a
barrier that develops through a relationship between two parties. For example,
interpersonal relationships by Jones et al. (2000) is a bond between customer and
employees of service provider that develops through interaction of service
consumption. Author such as Wang (2009) showed that interpersonal relationship is
an important social indicator of behavioral intention. A strong interpersonal
relationship will become a barrier to customer to switch service provider. This type
of social switching barriers created through the relationship between customer and
service provider. What has been neglected from previous study is the social
switching barriers that created through interaction between customers that are using
same service. By having relationships with other customers, the identical purchasing
behavior enabled customers to perform activities such as seeking for advice and
sharing information of the consumed service. If they stop the service consumption,
they will lose the bond they have created with other customers. Here, the bond or
social ties acts as an exit barrier for customer to switch service provider. Along with
the logical justification, this idea is supported by several psychological theories. For
example, theory of planned behavior (TPB) stressed out the effects of social
influence in individuals decision making, while group cohesiveness in SET
emphasized on the influence of social group in determining customer behavior.
Apart from that, Maslow’s Hierarchy of Needs stressed out how a human will strive
to have social ties in a social group. Specifically, in pay TV studies, Shin (2009a) has
found out that intention to use IPTV was significantly influenced by normative

pressure refers to the social influence such as family and friends.
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Nonetheless the importance, there are very limited research that has been
done in this area. To the researcher knowledge, there are only 3 studies that have
considered the connection between customers as a barrier to switch and only 2 were
existed during the initial stage of the current research. The first one is Tsai et al.
(2006) where they tested switching barriers and overall satisfaction as the drivers of
customer retention. The element of social ties is explained in ‘community building’
construct where operationalized as ‘a sense of belonging to a community’. The result
shows that switching costs and community building give the greatest impact on
repurchase intention through switching barriers and customer satisfaction. Based on
Tsai et al. (2006)’s research framework, Woisetschlager et al. (2011) had conducted
a research to examine the effects of social ties on customer loyalty and word-of-
mouth. The result shows that social ties significantly has positive effect as well as
moderating effect to customer loyalty and word-of-mouth. After reviewing these two
research, it was found out that there are some gaps that have not been filled. For
instance, in Tsai et al. (2006) community building was tested as the antecedent not as
a component of switching barriers. Furthermore, the research did not emphasize that
community building is the result of sharing consumption of service between the
community members. Then, contradict with Woisetschlager et al. (2011)’s result on
the negative moderating role of social ties, the current research hypothesized that
social ties has a positive moderating effects on the relationship between customer
satisfaction and behavioral intention. Therefore, there is a need to further study in
this area to get a better understanding on the roles play by social ties. More recently,
Shi et al. (2015) has attempted to extend Burnham et al.'s (2003) typology by
including social ties as one kind of switching costs which they called it social ties

loss costs.

On top of that, researches have showed contradict findings on the effects of
switching barriers on behavioral intention. Some studies show that switching
barriers act as the antecedent of behavioral intention (Vazquez-Casielles et al., 2009;
Jen et al., 2011; Matos, 2013; Sujatha & Chandrika, 2013; Wan & Mamun, 2013)
while some studies show that switching barriers moderate the relationship between
customer satisfaction and behavioral intention (Ranaweera & Prabhu, 2003; Aydin et
al., 2005; Woisetschlager et al., 2011; Han & Ryu, 2012). Due to the mix findings,
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more studies should be carried out to see the difference in another industry segment.
In the current study, it is believed that switching barriers modify the original
relationships between satisfaction and behavioral intention. In other words, the
relationship between customer satisfaction and behavioral intention become
dependent on switching barriers. The decision to perform behavioral intention based
on the level of satisfaction is being affected by the existence of switching barriers.
Therefore, switching barriers have moderating effects on customer satisfaction —

behavioral intention link.

In another aspect, while customer satisfaction affecting behavioral intention
with moderating effects of switching barriers, it is also important to look at the
antecedent of customer satisfaction. There are many studies that show positive effect
of service quality on customer satisfaction (e.g. Brady et al., 2005; Bei & Chiao,
2006; Liu et al., 2011; Saghier, 2013). Thus, it is important to include service quality
in the current research model to predict behavioral intention. As stated in section
1.2.3, pay TV service sector plays an increasingly important role in Malaysia’s
economy. ASTRO as the only satellite pay TV provider face a fierce competition
especially from IPTV service providers. Lee et al. (2015) mentioned that IPTV
service compete with satellite pay TV service by offering customers live
programming, Video On Demand (VOD), and digital video recording. According to
Fornell (1992), most of monopolies are less sensitive to customer satisfaction
compared to competitive market structures. In order for ASTRO to be competitive in
the market, the company must satisfy their customer by providing high quality of
service. Thus, the company must understand the attributes that customer used to
judge service quality. In measuring service quality, it is important to include the right
service quality dimensions that best relate to the selected industry. Previous studies
have included service quality dimensions in industries that involve face-to-face
interactions between service provider and customer such as airlines, banking, hotel
and education. However, very little attention has been received in industry that
involves very minimal face-to-face interactions especially in pay TV industry. Only
several studies have attempted to measure service quality and factors affecting the
acceptance of IPTV (Shin, 2007; Jang & Noh, 2011; Jan et al., 2012), hence the
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current study aim at bringing this gap by determining service quality dimensions in
pay TV industry based on SERVQUAL scale.

In general, service quality, customer satisfaction and switching barriers can
suitably form the basis of the research in behavioral intention area. By doing so,
researcher can effectively come out with a better model to determine customers’
behavioral intention. This study will contribute to the literature in three aspects. First,
the study examined the perceived dimensions of service quality in Malaysia’s pay
TV service provider, ASTRO. Second, the study empirically tested main
relationships i.e., between service quality and customer satisfaction as well as the
effect of customer satisfaction to behavioral intention. Finally, the investigation
empirically tests the moderating role of switching barriers to the relationship between
customer satisfaction and three behavioral intention namely repurchase intention,
positive recommendation and willingness to pay more. To understand more customer
switching behavior in pay TV setting, this study had introduced a new switching

barriers component which is called social ties.

1.4 Research Question

Based on the problem statement, research questions were addressed as

follows:

i.  What are the determinants of service quality in pay TV service setting?

ii. Isthere any relationship between service quality and customer satisfaction?

iii. Is there any relationship between customer satisfaction and repurchase
intention?

iv. Is there any relationship between customer satisfaction and positive
recommendation?

v. Isthere any relationship between customer satisfaction and willingness to
pay more?

vi. Do switching barriers have moderating effects on the relationship between

customer satisfaction and repurchase intention?



Vili.

viii.

1.5
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Do switching barriers have moderating effects on the relationship between
customer satisfaction and positive recommendation?
Do switching barriers have moderating effects on the relationship between

customer satisfaction and willingness to pay more?

Research Objectives

Research objectives are set to carry out the study, as well as to answer the

research questions. The objectives of the study are:

Vi.

Vil.

viil.

To determine the determinants of service quality dimensions in pay TV
service setting.

To test relationship between service quality and customer satisfaction.

To test relationship between customer satisfaction and repurchase intention
To test relationship between customer satisfaction and positive
recommendation.

To test relationship between customer satisfaction and willingness to pay
more.

To measure moderating role of switching barriers to the relationship between
customer satisfaction and repurchase intention.

To measure moderating role of switching barriers to the relationship between
customer satisfaction and positive recommendation.

To measure moderating role of social ties to the relationship between

customer satisfaction and willingness to pay more.
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1.6 Scope of the Study

This empirical study focuses on customer behavior in Malaysia pay TV
industry. Specifically, respondents from this group experiencing switching barriers
which were being examined in this study. There are a total of 3.51 million pay TV
households in Malaysia whereby 63% of them are ASTRO’s subscribers (ASTRO
Malaysia Holdings Bhd 2015, p.3). Sample of this study are limited to ASTRO
customers in Johor region. Johor is chosen based on arguments that this state can
represent Malaysia based on three characteristics; gross domestic products
contribution and population diversity. Discussion related to this can be found in
chapter 3.

The study selected only perceived service quality, customer satisfaction,
switching costs, attractiveness of alternatives, social ties, repurchase intention,
positive recommendation and willingness to pay more as constructs of the study.
These constructs are considered important to understand customer behavior in pay
TV industry.

1.7  Significance of the Study

This research extends previous switching barriers typology by including a
new social switching barrier’s component called social ties. It was proposed based on
landmark theories i.e. SET and TPB. Most of studies on switching behaviors
involved switching barriers imposed by service provider. This study contributes to
the structure of switching barriers by adding social ties as a type of social switching
barriers occurs through the sharing consumption of service between customers. The
three switching barriers’ components i.e. switching costs, attractiveness of
alternatives and social ties were expected to effect the relationships between

customer satisfaction and behavioral intention.

The growth of media and broadcasting industry has led to the growing

importance of service quality to the industry. However, academic research of service
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quality in pay TV context have not yet received sufficient attention, particularly in
Malaysia. This study is significant because it attempts to determine some varied
service quality determinants adapted from SERVQUAL’s five service quality
dimensions for Malaysia’s only satellite pay TV company, ASTRO. It is important
for service provider to know the attributes that are perceived attractive by customers
because this will contribute to the company’s strategic planning and investment

management.

Service provider must aware of customers’ switching behavior as it will
affect company’s profit and competitiveness. Therefore, one of the strategy to be
implemented is by focusing on customer satisfaction and the factors that could
strengthen or weaken the relationship between customer satisfaction and behavioral
intention. This research investigated the moderating role of three switching barriers’
components, namely switching costs, attractiveness of alternatives and social ties in
promoting or discouraging customer’s behavioral intention. Previous studies have to
a certain extent done this, but the results have been mixed. Thus, the findings from
the study would provide insights to guide service provider to identify strategic key

elements in order to get favourable behavior from customers.

Clearly, the results of the study would be of value to the company in the
development of organisational strategies, service quality improvements as well as
customer service management. In addition, since ASTRO’s current penetration rate
of household in Malaysia is 63% which is still low if compare to developed county
such as Taiwan with 70% (Chen & Kuo, 2009), the results can help the service
provider to understand the market condition better and strive marketing strategies to

penetrate more market.
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1.8 Definition of Key Terms

In this section, the conceptual definition for each of the research constructs is
presented. Besides that, the operational definition or the way the research variables

were assessed is explained.

1.8.1 Service Quality

Service quality is a measure of how well the service delivered matches
expectations (Gronroos, 1984). Park, Robertson, & Wu (2004) defined service
quality as consumer’s overall impression of the relative inferiority/superiority of the
organization and its services. In this study, service quality refer to customers’
perceived overall judgment of the excellence and the quality of service performance

of the pay TV service.

1.8.1.1 Tangibles

According to Parasuraman et al. (1985), tangible evidence in most cases of
service offerings are service provider’s physical facilities, equipment and personnel.
Adapting operationalization by Samen (2013) and Seth, Momaya, & Gupta (2008) in
the consumption of IS services, tangibles in this study is the appearance of physical
facilities, equipment, personnel and communication materials provided by pay TV

provider.

1.8.1.2 Reliability

Reliability is the capability of a service provider to provide a precise and
accurate service (Parasuraman et al., 1988). In the setting of pay TV which involve
less face-to-face interactions but more to the fulfilment of promised service,
reliability operationalization need to include technical quality in term of the ability of

supporting systems and devices used in order to deliver a reliable service. In the
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current study it is defined as the ability of pay TV service provider to deliver and

perform service accurately as promised.

1.8.1.3 Content Quality

Content quality is a significant predictor for customer to adopt a technology
in IS environment (Cheong & Park, 2005). Usefulness of content provided by service
provider will lead to perceived enjoyment by user which later bring customers’
positive attitude (Yang & Jun, 2002; Shin, 2009b). In the current study, content
quality refer to the ability of pay TV service provider to provide a good channel
offerings, that give information, enjoyment and benefits to customers. It include
items such as diversity of channels, flexibility of programs offered and adaptive

channel quality (Jan et al., 2012).

1.8.1.4 Customer Service

Customer service is an important factor for customer to evaluate service
provider’s quality and further make a repurchase (Chung & Lee, 2003). In the
industry with less face-to-face interactions between service provider and customer,
the way to create responsiveness and assurance is through customer service. Thus,
adapting definitions of responsiveness and assurance from Parasuraman et al. (1988),
in the current study customer service is operationalized as the willingness of pay TV
service provider’s customer service representative to help customers solve service

problems/questions and to inspire trust and confidence in using the service.

1.8.1.5 Convenience

Convenience that service provider gives to customer in using a particular
service is one of the factor that convince customer to adopt a technology (Shin,
2007). Therefore, it becomes a critical factor for customer in measuring company’s
service quality. In this study, convenience is operationalized as the degree to which
pay TV service operator provides flexible and comfortable facilities to suit
customers’ needs (Seth et al., 2008).
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1.8.1.6 Price

Zeithaml (1988) stated that customers refer on price when judging
product/service quality. In addition, due to the characteristic of service which is
intangibility, inseparability and heterogeneity, price becomes an important element to
be looked at. In the context of pay TV, price was found to be the main driver for
customer to switch service provider (Shin, 2009a). Price is defined as the customer’s
judgment about a service’s average price in comparison to its competitors (Chen et
al.,, 1994). Adapted from that, in the current study it refer to the customer’s

judgement about pay TV service’s price compare to its competitor.

1.8.1.7 Interactivity

The concept of interactivity focuses on the degree to which technology can
enable interaction of human in real time (Steuer, 1992). One of the reason customers
choose new media and technologies is because they can increase their interactivity
(Shin, 2007). In the current study it refer to the ability of pay TV service provider to
provide additional functions that enable customer to interact with television.

1.8.2 Customer Satisfaction

Customer satisfaction conceptually defined as the overall evaluation of
service provider’s performance experienced by customer over time (Fornell, 1992).
According to Oliver (1997), customer satisfaction was measure by two indicator
which is emotion-based and evaluative. Thus, the present study operationalized
customer satisfaction as the customer’s overall judgment of pay TV service provider

based on emotional and evaluative response.
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1.8.3 Switching Costs

Early conceptualization by Porter (1980) stated that switching costs as
customer perceptions regarding the time, money, and effort associated with changing
service providers. Indeed, it is a monetary and non-monetary loss costs that customer
need to confront in moving from one provider to another. In this study, switching
costs refer to customer perceptions regarding the time, money, and effort associated

with changing pay TV service providers (Lu et al., 2011).

1.8.4 Attractiveness of Alternatives

It is undeniable that attractiveness of other alternatives in the market will lead
to switching behavior (Yoo et al., 2009). Jones et al. (2000) defined it as customer
perceptions whether there are other provider that available in the market.
Operationally, in the present study it refers to the customer perception of the extent

to which other pay TV providers are available in the marketplace.

1.8.5 Social Ties

Tsai et al. (2006) conceptualized social interactions which refer to social ties
as a sense of belonging to a community. Social ties developed through interactions of
customers who are consuming the same service. In the current study, it refer to
customer’s perception of social bonds that is developed with other customers who

share same pay TV consumption.
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1.8.6 Repurchase Intention

Repurchase intention is defined as customers’ willingness to maintain the
relationship with a particular service provider and to make their next purchase in the
category from this service provider (Vazquez-Casielles et al., 2009). In the current
study, it refers to customer’s still continuing the contract with pay TV service

provider in the next time period.

1.8.7 Positive Recommendation

Positive recommendation is customer willingness to recommend a service
provider to other customers (Vazquez-Casielles et al., 2009). More precisely, it is
customer’s readiness to communicate about a service provider who is perceived not
to obtain monetary gain from so doing (Hest & Knie-Andersen, 2004). Adapting
from that definitions, in the current research it refers to the willingness to be giving
positive recommendation about pay TV service provider by an existing customer to

others without receiving monetary gain from the action.

1.8.8 Willingness to Pay More

Willingness to pay more is the intention of a customer to pay a higher price
than competitors charge for the benefits that the customer currently receives from the
service provider (Zeithaml et al., 1996). It also conceptualised as customer’s
willingness to pay the price premium in order to stay with the current vendor (Kim et
al., 2010). In the current study, it refers to customers’ willingness to continue
purchasing from the pay TV service provider despite an increase in price for the

benefits that their currently received.



22

1.9  Organisation of the Thesis

Background of the study, purpose and significance of research were discussed
in this chapter. Next, in chapter two the related literature is reviewed and discussed.
It starts by discussing the key variables in this study followed by the related theories
and finally the development of proposed hypotheses. Chapter 3 presents research
methodology in terms of research design, instrument development, and determination
of data analysis methods. Chapter 4 discusses the analysis of collected data based on
Partial Least Square (PLS), descriptive and inferential analysis. Finally, chapter 6
discusses the conclusion of research findings, including the contributions of the study

and directions for future research.



REFERENCES

Abrams, D., Ando, K. and Hinkle, S. (1998). Psychological Attachment to the
Group: Cross-cultural Differences in Organizational Identification and
Subjective Norms as Predictors of Workers” Turnover Intentions. Personality
and Social Psychology Bulletin. 24(10), 1027-1039.

Adat, N. and Noel, D.T. (2014). Customers’ Expectations and Perceptions of Service
Quality: The Case of a Retail Pharmacy Chain in South Africa. Mediterranean
Journal of Social Sciences. 5(20), 2648.

Ajzen, 1. (1985). From intentions to actions: A Theory of Planned Behavior. In Kuhl,
J. and Beckmann, J. Action Control From Cognition to Behavior. Berlin:
Springer.

Ajzen, |. (2002). Perceived Behavioral Control, Self-Efficacy, Locus of Control, and
the Theory of Planned Behavior. Journal of Applied Social Psychology. 32(4),
665-683.

Ajzen, 1. (1991). The Theory of Planned Behavior. Organizational Behavior and
Human Decision Processes. 50(2), 179-211.

Ajzen, I. and Fishbein, M. (1980). Understanding attitudes and predicting social
behavior, Englewood Cliffs, NJ: Prentice Hall.

Aksoy, L., Buoye, A. and Aksoy, P. (2013). A Cross-national Investigation of The
Satisfaction and Loyalty Linkage for Mobile Telecommunications Services
Across Eight Countries. Journal of Interactive Marketing. 27, 74-82.

Aladwani, A.M. and Palvia, P.C. (2002). Developing and Validating An Instrument
for Measuring User-perceived Web Quality. Information & Management. 39(6),
467-476.

Ali, F., Zhou, Y. and Hussain, K. (2016). Does Higher Education Service Quality
Effect Student Satisfaction, Image and Loyalty? A Study of International

Students in Malaysian Public Universities. Quality Assurance in Education.



206

24(1), 70-94.

Allen, N.J. and Meyer, J.P. (1990). The Measurement and Antecedents of Affective,
Continuance and Normative Commitment to The Organization. Journal of
Occupational Psychology. 63(1), 1-18.

Anderson, C.R. and Zeithaml, C.P. (1984). Stage of The Product Life Cycle,
Business Strategy, and Business Performance. Academy of Management
Journal. 27(1), 5-24.

Anderson, EW. and Fornell, C. (1994). A Customer Satisfaction Research
Prospectus. In Rust, R. T. and Oliver, R. L. Service quality: New directions in
theory and practice. Thousands Oaks, CA: Sage Publications, Inc.

Anderson, E.W., Fornell, C. and Lehmann, D.R. (1994). Customer Satisfaction,
Market Share, and Profitability: Findings from Sweden. The Journal of
Marketing. 58, 53-66.

Anderson, E.W. and Sullivan, M.W. (1993). The Antecedents and Consequences of
Customer Satisfaction for Firms. Marketing Science. 12(2), 125-143.

Andreassen, T.W. and Lindestad, B. (1998). Customer Loyalty and Complex
Services: The Impact of Corporate Image on Quality, Customer Satisfaction and
Loyalty for Customers with Varying Degrees of Service Expertise.
International Journal of Service Industry Management. 9(1), 7-23.

Armstrong, J.S. and Overton, T.S. (1977). Estimating Nonresponse Bias in Mail
Surveys. Journal of Marketing Research. 14, 396-402.

ASTRO Malaysia Holdings Bhd, (2015). Annual Report. Retrieved June 10, 2016,
from http://corporate.astro.com.my

Aydemir, S.D. and Gerni, C. (2011). Measuring Service Quality Of Export Credit
Agency in Turkey by Using Servqual. Procedia-Social and Behavioral
Sciences. 24, 1663-1670.

Aydin, S. and Ozer, G. (2005). How Switching Costs Affect Subscriber Loyalty in
The Turkish Mobile Phone Market: An Exploratory Study. Journal of Targeting
Measurement and Analysis for Marketing. 14(2), 141-155.

Aydin, S., Ozer, G. and Arasil, O. (2005). Customer Loyalty and The Effect of
Switching Costs as A Moderator Variable: A Case in The Turkish Mobile
Phone Market. Marketing Intelligence & Planning. 23(1), 89-103.

Babakus, E. and Boller, G.W. (1992). An Empirical Assessment of The



207

SERVQUAL Scale. Journal of Business Research. 24(3), 253-268.

Babbie, E. (2013). The Practice of Social Research. (13"ed.) Belmont:
CengageBrain.

Bagozzi, R.P., Yi, Y. and Phillips, L.W. (1991). Assessing Construct Validity in
Organizational Research. Administrative Science Quarterly. 36(3), 421-458.

Baker, D.A. and Crompton, J.L. (2000). Quality, Satisfaction and Behavioral
Intentions. Annals of Tourism Research. 27(3), 785-804.

Balabanis, G., Reynolds, N. and Simintiras, A. (2006). Bases of E-store Loyalty:
Perceived Switching Barriers and Satisfaction. Journal of Business Research.
59(2), 214-224.

Barclay, D., Higgins, C. and Thompson, R. (1995). The Partial Least Square (PLS)
Approach to Casual Modeling: Personal Computer Adoption and Use as An
Illustration. Technology. 2(2), 285-309.

Baron, R.M. and 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(6),
1173-1182.

Barsky, J. and Nash, L. (2002). Evoking Emotion: Affective Keys To Hotel Loyalty.
The Cornell Hotel and Restaurant Administration Quarterly. 43(1), 39-46.

Bei, L.T. and Chiao, Y.C. (2006). The Determinants of Customer Loyalty: An
Analysis of Intangible Factors in Three Service Industries. International
Journal of Commerce and Management. 16(3/4), 162-177.

Bendapudi, N. and Berry, L.L. (1997). Customers’ Motivations for Maintaining
Relationships with Service Providers. Journal of Retailing. 73(1), 15-37.

Bennett, R. and Rundle-Thiele, S. (2004). Customer Satisfaction Should not be The
Only Goal. Journal of Services Marketing. 18(7), 514-523.

Bezjian-Avery, A., Calder, B. and lacobucci, D. (1998). New Media Interactive
Advertising vs. Traditional Advertising. Journal of Advertising Research. 38,
23-32.

Bitner, M.J. (1990). Evaluating Service Encounters: The Effects of Physical
Surroundings and Employee Responses. The Journal of Marketing. 69-82.
Bitner, M.J. and Hubbert, A.R. (1994). Encounter Satisfaction Versus Overall

Satisfaction Versus Quality. In Rust, R. T. and Oliver, R. L. Service Quality:



208

New Directions in Theory and Practice (72-94). Thousand Oaks, California:
Sage Publications.

Blau, P.M. (1964). Exchange and Power in Social Life. (13" ed.). New Jersey:
Transaction Publishers.

Blut, M., Evanschitzky, H. and Backhaus, C. (2015). How Procedural, Financial and
Relational Switching Costs Affect Customer Satisfaction, Repurchase
Intentions, and Repurchase Behavior: A Meta-analysis. International Journal of
Research in Marketing. 32(2), 226-229.

Bolton, R.N. and Drew, JH. (1991). A Multistage Model of Customers’
Assessments of Service Quality and Value. Journal of Consumer Research.
375-384.

Boulding, W., Kalra, A., Staelin, R. and Zeithaml, V.A. (1993). A Dynamic Process
Model of Service Quality: From Expectations to Behavioral Intentions. Journal
of Marketing Research. 30(1), 7-27.

Bowen, J. (1990). Development of A Taxonomy of Services to Gain Strategic
Marketing Insights. Journal of the Academy of Marketing Science. 18(1), 43—
49,

Bowen, J.T. and Shoemaker, S. (1998). Loyalty: A Strategic Commitment. Cornell
Hotel and Restaurant Administration Quarterly. 39(1), 12-25.

Brady, M. K., Knight, G. A., Cronin Jr, J. J, Tomas, G., Hult, M. and Keillor, B. D.
(2005). Removing The Contextual Lens: A Multinational, Multi-setting
Comparison of Service Evaluation Models. Journal of Retailing. 81(3), 215—
230.

Brady, M.K. and Cronin Jr, J. J. (2001). Some New Thoughts on Conceptualizing
Perceived Service Quality: A Hierarchical Approach. The Journal of Marketing.
34-49.

Brown, J.J. and Reingen, P.H. (1987). Social Ties and Word-of-mouth Referral
Behavior. Journal of Consumer Research. 350-362.

Burnham, T.A. (1998). Measuring and Managing Consumer Switching Costs to
Improve Customer Retention in Continuous Services. PhD Thesis. University of
Texas at Austin.

Burnham, T.A., Frels, J.K. and Mahajan, V. (2003). Consumer Switching Costs: A

Typology, Antecedents, and Consequences. Journal of The Academy of



209

Marketing Science. 31(2), 109-126.

Buttle, F. (1996). SERVQUAL: Review, Critique, Research Agenda. European
Journal of marketing. 30(1), 8-32.

Cameron, T.A. and James, M.D. (1987). Estimating Willingness to Pay from Survey
Data: An Alternative Pre-test-market Evaluation Procedure. Journal of
Marketing Research. 389-395.

Carlson, K. and Winquist, J. (2014). An Introduction to Statistics: An Active
Learning Approach. United States of America: Sage Publications, Inc.

Carman, J.M. (1990). Consumer Perceptions of Service Quality: An Assessment of
The SERVQUAL Dimensions. Journal of Retailing. 66(1), 33.

Chang, Y.H. and Chen, F.Y. (2007). Relational Benefits, Switching Barriers and
Loyalty: A Study of Airline Customers in Taiwan. Journal of Air Transport
Management. 13(2), 104-109.

Chase, R.B. and Tansik, D.A. (1983). The Customer Contact Model for Organization
Design. Management Science. 29(9), 1037-1050.

Chavan, M. (2014). Exploring the Drivers of Service Quality Perceptions in The
Tertiary Education Sector: Comparing Domestic Australian and International
Asian Students. Journal of International Education in Business. 7(2), 150-180.

Chen, C.F. and Chen, F.S. (2010). Experience Quality, Perceived Value, Satisfaction
and Behavioral Intentions for Heritage Tourists. Tourism Management. 31(1),
29-35.

Chen, 1.J., Gupta, A. and Rom, W. (1994). A Study of Price and Quality in Service
Operations. International Journal of Service Industry Management. 5(2), 23—
33.

Chen, M.F. and Wang, L.H. (2009). The Moderating Role of Switching Barriers on
Customer Loyalty in The Life Insurance Industry. The Service Industries
Journal. 29(8), 1105-1123.

Chen, N.H., Huang, S. C. T., Shu, S. T. and Wang, T. S. (2013). Market
Segmentation, Service Quality, and Overall Satisfaction: Self-organizing Map
and Structural Equation Modeling Methods. Quality & Quantity. 47(2), 969—
987.

Chen, N.H. and Kuo, H.Y. (2009). Using Gray Relation and Quality Function

Deployment in Service Quality of the Cable TV. In Computer Science and



210

Information Engineering, 2009 WRI World Congress on. IEEE, 268-272.

Cheong, J.H. and Park, M. C. (2005). Mobile Internet Acceptance in Korea. Internet
Research. 15(2), 125-140.

Chin, W. (1998). The Partial Least Squares Approach to Structural Equation
Modeling. Modern Methods for Business Research. 295-358.

Chou, C.C,, Liu, L. J., Huang, S. F., Yih, J. M. and Han, T. C. (2011). An Evaluation
of Airline Service Quality Using the Fuzzy Weighted SERVQUAL Method.
Applied Soft Computing. 11(2), 2117-2128.

Chuan, C.L. (2006). Sample Size Estimation Using Krejcie and Morgan and Cohen
Statistical Power Analysis: A Comparison. Jurnal Penyelidikan IPBL. 7, 78-86.

Chung, I. K. and Lee, M.M. (2003). A Study of Influencing Factors for Repurchase
Intention in Internet Shopping Malls. In Parallel and Distributed Processing
Symposium, 2003. Proceedings. International. IEEE. 1-7.

Churchill, G.A. (1979). A Paradigm for Developing Better Measures of Marketing
Constructs. Journal of Marketing Research. 64—73.

Clow, K.E. and Vorhies, D.W. (1993). Building a Competitive Advantage for
Service Firms: Measurement of Consumer Expectations of Service Quality.
Journal of Services Marketing. 7(1), 22-32.

Cohen, J. (1988). Statistical Power Analysis for the Behavioral Sciences. New
Jersey: Routledge.

Colgate, M. and Lang, B. (2001). Switching Barriers in Consumer Markets: An
Investigation of The Financial Services Industry. Journal of Consumer
Marketing. 18(4), 332-347.

Cook, K.S. and Rice, E. (2006). Social Exchange Theory. Handbook of Social
Psychology. New York: Springer.

Crawford, G.S. and Shum, M., (2007). Monopoly Quality Degradation and
Regulation in Cable Television. Journal of Law and Economics. 50(1), 181-
219.

Cronin, J.J., Brady, M. K. and Hult, G. T. M. (2000). Assessing the Effects of
Quiality, Value, and Customer Satisfaction on Consumer Behavioral Intentions
in Service Environments. Journal of Retailing. 76(2), 193-218.

Cronin Jr, JJ. and Taylor, S.A. (1992). Measuring Service Quality: A

Reexamination and Extension. The Journal of Marketing. 55-68.



211

Cronin Jr, JJ. and Taylor, S.A. (1994). SERVPERF versus SERVQUAL:
Reconciling Performance-based  and Perceptions-minus-expectations
Measurement of Service Quality. The Journal of Marketing. 125-131.

Croshy, P.B. (1979). Quality is Free: The Art of Making Quality Certain. New York:
McGraw-H.

Dabholkar, P.A., Shepherd, C.D. and Thorpe, D.l. (2000). A Comprehensive
Framework for Service Quality: An Investigation of Critical Conceptual and
Measurement Issues Through A Longitudinal Study. Journal of Retailing.
76(2), 139-173.

Dabholkar, 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(1), 3-16.

Dagger, T. and David, M. (2012). Uncovering the Real Effect of Switching Costs on
the Satisfaction-loyalty Association: The Critical Role of Involvement and
Relationship Benefits. European Journal of Marketing. 46(3), 447-468.

Danjuma, |. and Rasli, A. (2012). Empirical Assesment of Service Quality
Dimension in Technology—based Universities. Jurnal Teknologi. 60, 71-76.

DeLone, W.H. and McLean, E.R. (1992). Information Systems Success: The Quest
for The Dependent Variable. Information Systems Research. 3(1), 60-95.

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.

Duijmelinck, D., Mosca, I. and Ven, W. van de. (2015). Switching Benefits and
Costs in Competitive Health Insurance Markets: A Conceptual Framework and
Empirical Evidence from The Netherlands. Health Policy. 119(5), 664-671.

Eagly, A.H. and Chaiken, S. (1993). The Psychology of Attitudes. Orlando: Harcourt
Brace Jovanovich College Publishers.

Edward, M., George, B.P. and Sarkar, S.K. (2010). The Impact of Switching Costs
Upon The Service Quality—perceived Value—customer Satisfaction—service
Loyalty chain: A Study in The Context of Cellular Services in India. Services
Marketing Quarterly. 31(2), 151-173.

Elliott, A. and Woodward, W. (2007). Statistical Analysis Quick Reference
Guidebook: With SPSS Examples, California: Sage Publications, Inc.



212

Emerson, R.M. (1962). Power-dependence Relations. American Sociological
Review. 31-41.

Erman, B. and Matthews, E.P. (2008). Analysis and Realization of IPTV Service
Quality. Bell Labs Technical Journal. 12(4), 195-212.

Fierro, J., Polo, I. and Olivan, F. (2014). From Dissatisfied Customers to Evangelists
of The Firm: A Study of The Spanish Mobile Service SSector. BRQ Business
Research Quarterly. 17, 191-204.

Finn, A. and Kayande, U. (1997). Consistency of The Relationship Between Retailer
Product and Service Quality. In 4th Recent Advances in Retailing and Services
Science Conference, Scottsdale, Arizona.

Fornell, C. (1992). A National Customer Satisfaction Barometer: The Swedish
Experience. The Journal of Marketing. 6-21.

Fornell, C. and Larcker, D.F. (1981). Evaluating Structural Equation Models with
Unobservable Variables and Measurement Error. Journal of Marketing
Research. 39-50.

Fullerton, G. (2003). When Does Commitment Lead to Loyalty? Journal of Service
Research. 5(4), 333-344.

Fullerton, G. and Taylor, S. (2002). Mediating, Interactive, and Non-linear Effects in
Service Quality and Satisfaction with Services Research. Canadian Journal of
Administrative Sciences/Revue Canadienne des Sciences de |’Administration.
19(2), 124-136.

Gao, L. and Bai, X., (2014). An Empirical Study on Continuance Intention of Mobile
Social Networking Services: Integrating The IS Success Model, Network
Externalities and Flow Theory. Asia Pacific Journal of Marketing and
Logistics. 26(2), 168-189.

Geisser, S. (1974). A Predictive Approach to The Random Effect Model. Biometrika.
61(1), 101-107.

Gerhard, M., Christ, B. and Deon, N. (1997). The Dimensions of Service Quality:
The original European Perspective Revisited. Service Industries Journal. 17(1),
173-189.

Ghazali, E., Nguyen, B., Mutum, D. S. and Mohd-Any, A. A. (2016). Constructing
Online Switching Barriers: Examining The Effects of Switching Costs and

Alternative Attractiveness on E-store Loyalty in Online Pure-play Retailers.



213

Electronic Markets. 26, 157-171.

Giovanis, A. (2016). The Role of Corporate Image and Switching Barriers in The
Service Evaluation Process: Evidence from The Mobile Telecommunications
Industry. EuroMed Journal of Business. 11(1), 132—-158.

Goldsmith, R., Flynn, L. and Kim, D. (2010). Status Consumption and Price
Sensitivity. Journal of Marketing Theory and Practice. 18(4), 323-338.

Goode, M.M.H. and Harris, L.C. (2007). Online Behavioural Intentions: An
Empirical Investigation of Antecedents and Moderators. European Journal of
Marketing. 41(5/6), 512-536.

Goodhue, D. (2006). PLS, Small Sample Size, and Statistical Power in MIS
Research. In 39th Hawaii International Conference on System Sciences. 1-10.

Graham, J. (2012). Missing Data: Analysis and Design. New York: Springer.

Gremler, D.D. (1995). The Effect of Satisfaction, Switching Costs, and Interpersonal
Bonds on Service Loyalty. PhD Thesis. Arizona State University.

Gronroos, C. (1984). A Service Quality Model and Its Marketing Implications.
European Journal of marketing. 18(4), 36-44.

Gronroos, C. (1982). Strategic Management and Marketing In The Service Sector.
Massachusetts: Marketing Science Institute Cambridge.

Guerrero, L., Colomer, Y., Guardia, M. D., Xicola, J. and Clotet, R. (2000).
Consumer Attitude Towards Store Brands. Food Quality and Preference. 11(5),
387-395.

Guiltinan, J.P. (1989). A Classification of Switching Costs with Implications for
Relationship Marketing. In AMA Winter Educators’ Conference: Marketing
Theory and Practice. Chicago: American Medical Association, 216-220.

Hair, Jr. J. F., Hult, G. T. M, Ringle, C. M. and Sarstedt, M., (2011). PLS-SEM:
Indeed A Silver Bullet. Journal of Marketing Theory and Practice, 19(2), 139-
151.

Hair, Jr. J. F., Ringle, C. M. and Sarstedt, M., (2014). A primer on partial least
squares structural equation modeling (PLS-SEM) California: SAGE
Publications, Inc.

Hair, Jr. J. F., Black, W. C., Babin, B. J., Anderson, R. E. and Tatham, R.L. (2010).
Multivariate Data Analysis (7th ed.) New Jersey: Pearson Prentice Hall.

Han, H. and Ryu, K., (2012). Key Factors Driving Customers’ Word-of-Mouth



214

Intentions in Full-Service Restaurants: The Moderating Role of Switching
Costs. Cornell Hospitality Quarterly. 53(2), 96-1009.

Hellier, P.K., Geursen, G. M., Carr, R. A. and Rickard, J. A. (2003). Customer
Repurchase Intention: A General Structural Equation Model. European Journal
of Marketing. 37(11/12), 1762-1800.

Hennig-Thurau, T., Gwinner, K.P. and Gremler, D.D. (2002). Understanding
Relationship Marketing Outcomes An Integration of Relational Benefits and
Relationship Quality. Journal of Service Research. 4(3), 230-247.

Henseler, J. (2007). A New and Simple Approach to Multi-group Analysis in Partial
Least Squares Path Modeling. Retrieved on May 23, 2014, from
http://doc.utwente.nl/91756/1/PLS_07_Henseler_Multi-Group_Analysis.pdf

Henseler, J. (2012). PLS-MGA: A Non-Parametric Approach to Partial Least
Squares-based Multi-Group Analysis. In Gaul, W. A., Geyer-Schulz, A,
Schmidt-Thieme, L. and Kunze, J. Challenges at the interface of data analysis,
Computer Science, and Optimization Studies in Classification, Data Analysis,
and Knowledge Organization. (495-501) .

Henseler, J. and Fassott, G. (2010). Testing Moderating Effects in PLS Path Models:
An Illustration of Available Procedures. In Vinzi, V. E., Chin, W. W., Henseler,
J. and Wang, H. Handbook of Partial Least Squares. (713-735).

Henseler, J., Ringle, C. and Sinkovics, R. (2009). The Use of Partial Least Squares
Path Modeling in International Marketing. Advances in International
Marketing. 20, 277-319.

Herrmann, A., Huber, F., Sivakumar, K. and Wricke, M. (2004). An Empirical
Analysis of The Determinants of Price Tolerance. Psychology & Marketing.
21(7), 533-551.

Hirschman, A.O. (1970). Exit, Voice, and Loyalty: Responses to Decline in Firms,
Organizations, and States. Cambridge: Harvard University Press.

Ho, R. (2013). Handbook of Univariate and Multivariate Data Analysis with IBM
SPSS. Florida: Taylor & Francis Group.

Hoffman, D.L. and Novak, T.P. (1996). Marketing in Hypermedia Computer-
Mediated Environments: Conceptual Foundations. The Journal of Marketing.
50-68.

Holloway, B.B. and Beatty, S.E., (2003a). Service Failure in Online Retailing A



215

Recovery Opportunity. Journal of Service Research. 6(1), 92-105.

Holloway, B.B. & Beatty, S.E., (2003b). The Role of Switching Barriers in The
Online Service Recovery Process. PhD Thesis. The University of Alabama.

Homans, G.C. (1974). Social Behavior: Its Elementary Forms. Harcourt Brace.

Homans, G.C. (1958). Social Behavior As Exchange. American Journal of
Sociology. 597-606.

Homburg, C., Hoyer, W.D. and Koschate, N. (2005). Customers’ Reactions to Price
Increases: Do Customer Satisfaction and Perceived Motive Fairness Matter?
Journal of the Academy of Marketing Science. 33(1), 36-49.

Homburg, C., Koschate, N. and Hoyer, W.D. (2005). Do Satisfied Customers Really
Pay More? A Study of The Relationship Between Customer Satisfaction and
Willingness to Pay. Journal of Marketing. 84—96.

Hossain, M. and Dwivedi, Y. (2015). Determining The Consequents of Bank’s
Service Quality with Mediating and Moderating Effects: An Empirical Study.
Total Quality Management & Business Excellence. 26(6), 661-674.

Hossain, M.M. and Suchy, N.J. (2013). Influence of Customer Satisfaction on
Loyalty: A Study on Mobile Telecommunication Industry. Journal of Social
Sciences. 9(2), 73.

Hest, V. and Knie-Andersen, M. (2004). Modeling Customer Satisfaction in
Mortgage Credit Companies. International Journal of Bank Marketing. 22(1),
26-42.

Hsu, C.-L. and Lu, H.-P. (2007). Consumer Behavior in Online Game Communities:
A Motivational Factor Perspective. Computers in Human Behavior. 23(3),
1642-1659.

Hunt, H.K. (1977). CS/D-Overview and Future Directions. In Conceptualization
and Measurement of Consumer Satisfaction and Dissatisfaction. Proceedings of
Conference. Marketing Science Institute. 455-488.

Hussain, R., Al Nasser, A. and Hussain, Y.K. (2015). Service Quality and Customer
Satisfaction of A UAE-based Airline: An Empirical Investigation. Journal of
Air Transport Management. 42, 167-175.

lacobucci, D., Ostrom, A. and Grayson, K. (1995). Distinguishing Service Quality
and Customer Satisfaction: The Voice of The Consumer. Journal of Consumer
Psychology. 4(3), 277-303.



216

Ibafez, V., Hartmann, P. and Calvo, P. (2006). Antecedents of Customer Loyalty in
Residential Energy Markets: Service Quality, Satisfaction, Trust and Switching
Costs. The Service Industries Journal. 26(6), 633-650.

Idrus, S.M. and Abidin, A.F.B.Z. (2008). Interactive Television In Malaysia. In M.
S.ASS, S. M. Idrus, & F. Mohamad. Communication Services in Malaysia.
Johor, Malaysia: Universiti Teknologi Malaysia.

Imenda, S. (2014). Is There a Conceptual Difference between Theoretical and
Conceptual Frameworks? Journal of Social Sciences. 38(2), 185-195.

Irvin, M. (2015). Malaysia Entertainment and Media Outlook 2015 -2019. Retrieved
on April 10, 2016, from https://www.pwc.com/my

Jacobs, R. (1995). Exploring The Determinants of Cable Television Subscriber
Satisfaction. Journal of Broadcasting & Electronic Media. 39(2), 262-274.

Jaiswal, A.K. and Niraj, R. (2011). Examining Mediating Role of Attitudinal Loyalty
and Nonlinear Effects in Satisfaction-Behavioral Intentions Relationship.
Journal of services marketing. 25(3), 165-175.

Jan, P.T., Lu, H.P. and Chou, T.C. (2012). Measuring The Perception Discrepancy of
The Service Quality Between Provider and Customers in The Internet Protocol
Television industry. Total Quality Management & Business Excellence. 23(7—
8), 981-995.

Jang, H.Y. and Noh, M.J. (2011). Customer Acceptance of IPTV Service Quality.
International Journal of Information Management. 31(6), 582-592.

Jen, W., Tu, R. and Lu, T. (2011). Managing Passenger Behavioral Intention: An
Integrated Framework for Service Quality, Satisfaction, Perceived Value, and
Switching Barriers. Transportation. 38(2), 321-342.

John, J., Yatim, F.M. and Mani, S.A. (2011). Measuring Service Quality of Public
Dental Health Care Facilities in Kelantan, Malaysia. Asia-Pacific Journal of
Public Health. 23(5), 742—753.

John, L. (2010). Global Digital Television Forecast: 1H’10. Retrieved on January
2011, from https://www.strategyanalytics.com

Johnson, M.D. and Fornell, C. (1991). A Framework for Comparing Customer
Satisfaction Across Individuals and Product Categories. Journal of Economic
Psychology. 12(2), 267-286.

Johnson, M.P. (1982). Social and Cognitive Features of The Dissolution of



217

Commitment to Relationships. Personal Relationships. 4, 51-73.

Jones, M.A., Reynolds, K.E., Mothersbaugh, D.L. and Beatty, S.E. (2007). The
Positive and Negative Effects of Switching Costs on Relational Outcomes.
Journal of Service Research. 9(4), 335-355.

Jones, M.A. and Beatty, S.E. (1998). Satisfaction and Repurchase Intentions in The
Service Industry: The Moderating Influence of Switching Barriers. PhD Thesis.
The University of Alabama.

Jones, M.A., Mothersbaugh, D.L. and Beatty, S.E. (2000). Switching Barriers and
Repurchase Intentions in Services. Journal of Retailing. 76(2), 259-274.

Jones, M.A., Mothersbaugh, D.L. and Beatty, S.E. (2002). Why Customers Stay:
Measuring The Underlying Dimensions of Services Switching Costs and
Managing Their Differential Strategic Outcomes. Journal of Business Research.
55(6), 441-450.

Jones, T.0. (1996). Why Satisfied Customers Defect. Journal of Management in
Engineering. 12(6), 11.

Jones, T.O. and Sasser, W.E. (1995). Why Satisfied Customers Defect. Harvard
Business Review. 73, 88.

Kanuk, L. and Berenson, C. (1975). Mail Surveys and Response Rates: A Literature
Review. Journal of Marketing Research. 12(4), 440-453.

Kassim, N. and Abdullah, N.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.

Katz, E. and Lazarsfeld, P. (1955). Personal Influence. New York: Free Press.

Kim, H.-W., Choi, S. and Kim, K.-H. (2010). Examining Online Switching Costs
over Search Product and Experience Product Contexts. Proceedings of the
Pacific Asia Conference on Information Systems. 9-12 July. Taipei, Taiwan.
260-271

Kim, M., Wong, S.F., Chang, Y. and Park, J.H. (2016). Determinants of Customer
Loyalty in The Korean Smartphone Market: Moderating Effects of Usage
Characteristics. Telematics and Informatics. 33(4), 936-949.

Kim, M.K., Park, M.C. and Jeong, D.H. (2004). The Effects of Customer

Satisfaction and Switching Barrier on Customer Loyalty in Korean Mobile



218

Telecommunication Services. Telecommunications Policy. 28(2), 145-160.

Kim, Y.K. and Lee, H.R. (2011). Customer Satisfaction Using Low Cost Carriers.
Tourism Management. 32(2), 235-243.

Klemperer, P. (1995). Competition When Consumers Have Switching Costs: An
Overview with Applications to Industrial Organization, Macroeconomics, and
International Trade. The Review of Economic Studies. 62(4), 515-539.

Klemperer, P. (1987). Entry Deterrence in Markets with Consumer Switching Costs.
The Economic Journal. 97, 99-117.

Kline, R.B. (2011). Principles and Practice of Structural Equation Modeling. New
York: Guilford press.

Kock, N. and Lynn, G. (2012). Lateral Collinearity and Misleading Results in
Variance-based SEM: An lllustration and Recommendations. Journal of The
Association for Information Systems. 13(7), 546-580.

Kollock, P. (1994). The Emergence of Exchange Structures: An Experimental Study
of Uncertainty, Commitment, and Trust. American Journal of Sociology.
100(2), 313-345.

Koltko-Rivera, M.E. (2006). Rediscovering The Later Version of Maslow’s
Hierarchy of Needs: Self-Transcendence and Opportunities for Theory,
Research, and Unification. Review of General Psychology. 10(4), 302.

Kotler, P., Keller, K.L., Ang, S.H., Leong, S.M. and Tan, C.T. (2009). Marketing
Management An Asian Perspective. Singapore: Prentice Hall. , 5th ed.

Krejcie, R. V and Morgan, D.W. (1970). Determining Sample Size for Research
Activities. Educational and Psychological Measurement. 30, 607-610.

Kuo, Y.F., Wu, C.M. and Deng, W.J. (2009). The Relationships Among Service
Quality, Perceived Value, Customer Satisfaction, and Post-Purchase Intention
in Mobile Value-Added Services. Computers in Human Behavior. 25(4), 887—
896.

Ladhari, R. (2009a). A Review of Twenty Years of SERVQUAL Research.
International Journal of Quality and Service Sciences. 1(2), 172-198.

Ladhari, R. (2009b). Service Quality, Emotional Satisfaction, and Behavioural
Intentions: A Study in The Hotel Industry. Managing Service Quality. 19(3),
308-331.

Ladhari, R. (2007). The Effect of Consumption Emotions on Satisfaction and



219

Word-of-Mouth Communications. Psychology & Marketing. 24(12), 1085—
1108.

Ladhari, R., Brun, I. and Morales, M. (2008). Determinants of Dining Satisfaction
and Post-Dining Behavioral Intentions. International Journal of Hospitality
Management. 27(4), 563-573.

Lam, S.S.K. (1997). SERVQUAL: A Tool for Mecasuring Patients’ Opinions of
Hospital Service Quality in Hong Kong. Total Quality Management. 8(4), 145—
152.

Lam, S.Y., Shankar, V., Erramilli, M.K. and Murthy, B. (2004). Customer Value,
Satisfaction, Loyalty, and Switching Costs: An Illustration from A Business-to-
Business Service Context. Journal of the Academy of Marketing Science. 32(3),
293-311.

Lam, T.K.P. (2002). Making Sense of SERVQUAL’s Dimensions to The Chinese
Customers in Macau. Journal of Market-Focused Management. 5(1), 43-58.
Lawler, E.J., Thye, S.R. and Yoon, J. (2000). Emotion and Group Cohesion in

Productive Exchange. American Journal of Sociology. 106(3), 616-657.

Lee, G.-G. and Lin, H.-F. (2005). Customer Perceptions of E-Service Quality in
Online Shopping. International Journal of Retail & Distribution Management.
33(2), 161-176.

Lee, J., Lee, J. and Feick, L. (2001). The Impact of Switching Costs on The
Customer Satisfaction-Loyalty Link: Mobile Phone Service in France. Journal
of Services Marketing. 15(1), 35-48.

Lee, S., Park, E., Kwon, S.J. and Pobil, A.P. (2015). Antecedents of Behavioral
Intention to Use Mobile Telecommunication Services: Effects of Corporate
Social Responsibility and Technology Acceptance. Sustainability. 7(8), 11345-
11359.

Lee, S., Park, E. and Brown, J. (2015). Determinants of IPTV Diffusion. Telematics
and Informatics. 32(3), 439-446.

Lee, T. (2005). The Impact of Perceptions of Interactivity on Customer Trust and
Transaction Intentions in Mobile Commerce. Journal of Electronic Commerce
Research. 6(3), 165-180.

Lee, W.K. (2015). ABNxcess — Just Another Hiccup or Is The End Near? The Sun
Daily. Retrieved on May 23, 2016 from http://www.thesundaily.my.



220

Lehtinen, U. and Lehtinen, J.R. (1982). Service Quality: A Study of Quality
Dimensions. New York: Service Management Institute.

Lehtinen, U. and Lehtinen, J.R. (1991). Two Approaches to Service Quality
Dimensions. Service Industries Journal. 11(3), 287-303.

Levinger, G. (1991). Commitment vs. Cohesiveness: Two Complementary
Perspectives. In Jones, W.H. and Perlman, D. Advances in Personal
Relationships. 145-150. London: Jessica Kingsley.

Lewin, K. and Cartwright, D. (1951). Field Theory in Social Science. Oxford,
England: Harpers Field.

Li, C. (2015). Switching Barriers and Customer Retention: Why Customers
Dissatisfied With Online Service Recovery Remain Loyal. Journal of Service
Theory and Practice. 25(4), 370-393.

Li, C. and Zhang, J. (2015). Program Quality Competition in Broadcasting Markets.
Journal of Public Economic Theory. 18(4), 1-24.

Liang, T.-P. and Wei, C.-P. (2004). Introduction to The Special Issue: Mobile
Commerce Applications. International Journal of Electronic Commerce. 8(3),
7-17.

Lim, H., Widdows, R. and Park, J. (2006). M-Loyalty: Winning Strategies for
Mobile Carriers. Journal of Consumer Marketing. 23(4), 208-218.

Liu, C.T., Guo, Y.M. and Lee, C.H. (2011). The Effects of Relationship Quality and
Switching Barriers on Customer Loyalty. International Journal of Information
Management. 31(1), 71-79.

Lohr, S. (2008). Coverage and Sampling. International Handbook of Survey
Methodology. New York: Wiley.

Lu, T., Tu, R. and Jen, W. (2011). The Role of Service Value and Switching Barriers
in An Integrated Mode of Behavioural Intentions. Total Quality Management &
Business Excellence. 22(10), 1071-1089.

Lu, Y., Zhang, L. and Wang, B. (2009). A Multidimensional and Hierarchical Model
of Mobile Service Quality. Electronic Commerce Research and Applications.
8(5), 228-240.

MacCallum, R.C. (1995). Model Specification: Procedures, Strategies, and Related
Issues. In Hoyle, R.H. Structural Equation Modeling: Concepts, Issues, and

Applications. Thousand Oaks, California: Sage Publications, Inc.



221

MacKenzie, S., Podsakoff, P. and Jarvis, C. (2005). The Problem of Measurement
Model Misspecification in Behavioral and Organizational Research and Some
Recommended Solutions. Journal of Applied Psychology. 90(4), 710-730.

Malhotra, N.K., John, L. Shaw. M and Peter, O. (2004). Essentials of Marketing
Research: An Applied Orientation. Frenchs Forest, NSW: Pearson Education
Australia.

Malhotra, N., Kim, S. and Patil, A. (2006). Common Method Variance in IS
Research: A Comparison of Alternative Approaches and A Reanalysis of Past
Research. Management Science. 52(12), 1865-1883.

Martinez, J.A. and Martinez, L. (2010). Some Insights on Conceptualizing and
Measuring Service Quality. Journal of Retailing and Consumer Services. 17(1),
29-42.

Martinez Caro, L. and Martinez Garcia, J.A. (2007). Measuring Perceived Service
Quality in Urgent Transport Service. Journal of Retailing and Consumer
Services. 14(1), 60-72.

Maslow, A.H., Frager, R. and Fadiman, J. (1970). Motivation and Personality. New
York: Harper & Row.

Matos, C.A. de, Henrique, J.L. and Rosa, F. de. (2013). Customer Reactions to
Service Failure and Recovery in The Banking Industry: The Influence of
Switching Costs. Journal of Services Marketing. 27(7), 526-538.

Matzler, K., Strobl, A., Thurner, N. and Fuller, J. (2015). Switching Experience,
Customer Satisfaction, and Switching Costs in the ICT Industry. Journal of
Service Management. 26(1), 117-136.

Mayo, J.W. and Otsuka, Y., 1991. Demand, Pricing, and Regulation: Evidence from
The Cable TV Industry. The RAND Journal of Economics. 396-410.

McAlexander, J.H., Schouten, J.W. and Koenig, H.F. (2002). Building Brand
Community. The Journal of Marketing. 38-54.

McClure, N.R., Kiecker, P. and Wood, V.R. (1998). Is Price A Signal of Service
Quality? Challenging Conventional Wisdom in The Health Care Industry.
Journal of Nonprofit & Public Sector Marketing. 5(4), 27-47.

McDougall, G.H.G. and Levesque, T.J. (1995). A Revised View of Service Quality
Dimensions. Journal of Professional Services Marketing. 11(1), 189-210.

Mittal, B. and Lassar, W.M. (1996). The Role of Personalization in Service



222

Encounters. Journal of Retailing. 72(1), 95-1009.

Mittal, V. and Kamakura, W.A. (2001). Satisfaction, Repurchase Intent, and
Repurchase Behavior: Investigating The Moderating Effect of Customer
Characteristics. Journal of Marketing Research. 131-142.

Mohamad, F. and Choe, F.S. (2008). Internet Based Television Service in Malaysia.
In Mohd, S. A. S,, Idrus, S. M. and Mohamad, F. Communication Services in
Malaysia. Johor, Malaysia: Universiti Teknologi Malaysia.

Mohammadi, A. and Mohammadi, J. (2014). Educational Service Quality in Zanjan
University of Medical Sciences from Students’ Point of View. World Journal of
Education. 4(5), 86-93.

Mohd, S.A.S. and Abdullah, A. (2008). Commercial Television System in Malaysia.
In Mohd, S. A. S,, Idrus, S. M. and Mohamad, F. Communication Services in
Malaysia. Johor, Malaysia: Universiti Teknologi Malaysia.

Mohd, S.A.S. and Jin, C.R. (2008). Cable Television System In Malaysia. In Mohd,
S. A. S, Idrus, S. M. and Mohamad, F. Communication Services in Malaysia.
Johor, Malaysia: Universiti Teknologi Malaysia.

Molm, L.D., Takahashi, N. and Peterson, G. (2000). Risk and Trust in Social
Exchange: An Experimental Test of A Classical Proposition. American Journal
of Sociology. 105(5), 1396-1427.

Morash, E.A. and Ozment, J. (1994). Toward Management of Transportation Service
Quality. Logistics and Transportation Review. 30(2), 115-126.

Muniz, J.A.M. and O’guinn, T.C. (2001). Brand Community. Journal of Consumer
Research. 27(4), 412-432.

Nadzari, N.N., 2012. MiTV lancar TV mudah alih. Utusan Malaysia. Retrieved on
July 20, 2013 from http://www.utusan.com.my.

Nagengast, L., Evanschitzky, H., Blut, M. and Rudolph, T. (2014). New Insights in
the Moderating Effect of Switching Costs on the Satisfaction—Repurchase
Behavior Link. Journal of retailing. 90(3), 408-427.

Nault, B.R. and Dexter, A.S. (1995). Added Value and Pricing with Information
Technology. MIS Quarterly. 19(4), 449-464.

Newton, R. and Rudestam, K. (2012). Your Statistical Consultant: Answers to Your
Data Analysis Questions. New York: Sage Publications, Inc.

Nguyen, N. and LeBlanc, G. (1998). The Mediating Role of Corporate Image on



223

Customers’ Retention Decisions: An Investigation in Financial Services.
International Journal of Bank Marketing. 16(2), 52—-65.

Nunally, J. and Bernstein, 1. (1994). Psychometric Theory (3ed.). New York:
McGraw-Hill.

Ocloo, C. and Tsetse, E. (2013). Customer Retention in The Ghanaian Mobile
Telecommunication Industry. European Journal of Business and Social
Sciences. 2(7), 136-160.

Oliver, R.L. (1980). A Cognitive Model of The Antecedents and Consequences of
Satisfaction Decisions. Journal of Marketing Research. 460-469.

Oliver, R.L. (1993). A Conceptual Model of Service Quality and Service
Satisfaction: Compatible Goals, Different Concepts. Advances in Services
Marketing and Managemen.. 2, 65-85.

Oliver, R.L. (1997). Satisfaction: A Behavioral Perspective on The Consumer. New
York : Irwin-McGraw-Hill.

Oliver, R.L. (2010). Satisfaction: A Behavioral Perspective on The Consumer. (2"
ed.). New York: Routledge.

Onkuvisit, S. and Shaw, J.J. (1991). Is Service Marketing Really Different. Journal of
Professional Services Marketing. 7(2), 3-17.

Pakdil, F. and Aydin, O. (2007). Expectations and Perceptions in Airline Services:
An Analysis Using Weighted SERVQUAL Scores. Journal of Air Transport
Management. 13(4), 229-237.

Parasuraman, A., Berry, L. & Zeithaml, V. (1991). Refinement and Reassessment of
The SERVQUAL Scale. Journal of Retailing. 67(4), 420-450.

Parasuraman, A., Zeithaml, V.A. and Berry, L.L. (1985). A Conceptual Model of
Service Quality and Its Implications for Future Research. The Journal of
Marketing. 49(4), 41-50.

Parasuraman, A., Zeithaml, V.A. and Berry, L.L. (1994a). Alternative Scales for
Measuring Service Quality: A Comparative Assessment Based on Psychometric
and Diagnostic Criteria. Journal of Retailing. 70(3), 201-230.

Parasuraman, A., Zeithaml, V.A. and Berry, L.L. (1994b). Moving Forward in
Service Quality Research: Measuring Different Customer-Expectation Levels,
Comparing Alternative Scales, and Examining The Performance-Behavioral

Intentions Link. Massachusetts: Marketing Science Institute.



224

Parasuraman, A., Zeithaml, V.A. and Berry, L.L. (1994c). Reassessment of
Expectations as A Comparison Standard in Measuring Service Quality:
Implications for Further Research. The Journal of Marketing. 58(1), 111-124.

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(1), 12-40.

Park, J.W., Robertson, R. and Wu, C.L. (2006). Modelling The Impact of Airline
Service Quality and Marketing Variables on Passengers’ Future Behavioural
Intentions. Transportation Planning and Technology. 29(5), 359-381.

Park, J.W., Robertson, R. and Wu, C.L. (2004). The Effect of Airline Service
Quality on Passengers’ Behavioural Intentions: A Korean Case Study. Journal
of Air Transport Management. 10(6), 435-439.

Patterson, P.G. and Smith, T. (2003). A Cross-Cultural Study of Switching Barriers
and Propensity to Stay with Service Providers. Journal of Retailing. 79(2), 107—
120.

Ping, R.A. (1993). The Effects of Satisfaction and Structural Constraints on Retailer
Exiting, Voice, Loyalty, Opportunism, and Neglect. Journal of Retailing. 69(3),
320-352.

Pinsonneault, A. and Kraemer, K. (1993). Survey Research Methodology in
Management Information Systems: An Assessment. Journal of Management
Information System. 10(2), 75-105.

Podsakoff, P., Mackenzie, M., Scott, B., Lee, J.Y., Podsakoff, P. (2003). Common
Method Biases in Behavioral Research: A Critical Review of the Literature and
Recommended Remedies. Journal of Applied Psychology. 88(5), 879-903.

Podsakoff, P. and Organ, D. (1986). Self-Reports in Organizational Research:
Problems and Prospects. Journal of Management. 12(4), 531-544.

Porter, M.E. (1980). Competitive Strategy: Techniques for Analyzing Industries and
Competitors (1% ed.), New York: The Free Press.

Ramsaran-Fowdar, R. (2007). Developing A Service Quality Questionnaire for The
Hotel Industry in Mauritius. Journal of Vacation Marketing. 13(1), 19-27.
Ranaweera, C. and Prabhu, J. (2003). The Influence of Satisfaction, Trust and

Switching Barriers on Customer Retention in A Continuous Purchasing Setting.

International Journal of Service Industry Management. 14(4), 374-395.



225

Rao, A.R. and Bergen, M.E. (1992). Price Premium Variations as A Consequence of
Buyers’ Lack of Information. Journal of Consumer Research. 412-423.

Reichheld, F. and Teal, T. (2001). The Loyalty Effect: The Hidden Force Behind
Growth, Profits, and Lasting Value. United States of America: Harvard
Business Press.

Reichheld, F.F. and Sasser Jr, W.E. (1990). Zero Defections: Quality Comes to
Services. Harvard Business Review. 3(4), 106.

Rice, R.E. (1984). The New media: Communication, Research, and Technology.
Beverly Hills: Sage.

Roberts, W.A. (1989). Towards an Understanding of Relational Commitment. PhD
Thesis. Arizona States University.

Robinson, G.J. and Lundstrom, W. (2012). Delight, Satisfaction, and Behavioral
Intentions in A Hospital Setting: The Role of Environmental and Interpersonal
Services. PhD Thesis. Ohio: Cleveland State University.

Rod, M. and Ashill, N. (2009). An Examination of The Relationship Between
Service Quality Dimensions, Overall Internet Banking Service Quality and
Customer Satisfaction: A New Zealand Study. Marketing Intelligence &
Planning. 27(1), 103-126.

Roy, S., Tarafdar, M, Ragu-Nathan, T.S. and Marsillac, E. (2012). The Effect of
Misspecification of Reflective and Formative Constructs in Operations and
Manufacturing Management Research. The Electronic Journal of Business
Research Methods. 10(1), 34-52.

Rusbult, C.E., Olsen, N., Davis, J.L. and Hannon, P.A. (2001). Commitment and
Relationship Maintenance Mechanism. In John H. H. and Wenzel, A. Close
Romantic Relationships: Maintenance and Enhancement. (87-104). London:
Lawrence Erlbaum Associates.

Rusbult, C.E. (1983). A Longitudinal Test of The Investment Model: The
Development (And Deterioration) of Satisfaction and Commitment in
Heterosexual Involvements. Journal of Personality and Social Psychology;
Journal of Personality and Social Psychology. 45(1), 101.

Rusbult, C.E. (1980). Commitment and Satisfaction in Romantic Associations: A
Test of The Investment Model. Journal of Experimental Social Psychology.
16(2), 172-186.



226

Rusbult, C.E., Martz, J.M. and Agnew, C.R. (1998). The Investment Model Scale:
Measuring Commitment Level, Satisfaction Level, Quality of Alternatives, and
Investment Size. Personal Relationships. 5(4), 357-387.

Rust, R.T. and Oliver, R.L. (1994a). Service Quality: Insights and Managerial
Implication from The Frontier. New York: Sage Publications.

Rust, R.T. and Oliver, R.L. (1994b). Service Quality: New Directions in Theory and
Practice. California: Sage Thousand Oaks.

Rust, R.T. and Williams, D.C. (1994). How Length of Patronage Affects The Impact
of Customer Satisfaction on Repurchase Intention. Journal of Consumer
Satisfaction, Dissatisfaction, and Complaining Behavior. 7, 107-113.

De Ruyter, K., Wetzels, M. and Bloemer, J. (1998). On The Relationship Between
Perceived Service Quality, Service Loyalty and Switching Costs. International
Journal of Service Industry Management. 9(5), 436-453.

Saghier, N.M, (2013). Managing Service Quality: Dimensions of Service Quality: A
Study in Egypt. Standard Research Journal of Business Management. 1(3), 82—
89.

Salant, P. and Dillman, D.A. (1994). How to Conduct Your Own Survey, New York:
John Wiley & Sons, Inc.

Samen, A.A.-E., Akroush, M. and Abu-Lail, B. (2013). Mobile SERVQUAL: A
Comparative Analysis of Customers’ and Managers’ Perceptions. International
Journal of Quality & Reliability Management. 30(4), 403-425.

Samuelson, W. and Zeckhauser, R. (1988). Status Quo Bias in Decision Making.
Journal of Risk and Uncertainty. 1(1), 7-59.

Saunders, M., Lewis, P. and Thornhill, A. (2012). Research Methods For Business
Students (6" ed.), England: Pearson Education Limited.

Seiders, K., Voss, G.B., Grewal, D. and Godfrey, A.L. (2005). Do Satisfied
Customers Buy More? Examining Moderating Influences in A Retailing
Context. Journal of Marketing. 69(4), 26-43.

Sekaran, U. (2009). Research Methods for Business: A skill building approach
Fifth., United Kingdom: Wiley. com.

Seth, A., Momaya, K. and Gupta, H. (2008). Managing the Customer Perceived
Service Puality for Cellular Mobile Telephony: An Empirical Investigation.
Vikalpa. 33(1), 19-34.



227

Seth, N., Deshmukh, S.G. and Vrat, P. (2005). Service Quality Models: A Review.
International Journal of Quality & Reliability Management. 22(9), 913-949.

Sheth, J.N. and Parvatlyar, A. (1995). Relationship Marketing in Consumer Markets:
Antecedents and Consequences. Journal of the Academy of Marketing Science.
23(4), 255-271.

Shi, W., Chen, J. and Ma, J. (2011). A Study of Customer Loyalty Based on
Switching Cost and Brand Attachment. The Journal of China Universities of
Posts and Telecommunications. 18, 136-141.

Shi, W., Ma, J. and Ji, C. (2015). Study of Social Ties as One Kind of Switching
Costs: A New Typology. Journal of Business & Industrial Marketing. 30(5),
648-661.

Shih, H.-P. (2004). An Empirical Study on Predicting User Acceptance of E-
Shopping on The Web. Information & Management. 41(3), 351-368.

Shin, D.H. (2009a). An Empirical Investigation of A Modified Technology
Acceptance Model of IPTV. Behaviour & Information Technology. 28(4), 361—
372.

Shin, D.H. (2009b). Determinants of Customer Acceptance of Multi-Service
Network: An Implication for IP-Based Technologies. Information &
Management. 46(1), 16-22.

Shin, D.H. (2007). Potential User Factors Driving Adoption of IPTV. What Are
Customers Expecting From IPTV? Technological Forecasting and Social
Change. 74(8), 1446-1464.

Sidhu, B.K., 2012. New digital cable TV ABN targets 80% of TV households in 5
years. The Star. Retrieved August 7, 2013, from http://biz.thestar.com.my
Srikanjanarak, S., Omar, A. and Ramayah, T. (2009). Value Added Service and
Service Quality from the Customer’s Perspective: An Empirical Investigation in

Thai Telecommunication Industry. Asean Marketing Journal. 1(2), 63-74.

Srivastava, K. and Sharma, N.K. (2013). Service Quality, Corporate Brand Image,
and Switching Behavior: The Mediating Role of Customer Satisfaction and
Repurchase Intention. Services Marketing Quarterly. 34(4), 274-291.

Steffes, E.M. and Burgee, L.E. (2009). Social Ties and Online Word of Mouth.
Internet Research. 19(1), 42-59.

Steuer, J. (1992). Defining Virtual Reality: Dimensions Determining Telepresence.



228

Journal of communication. 42(4), 73-93.

Stevens, P., Knutson, B. and Patton, M. (1995). DINESERV: A Tool for Measuring
Service Quality in Restaurants. Cornell Hotel and Restaurant Administration
Quarterly. 36(2), 56-60.

Stone, M. (1974). Cross-Validatory Choice and Assessment of Statistical
Predictions. Journal of the Royal Statistical Society. Series B (Methodological).
36(2), 111-147.

Sujatha, P. and Chandrika, N. (2013). Switching Costs, Customer Satisfaction and
Brand Loyalty: An Empirical Study on Airtel Cellular Services in Chittor
District. Journal of Management. 2(4), 83-95.

Suuroja, M. (2003). Service Quality-Main Conceptualizations and Critique.
University of Tartu Economics and Business Working Paper No. 2003-23.
University of Tartu.

Szolnoki, G. and Hoffmann, D. (2013). Online, Face-to-face and Telephone
Surveys—Comparing Different Sampling Methods in Wine Consumer
Research. Wine Economics and Policy. 2(2), 57-66.

Tabachnick, B. and Fidell, L. (2001). Using Multivariate Statistics. (5" ed.) New
York: Pearson.

Taylor, S.A. and Baker, T.L. (1994). An Assessment of The Relationship Between
Service Quality and Customer Satisfaction in The Formation of Consumers’
Purchase Intentions. Journal of Retailing. 70(2), 163-178.

Teas, R.K. (1993). Expectations, Performance Evaluation, and Consumers’
Perceptions of Quality. The Journal of Marketing. 57(4), 18-34.

Telekom  Malaysia  Bhd, 2015. Annual  Report, Available at:
https://www.tm.com.my/AboutTM/InvestorRelations/Pages/AnnualSustainabili
tyReport.aspx.

Thibaut, JW. and Kelley, H.H. (1959). The Social Psychology of Groups. New
York: Wiley.

Tickle-Degnen, L. (2013). Nuts and Bolts of Conducting Feasibility Studies.
American Journal of Occupational Therapy. 67(2), 171-176.

Torres, E. (2014). Deconstructing Service Quality and Customer Satisfaction:
Challenges and Directions for Future Research. Journal of Hospitality
Marketing & Management. 23(6), 652-677.



229

Tsai, H.T., Huang, H.C., Jaw, Y.L. and Chen, W.K. (2006). Why On-line Customers
Remain with A Particular E-retailer: An Integrative Model and Empirical
Evidence. Psychology and Marketing. 23(5), 447-464.

Véazquez-Carrasco, R. and Foxall, G.R. (2006). Positive vs. Negative Switching
Barriers: The Influence of Service Consumers’ Need for Variety. Journal of
Consumer Behaviour. 5(4), 367-379.

Vazquez-Casielles, R., Suarez-Alvarez, L. and Del Rio-Lanza, A.B. (2009).
Customer Satisfaction and Switching Barriers: Effects on Repurchase
Intentions, Positive Recommendations, and Price Tolerance. Journal of Applied
Social Psychology. 39(10), 2275-2302.

Wahab, J.A. (2006). Communication Technology and The Television Industry in
Malaysia. ARC Asia Pacific Future Network International Conference: Media,
Policies, Cultures and Futures in the Asia Pacific Region. 27-29 November.
University of Curtin University Technology Perth Australia. 1-17.

Van der Wal, R.W.E., Pampallis, A. and Bond, C. (2002). Service Quality in A
Cellular Telecommunications Company: A South African Experience.
Managing Service Quality. 12(5), 323-335.

Wan, H. and Mamun, A. Al. (2013). Loyalty in Business to Business Context: A
Study in Puchong, Malaysia. International Journal of Business and
Management. 8(22), 98-106.

Wang, C.Y. (2009). Investigating Antecedents of Consumers’ Recommend
Intentions and The Moderating Effect of Switching Barriers. The Service
Industries Journal. 29(9), 1231-1241.

Wen, C. and Hilmi, M. (2011). Exploring Service Quality, Customer Satisfaction
And Customer Loyalty in the Malaysian Mobile Telecommunication Industry.
IEEE Colloguium on Humanities, Science and Engineering Research. 5-6
December. Penang, 33-738.

Westbrook, R.A. and Oliver, R.L. (1991). The Dimensionality of Consumption
Emotion Patterns and Consumer Satisfaction. Journal of Consumer
Research.18(1), 84-91.

Wetzels, M., Odekerken-Schréder, G. and Oppen, C. Van. (2009). Using PLS Path
Modeling for Assessing Hierarchical Construct Models: Guidelines and
Empirical Illustration. MIS quarterly. 33(1), 177-195.



230

Woisetschlager, D.M., Lentz, P. and Evanschitzky, H. (2011). How Habits, Social
Ties, and Economic Switching Barriers Affect Customer Loyalty in Contractual
Service Settings. Journal of Business Research. 64(8), 800—808.

Wu, H.-C. and Mohi, Z. (2015). Assessment of Service Quality in the Fast-Food
Restaurant. Journal of Foodservice Business Research. 18(4), 358-388.

Xiaoli, X., Yinhong, W., Zhijian, H. and Hui, L. (2006). The Impact of Service
Quality, Satisfaction, Value and Switching Barrier on Customer Loyalty in
Chinese Airline Industry. International Conference on Service Systems and
Service Management. 25-27 October. Tyores, France. 1316-1321.

Xu, Y., Goedegebuure, R. and Van der Heijden, B. (2007). Customer Perception,
Customer Satisfaction, and Customer Loyalty Within Chinese Securities
Business. Journal of Relationship Marketing. 5(4), 79-104.

Yang, Y.S., 2012. Astro Malaysia Holdings To Infinity and B.yond. Maybank 1B
Research. Retrieved on September 5, 2013, from http://klse.i3investor.com
Yang, Z. and Jun, M. (2002). Consumer Perception of E-Service Quality: From
Internet Purchaser and Non-Purchaser Perspectives. Journal of Business

strategies. 19(1), 19-41.

Yang, Z. and Peterson, R.T. (2004). Customer Perceived Value, Satisfaction, and
Loyalty: The Role of Switching Costs. Psychology & Marketing. 21(10), 799—
822.

Yoo, J., Choi, J., Kim, S., Yang, J. and Jong, S. (2009). Factors Affecting The
Switching Intention of IPTV Subscribers. 11th International Conference on.
Advanced Communication Technology. 15-18 February. Korea: IEEE, 966—-968.

Zeithaml, V.A. (1988). Consumer Perceptions of Price, Quality, and Value: A
Means-End Model and Synthesis of Evidence. The Journal of Marketing. 2-22.

Zeithaml, V.A. (1990). Delivering Quality Service. New York: Free Press.

Zeithaml, V.A. (1981). How Consumer Evaluation Processes Differ Between Goods
and Services. Marketing of services. 9(1), 25-32.

Zeithaml, V.A., Berry, L.L. and Parasuraman, A. (1996). The Behavioral
Consequences of Service Quality. The Journal of Marketing. 31-46.

Zeithaml, V.A. and Bitner, M.J. (1996). Services Marketing. NewYork: McGraw
Hill Companies, Inc.

Zeithaml, V.A., Parasuraman, A. and Malhotra, A. (2002). Service Quality Delivery



231

through Web Sites: A Critical Review of Extant Knowledge. Journal of The
Academy of Marketing Science. 30(4), 362—375.





