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Abstract

This article was published, to identify significant effect between factors influencing
customer satisfaction, in SunLife Malaysia Johor Bahru. Every business organization’s success
depends on the satisfaction of their customers. Service quality is well recognized to influence
the customer satisfaction. According to the Life Insurance Association Malaysia (LIAM)
records, there are increasing numbers of complaints were reported from 2005 until today.
Some issues such as poor service, delay in settlement of claims, wrong information, price
fixing and lack of professionalism in their work by the agents of insurance companies and
many others reasons were reported. Although there are several studies on customer
satisfaction has been carried out before, unfortunately there are not many studies were done
mainly in counter service for insurance companies in Malaysia. This study aims to measure
the level of factors influencing customer satisfaction towards insurance counter service. 400
numbers of participants were chosen to conduct this study consist of existing SunLife Malaysia
Johor Bahru customers. Quantitative method was conducted whereby 200 sets of hard copy
guestionnaires were distributed to the walk-in customers in the service counter. Another 200
sets of Google Form questionnaire were distributed online. However, researcher only
received back 230 sets of responded questionnaires which are sufficient number to perform
the research. The result shown that there is a significant effect between the 3 construct in
counter service practice towards customer satisfaction, whereby Staff has become the
highest element (based on the mean score) among the three factors. This study is expected
not only to prove the conceptual of counter service practice; but the empirical evidence from
the study can be used in order to facilitate more detailed future studies especially in customer
service fields. It is also expected to improve understandings of the factor contribute to the
customer satisfaction level in the service counter. The result of this study is beneficial to the
insurance sectors’ counter service mainly in customer service department to enhance more
customer satisfaction and loyalty towards the organizations.
Keywords: Counter Service, Customer Satisfaction, Customer Loyalty, Insurance Industry,
Staff, Products, Service, Kano Model.
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Introduction

The objective of the study is to identify the significant effect between counter service practice
and customer satisfaction. The study conducted based on the Noriaki Kano Satisfaction Model
(1980). In this study, there are 3 variables construct that are Staff, Product and Service. This
study is conducted to fill the gap, which shows that less study has been conducted for service
counter in relation to customer satisfaction, especially in the life insurance sector comparing
to Banks. Many firms including banking industries begin to track their customers’ satisfaction
through measuring their level of service quality perceived by their customers. Spreng and
Olshavsky (1993) stated that customer satisfaction or dissatisfaction is considered to be the
result of a comparison between the pre-use expectations that a customer has about the
product or service and the post-use perception of product or service performance. In
providing service quality, the role of emotion has started to come into the picture. In addition
to that, Leiter and Maslach (1988) have shown that one’s emotions have an influence on
customer behaviour. Carlzon (1989) stated that the quality of any service encounters or
“moments of truth” experienced by customers forms part of their overall impression of the
whole service provided. As commented by Deming (1982), most people give their opinions
based on the people that they see, and they are either satisfied or dissatisfied or delighted or
even continue in between. Customer’s satisfaction is a subjective and complicated
phenomenon yet it directly reflects the competency of the insurance company which can be
trusted by the customers. For many years, customer satisfaction has been the ultimate goal
of every business organizations as it can lead to increased revenue and profit as stated by
Kotler et al., (1996). Dissatisfied customers log complaint and spread the bad review of the
service they received from the company. Customer complaints are mainly due to poor service,
delay in settlement of claims, wrong information, price fixing and lack of professionalism in
their work by the agents of insurance companies as mentioned by Ahmad and Sungip (2008).
With multi-dimensional demand and challenges of globalization; organizations are forced to
re-engineer their operations and systems to be more customer centric to improve the service
quality to remain competitive as stated by Yasin et al., (2004); Rodie and Martin, (2001); Tan
et al., (2010). Thus, to overcome the issue of customer satisfaction in service counter, the
findings and discussion in this research is important to justify the significant effect between
the variables. According to Rashid et al., (2004), the successful and the effective changes really
depend on the main assets of the organisation which is the staff. Staffs are the factor that
needs to be given more attention by the management. This is stated by Freeman (1984),
individuals or groups of peoples can influence by the scope of organisation’s objective that
includes action, decision, guideline and company’s mission. To ensure the importance of the
main factor which is staff not being neglected, organisations need to consider the staff
benefits and advantages so that in return, staff will give their fullest commitment to the
organisation. This study is expected not only to prove the conceptual of counter service
practice; but the empirical evidence from the study can be used in order to facilitate more
detailed future studies especially in customer service fields. It is also expected to improve
understandings of the factor contribute to the customer satisfaction level in the service
counter. The result of this study is beneficial to the insurance sectors’ counter service mainly
in customer service department to enhance more customer satisfaction and loyalty towards
the organizations.
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"Linking Pin" Between Customer Satisfaction and Counter Service Practices
Table 1 presents a brief explanation of past studies showing the relationship between

Customer Satisfaction
conceptually:

and Counter service practices to strengthen the evidence

TABLE 1: Relationship between Customer satisfaction and Counter service practices

Counter Service Practice

Remarks

Staff

Staffs is the first person customer will meet and interact in the
counter. An innovative competence is the ability to find own-
self in the innovative situations in terms of solving uncommon
problems as cited by Gajdzik (2015). What is also important is
the ability to think systemically, effectively operate in a
multicultural environment and the ability to learn or behave
politely among colleagues as mentioned by Jabtonski (2015).
As stated by Boshoff and Allen (2000), service recovery can be
described as the effectiveness of a staff’s ability and acts in
resolving the service shortfall to a customer’s satisfaction.
From Hui’s (2007) point of view, service recovery is defined as
the attitudes of staff in handling customer problems and to
improve satisfaction and loyalty of customer after the
shortfalls of services. Hui (2007) stated that service recovery
involves of three attributes, namely, customer service
employee performance, types of employee behaviors and a
multidimensional construct. Knowledgeable and being
competence are among theories in the SERVQUAL model
established by Parasuraman et al. (1985), but distorted for
empathy and assurance in representing the behavior of
employee’s, which decide the service quality delivered. A
competence staff in terms of attitude, knowledge, skills,
behaviour, can complete the work task given in time manner
and have a vast experience is the key to a customer
satisfaction in the service counter.

Product

Product quality are refer to the insurance coverage, claiming
process, premium payment mode, information provided in
the insurance policy and also the simplicity of the application
process. Product quality is an important factor affecting the
second purchase of insurance policies in Malaysia as the more
clearly and specific details given by the agent of the insurance
company as stated in their policies, the less likely will be the
information wrongly delivered to the customer. Srivastava
(2013) pointed out that if customer’s expectations on quality
of product and services provided are met through a certain
insurance agent, it will affect their purchasing decision
positively. Brody, Highfield, Wilson, Lindell, & Blessing (2017)
stated that the customer will tend to buy insurance when they
are in the risk situation. The information searching could
provide better understanding about the insurance policy

599



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES
Vol. 11, No. 2, 2021, E-ISSN: 2222-6990 © 2021 HRMARS

before customer purchase the insurance as mentioned by Lin,
& Chen (2006). Insurance companies may improve their
product quality for example improve and increase more
innovative new insurance products which are suitable to the
society of today as cited by Chong (2017).

Service In 2003, the whole service quality is signified by human skill,
empathy variables and tangible as mentioned by Jabnoun and
Hassan Al-Tamimi (2003). Anyhow, the idea of service quality
has been extended to customer focus, convenience, employee
service, service architecture and empathy as confirmed by
Muhammad Awan et al. (2011). Internet or online website
portal is another new service platform for customers in
accessing to the organization customer service. Previous
researcher stated that online service quality is constructed
with the website interactivity, ease of use, assurance,
customization the customers’ want and reaction as cited by
Butt and Aftab (2013). Malaysians prefer to buy life insurance
from agents they believe are trustworthy after having
established a long-term relationship with them, and when
they are assured that the agents are able to deliver
satisfactory services. As stated by Lee and Noriza (2018), they
found that the key aspects influencing Malaysia population in
buying insurance is because of the service provided by certain
insurance companies. When customer received good and
professional services, they will be satisfied and happy, and
definitely will recommend other peoples for the services.

Method

This research is conducted on May 2020 using survey method to existing SunLife
Malaysia Johor Bahru customers. The aspects examined in this research include service
quality toward customer satisfaction and loyalty. This research will be conducted by
distributing the questionnaire via hard copy and also by using social media platform which is
Google Form. According to Krejie and Morgan (1970), the total sample responden need to
have in this research based on the calculation sample method is 383 respondents. “Systematic
random sampling” technique was used in the study involving a sample of 400 respondents,
however, the sample was left with just as many as 230 customers responded to the
guestionnaires which are sufficient number to perform the research and it fulfilled the
requirement. The data is analyzed by a multiple regression statistic and SEM. SEM analysis or
Structural Equation Modeling is one of the testing techniques used in the study to answer the
research objectives. This technique is suitable for testing the causal relationship between the
variables involved in the study of quantitative research. The collected data is measured by
Likert scale with one to five scales. The result of analysis is then interpreted and finally,
conclusion and recommendations are made.

Result and Discussion

This research analysis has been carried out based on the data collected, in order to
achieve the objectives of this research. Descriptive analysis has been done by using SPSS
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version 23.0, that providing analysis upon the respondent demographic data. The first
research objective, which is to find the independent variables with the highest level has been
determined by using mean score value. The result show that Staff recorded the highest mean
score value among the respondent meanwhile Product recorded the lowest value. The second
research objective is to identify significant effect (value P < 0.05) between factors influencing
customer satisfaction in SunLife Malaysia Johor Bahru. Based on Figure 1, SEM analysis results
show all 3 counter service practices which are Staff, Product and Service have significant
effect towards customer satisfaction level, thus hypothesis H1, H2 and H3 are accepted.
Meanwhile, the total value of variance contributed by all the three practice of customer
satisfaction level is 0.77 @ 77 percent. This shows that counter service practices involved have
crucial impact on customer satisfaction level and has contributed empirical evidence to the
development of ideas and models led by Noriaki Kano (1980).

Besides that, researcher also prove that the Staff factor is the most dominant that supported
the research model. This is due to staff being the significant element and most important
asset in the organisation that can contribute to the organisation’s advantage in the long run.
Not only staff, other elements such as service and product are also seen to give impact to the
organisation advantages in the long run.

IVFACTORS DV /OUTCOME S

Beta =0.766

P =0.000

H1 IV 1- STAFF i
RzValue =0.586

Customer
Beta =0.758 Satisfaction
H2 IV2-PRODUCT P = 0.000 Level

R*Value =0.574

H3 IV3i- SERVICE Beta =0.777
P =0.000

R*Value = 0.604

Figure 1: Result of SEM analysis (Significant effects of counter service practices on customer
satisfaction level in insurance industries in Malaysia)

Conclusion

In conclusion, conceptual and empirical evidences found in the study have proven that the
Noriaki Kano Model (1980) is able to improve customer satisfaction level especially in the
scope of study, namely in life insurance industries in Malaysia. Next, these findings have
opened up opportunities for future researchers to enhance their understanding by examining
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new factors that could contribute to the improvement of customer satisfaction level in
greater depth. Through the analysis finding, it shows that measurement of customer
satisfaction level had already been implemented in many organizations in Malaysia. However,
the effectiveness needs to be improve so that it can overcome the unnecessary dissatisfaction
issues or complaints in the future.

Contribution

Theoretically, this study has contributed in measuring customer satisfaction level in
counter service by using the Noriaki Kano Model (1980), whereby previous researchers also
have often using the theory. The finding from the research shows that customer service
practice in the model can increase customer satisfaction especially in the scope of research
involving staff, product and service rendered in counter whether it is directly or indirectly.
From the finding, researcher can identify the weakness and strength that can be added in
improvising the counter service practice not only in SunLife Malaysia Johor Bahru but also in
other organisations. The staff, management team, life insurance association and Bank Negara
need to take proactive steps in increasing customers satisfaction level and maintaining
customers loyalty towards the organization. In conclusion, SunLife Malaysia needs to ensure
their main assets which is staff always be in the high productive level, knowledgeable and
competence so that it can make the organisation more competitive and become one of the
preferred life insurance companies that sustain in the market.
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