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Abstract - This study examines customer satisfaction, trust, control mutuality and communication as determinants of
relationship quality and customer loyalty in relationship marketing. The study focuses on Malaysia’s telecommunication
industry in the business-to-customer context. The structural equation modelling technique is used to empirically test the
proposed hypotheses based on the sample size of 405 customers collected by a questionnaire survey. Trust had the greatest
positive influence on relationship quality, followed by satisfaction. Subsequently, there was no significant effect of control
mutuality and communication on relationship quality. Customer loyalty was significantly affected by relationship quality.
The contribution of this paper is twofold. From a theoretical perspective, it offers both a conceptual foundation and
empirical-based evaluation of customer loyalty through the context of relationship quality. In the practical perspective, the
findings proposed useful information to the telecommunication service providers in developing more effective relationship
marketing strategies to build better relationship quality and customer loyalty.
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I. INTRODUCTION

Relationship marketing is widely practice across
many business-to-consumer contexts as it is an
important source of a sustainable competitive
advantage. Relationship quality is the key variable to
achieve customer loyalty and successful relationship
marketing (Prince, Palihawanada, Davies, Winsor,
2016). Relationship quality is a consumer’s
evaluation of the strength of his or her relationship
with the service provider (Crosby, Evans and Cowles,
1990). According to the Malaysia Communications
and Multimedia Commission (MCMC, 2016), there
were a total of 43.9 million cellular telephone
subscribers or consumers in Malaysia at the end third
quarter of 2016. The strong consumers base in the
telecommunication industry has resulted in the
importance of building effective relationship
marketing by the service providers towards their
consumers.

Il. LITERATURE REVIEW AND
HYPOTHESES DEVELOPMENT

2.1 Relationship Quality

Myhal, Kang and Murphy (2008) highlighted the six
dimensions of trust, commitment, satisfaction,
minimal opportunism, conflict, and communication in
relationship quality. Caceres and Paparoidamis
(2007) indicated that relationship quality consists of
three dimensions of trust, commitment, and
satisfaction. Hon and Grunig (1999) proposed the six
dimensions of trust, control mutuality, satisfaction,
commitment, exchange relationships, and communal
relationships. This study focuses on satisfaction, trust,
control mutuality and communication as the key

dimensions of relationship quality. This study aim to
bridge the research gaps as the selected four
dimensions of relationship quality were not adequate
covered by the past literature in the context of
telecommunication industry.

2.2 Satisfaction

Satisfaction is customer’s evaluation of their
relationship experience with the service provider.
Customer satisfaction was found to be a significant
predictor of relationship quality in the Ethiopian
mobile telecommunication industry (Negi and
Ketema, 2013). Li, Green, Farazmand and GrodzKi
(2012) reported that relationship quality represented
by customer satisfaction has influenced customer
loyalty in the context of retail stores’ shoppers.

Hi: There is a positive relationship between
satisfaction and relationship quality.

2.3 Trust

Trust is the confidence level in the honesty and
integrity of the other party (Croshy et al., 1990).
According to Cerri (2012), high levels of mutual trust
facilitate the effective exchange between the business
partners and enhance relationship quality. Trust was
found to be important for client-professional
relationship quality in the financial planning
environment (Hunt, Brimble and Freudenberg, 2011).

H,: There is a positive relationship between trust and
relationship quality.

2.4 Control mutuality
Control mutuality is the degree to which parties in a
relationship are satisfied with the amount of control
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they have in a relationship (Grunig, 2002). Huang
(2001) reported that control mutuality had the
greatest influence on successful organisational
relationships in South Korea. Steyn (2007) states that
stakeholders” involvement in  decision-making
resulted in the stabilization of the organisational
relationships.

Hs: There is a positive relationship between
control mutuality and relationship quality.

2.5 Communication

Bojei and Alwie (2010) indicated that communication
is the weakest dimension of relationship quality to
achieved customer loyalty. Communication have
positive influence towards relationship quality
(Ruswanti and Lectari, 2016). Doaei, Razeai and
Khajei (2011) reported that interpersonal
communication  had influence customer loyalty
without relationship quality as mediating role.

H,: There is a positive relationship between
communication and relationship quality.

2.6 Customer Loyalty

Customer loyalty is defined as ‘a deeply held
commitment to re-buy or re-patronize a preferred
product or service consistently in the future, thereby
causing repetitive same-brand or same brandset
purchasing, despite situational influences and
marketing efforts have the potential to cause
switching behaviour’ (Oliver, 1999). Bojei and Alwie
(2010) reported that relationship quality positively
influenced the customer loyalty in service sector.
Ruswanti and Lectari (2016) also indicated
significant positive relationship between relationship
quality and customer loyalty in banking sector. In
contrast, Chen and Myagmarsuren (2011) found that
direct relationship does not exist between relationship
quality and customer loyalty in telecommunication
services. However, relationship quality affect
customer loyalty was mediated by relationship value.

Hs: There is a positive relationship between
relationship quality and customer loyalty.

11l. RESEARCH METHODOLOGY

3.1 Sampling and Measurement

This paper is based on data collected from a survey
on the existing customers of local telecommunication
service providers (Maxis, Digi and Celcom) in Kuala
Lumpur and Selangor, Malaysia. A sample size of
405 was determined and non-probability convenience
sampling method was adopted for this study. Self-

4.3 Model Causality Testing
The final structural model is shown in Figure 1.

administered questionnaires were distributed to the
respondents who present at the selected Maxis, Digi
and Celcom outlets in Kuala Lumpur and Selangor.
The survey instrument was designed with 28 items
assessed by a six-point Likert scale (1: strongly
disagree and 6: strongly agree). SPSS AMOS version
21 was used to perform the SEM analysis to test the
hypotheses.

3.2 Validity and Reliability Assessment

The pilot study results indicated the factor loading for
all the 28 proposed items is above 0.3 and thereby
will be retained (Hair, Black, Babin and Anderson,
2010). The Cronbach’s Alpha values for all
constructs were above 0.7 which have shown a high
level of internal consistency in the data (Pallant,
2007). The Cronbach’s Alpha values were 0.951
(Satisfaction), 0.843 (Trust), 0.911 (Control
Mutuality), 0.887  (Communications),  0.902
(Relationship Quality) and 0.877 (Customer Loyalty).

IV. RESEARCH RESULTS

4.1 Demographic Profile of the Respondents

From the total of 405 respondents, majority
respondents are female (59%), followed by male
(41%). As for the respondents’ monthly income, 4.7
percent earned less than RM1500, 13.3 percent of the
respondents have an income between RM1500-
RM3000. Furthermore, 41.4 percent of the
respondents have an income between RM3000-
RM6000 and 31.4 percent of the respondents belong
to the income group of RM6000-RM10000.
Respondents with an income above RM 10000
comprises 9.2 percent. Majority respondents are
Chinese respondents (51.6%), followed by Malay
(26.3%), Indian (13.5%) and others (8.6%). As for
the respondents’ age, 9.3 percent belong to the age
group of 18-20, followed by 25.6 percent under the
age group between 21 -38. Majority of 49.1 percent
of the respondents under the age group of 39-49, and
16 percent belong to age group of 50 and above.

4.2 Model Compatibility Testing

The research model has achieved a good fit as shown
in Figure 1. The Chi-Square value is 902.86 and
according to Barrett (2007), chi square probability
value greater than 0.05 indicates acceptable model fit.
The ratio of x?/df was 2.66, lower than the value 3.0,
as suggested by Byrne (2001). Incremental fit indices
were greater than 0.9, with IFI of 0.93, CFI of 0.93
and TLI of 0.92. The absolute index with RMSEA of
0.064, achieved lower than 0.8 (Browne and Cudeck
1993).
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Figure 1: Final Structural Model

The regression weights and probability value which
indicates its significance is shown in Table 1.
Satisfaction had significant positive effect (0.199) on
relationship quality and H, is accepted. H, is accepted
and trust has significant effect on relationship quality
(0.359). The regression coefficient of the relationship
between control mutuality and relationship quality is

not significant (0.069). The regression coefficient of
the relationship between communication and
relationship quality is also not significant (0.120). As
a result, H; and H, is rejected. Relationship quality
had positive effect (0.403) on customer loyalty, and
Hs is accepted.

Table 1: Regression Weights and the Probability Value which Indicates its Significance

Paths Estimate S.E. C.R. P Result
Relationship quality = <-- Satisfaction 199 .040  5.039  *** Supported
Relationship quality —<-- Trust .359 .072 4,955  **x* Supported
Relationship quality —<-- Control Mutuality .069 .059 1175 240  Rejected
Relationship quality = <-- Communication 120 .061 1953 .051 Rejected
Customer Loyalty <-- Relationship quality 403 .046 8.684  *** Supported

DISCUSSION AND CONCLUSION

The findings reveal that for long-term relationship
success, relationship quality should focus on
increasing customer satisfaction and trust through
improvement of service delivery and innovativeness
of new services. The service providers should
emphasize on building a positive brand image to meet
customer’s expectation and provide more value

formation of cooperation and trust in relationships
and avoid customer from switching to other
competitors and affect customer loyalty. This study is
confined to the telecommunication industry in
Malaysia and limited four dimensions of relationship
quality. Future studies should explore on other
industries and other dimensions of relationship
quality such as commitment, benevolence and
conflict handling.

benefit packages to the customer. In the price

sensitivity consumer market in Malaysia, frequent REFERENCES

reward and promotional offers would increase

consumers’ consumption level and loyalty. In the [1] Barrett (2007). Structural equation modelling: Adjudging

aspect of control mutuality and communications, the
service providers should improve on the credibility,

model fit. Personality and Individual Differences, Vol.42,
815-824.

[2] Bojei and Alwie (2010). The Influence of Relationship
accuracy, adequacy and completeness of the Quality on Loyalty in Service Sector. International Journal
information, and effectively communicate via social of Economics and Management, VVol.4(1), 81-100.
media and personal contact with the customers. [3] Browne, M\W. & Cudeck, R. (1993). Alternative ways of

Effective and timely communication helps in

assessing model fit. In: K.A.

Proceedings of 112" The IIER International Conference, Tokyo, Japan, 29"-30" July 2017

23



The Role of Relationship Quality on Customer Loyalty: The Effectiveness of Strategic Relationship Marketing

[4]
[5]

(6]

[’

(8]

[9]

[10]

[11]

[12]

[13]

[14]

Byrne, B.M. (2010). Structural equation modeling with
AMOS (2nd ed.). New York.

Caceres, R.C. & Paparoidamis, N.G. (2007). Service quality,
relationship satisfaction, trust, commitment and business-to-
business loyalty. European Journal of Marketing, Vol.41,
836-867.

Cerri, S. (2012). Exploring Factors Affecting Trust and
Relationship Quality in a Supply Chain Context. Journal of
Business Quarterly, Vol.4(1), 74-90.

Chen, C.F. & Myagmarsuren, O. (2011). Brand equity,
relationship quality, relationship value, and customer loyalty:
Evidence from the telecommunications services. Total
Quality Management & Business Excellence, Vol.22(9), 957-
974.

Crosby, L.A., Evans, K.R. & Cowles, D. (1990).
Relationship quality in services selling: An interpersonal
influence perspective. The Journal of Marketing, Vol.54(3),
68-81.

Doaei, H., Rezaei, A., & Khajei, R. (2011). The Impact of
Relationship Marketing Tactics on Customer Loyalty: The
Mediation Role of Relationship Quality. International
Journal of Business Administration, Vol.2(3), 83-93.

Grunig JE (2002). Qualitative methods for assessing
relationships between organisations and publics. The Institute
for Public Relations. Retrieved March 23, 2017, from:
http://instituteforpr.com

Hair, J.F., Black, W.C., Babin, B.J. & Anderson, R.E. (2010).
Multivariate Data Analysis: A global perspective (7th Ed.).
New Jersey, NJ: Pearson Education Inc.

Hon, L. C., & Grunig, J. E. (1999). Guidelines for measuring
relationships in public relations. Gainesville, FL: Institute for
Public Relations.

Huang, Y.H. (2001). OPRA: A cross-cultural, multiple-item
scale for measuring organization-public relationships.
Journal of Public Relations Research, Vol.13, 61-90.

Hunt, K., Brimble, M. & Freudenberg, B. (2011).
Determinants of Client-Professional Relationship Quality in
the Financial Planning Setting, Australasian Accounting
Business and Finance Journal, VVol.5(2), 69-99.

[15]

[16]

[17]

[18]

[19]

[20]

[21]

[22]

[23]

[24]

* % X

Jin, N., Line, N.D. & Goh, B. (2013). Experiential Value,
Relationship Quality, and Customer Loyalty in Full-Service
Restaurants: The Moderating Role of Gender. Journal of
Hospitality Marketing & Management, VVol.22(7), 679-700.
Li, M.L., Green, R.D., Farazmand, F.A. & Grodzki, (2012).
Customer Loyalty: Influences on Three Types of Retail
Stores” Shoppers. International Journal of Management and
Marketing Research, VVol.5(1), 1-19.

MCMC (2017). Corporate website. Retrieved March 20,
2017, from http://www.skmm.gov.my.

Myhal, G.C., Kang, J., & Murphy, J.A. (2008). Retaining
customers through relationship quality:A services business
marketing case. Journal of Services Marketing, Vol.22(6),
445-453.

Negi, R. & Ketema, E. (2013). Customer-perceived
relationship quality and satisfaction: A case of Ethiopian
Telecommunication Corporation. African Journal of
Economic and Management Studies, Vol.4(1), 109-121.
Oliver, R.L. (1999). Whence customer loyalty?. Journal of
Marketing, Vol.63, 33-44.

Pallant, J. (2007). SPSS Survival Manual. Maidenhead: Open
University Press.

Prince, M., Palihawadana, D., Davies, M.A.P & Winsor, R.D.
(2016) An Integrative Framework of Buyer—Supplier
Negative Relationship Quality and Dysfunctional Interfirm
Conflict. ~ Journal of Business-to-Business Marketing,
Vol.23(3), 221-234.

Ruswanti, E. & Lestari, W.P. (2016). The Effect of
Relationship  Marketing towards Customers' Loyalty
Mediated by Relationship Quality (Case Study in Priority
Bank in Niaga). DeReMa (Development Research of
Management): Jurnal Manajemen,Vol.11(2), 191-211.

Steyn, B. (2007). Contribution of public relations to
organisational strategy formulation. In Toth, E.L. (Ed.), The
future of excellence in public relations and communication
management:Challenges for the next generation (137-172).
New Jersey, USA: Lawrence Erlbaum Associates.

Proceedings of 112" The IIER International Conference, Tokyo, Japan, 29"-30" July 2017

24



