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Abstract— This study intends to explore the impact of
an industry-specific dimension of service quality in
automotive after-sales service and how it influences
the level of customer loyalty towards Malaysian
national carmakers. Each service industry carries
different characteristics of consumer behaviour and
thus, an industry-specific measure of service quality
to capture the uniqueness of different service setting
is required. In relation to that, this study has
evaluated service quality in automotive after-sales
service as a second-order construct which allows for
identification of the relative importance of each
dimension in influencing the level of customer
loyalty. Aside from that, the fierce competition from
the non-national brands in Malaysian automotive
market and the attractive offers made by the
alternative workshops for car service maintenance
and repair have motivated this study to empirically
examines the competition factor of alternative
attractiveness and its influences on customer loyalty.
The data collected through the technique of intercept
survey in systematic sampling from 312 respondents
were analysed using PLS-SEM. The findings
revealed that customer service was the most
important dimension of service quality that
contributes to the positive relationship with customer
loyalty. Meanwhile, support service was found as the
impotent element of service quality dimension,
however, the positive significant relationship of
service quality with customer loyalty showed that
support service is still important to capture a higher
level of customer loyalty. Aside from that, the finding
also showed that the competition variable of
alternative attractiveness was not a significant
contributor to influence the level of customer loyalty.
Further, this study benefited the Malaysian national
carmakers as it provides empirical evidence on the
relative importance of service quality dimension. The
role of competitors also revealed to help in strategic
decison-making in which may allow the national
carmakers to sustain as a market leader in the local
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automotive arena.
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1 Introduction

The loyal customer is the life for a business orgation.
Without the loyal customer, it is not possible for any
business organizations to succeed [1]. Studies have
proven that one of the reasons for the loyal customer to
return is the high quality of service [2][3][4][5][6]
However, the unique features of service have made it
difficult for the marketers to satisfy the customers an
make them return especially under stringent competition
and the high expectation on the maximum value for
money. Certain characteristic of the industry, for
example automotive after-sales service, has made it
further difficult to measure service quality as it dones

the equal parts of tangible products and intangible
services [6]. Additionally, recent studies on service
quality have also advocated a more dynamic measure for
service quality which is more contexts specific to
enhance the higher level of customer loyalty [7][8][9].
Therefore, this paper aims to examine how the new
paradigm of service quality with the industry specific
dimension influences customer loyalty towards
Malaysian national carmakers.

Along with that, a closer look at the performance of

Malaysian national carmakers specifically after-sales

service shows that the customer who take in their
vehicles for service maintenance and repair are exjgectin

better quality of service and the service providers are not
meeting their expectations [10]. Similarly, the observed

report on the after-sales service performance of national
carmakers shows that the nationals were ranked below
the industry average (Figure 1).
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Figure 1. 2016 customer service index in automot
after-sales service

Besides selling cars, the automotive manufactt
including Malaysian national carmakers also provide
servie, maintenance, and repair for each new veh
sold. The free warranty period offers automatic exig
customers and afteales service should be the &
platform to gain existing customer’s loye [11]. Apart
from that, the after-sales service isalregarded as ¢
important stage to enhance more business opport
because the repeated service appointments durin
period of free warranty for at least three years opgr
the opportunity to develop closer lotgrm higt-quality
relationship which promotes lortgrm business succe
[12]. However,issues pertaining to poor quality of a-
sales service are still unresolved in some sites
industry, and that has given poor perception tow
Malaysian national carmakers and directly pulls di
the sales which further indicated by the level of custc
loyalty.

On another note, the high purchasing power, r
economic growth, and sound political stability hi
made Malaysia as the largest passenger vehicle mar
Asian. As such, to take aduage of the resilier
consumer demand, some of the international ¢
automotive companies have set up operations and
very well selling nomational vehicles in the loc
automotive market. Their existence has jeopardizec
position of national aanakers and surprisingly, the l¢
two years have seen the noationals have take
possession of the local automotive market when
controlled more than 50% of local vehicles market st
[13]. The growth recorded by the noationals show
that localconsumer choice for owning a vehicle is m
towards foreign makes and that was also very alar
for the survival of the national carmakers.

As depicted in Figure 2, the trend of vehicles ma
share in Malaysian automotive industry cle¢
demonstrates the down trend of loyalty towe
Malaysian national carmakers as compared to the
before. One of the possible reasons for this unfavou
performance (Figure 1) might be due to the poor qu
of service at the stage of after-salesvise where the
customers are not satisfied and expect a better qual

service. The poor perceptions have resulted to tivec
word-of-mouth and subsequently deny the opportunit
the Malaysian national carmakers to take advantait
recommendationyeferral, and good publicity in whic
promote higher sales and loyalty.

Figure 2. Malaysian vehicles arketshare from 2001 to
2015

Drawing upon the gap on the industry specific digien
as a better measures of service quality and tlgekissut
of poor quality service of Malaysian national carmal
aftersales service discussed above, this paper atteim
examine on two things; firstly, the influence ofdirstry
specific multidimensional aftesales service quality
towards customer loyalty and condly, to investigate
which such aftesales service quality dimension that ne
more focus in gaining the higher level of custofogalty.

Subsequently, the next section of this paper dgssishe
literature review related to the constructs urevaluation
and followed by the discussion on research model
hypotheses development. The next sections deal tivé
explanation of the research method used and assasse!
of the construct validity and reliability. This figllowed by
an explanatiorof data analysis and hypothesis testing.
last section is the discussion and conclusion erfitidings
and ends up with suggestions for future rese

2. Literature Review and
Hypotheses

21 Customer L oyalty

Vehicle manufacturer are the business organizations
offer a tangible product (vehicle and spare padgsjl
intangible service (aftesales service). Each new vehi
sold is given certain warranty coverage for sen
maintenance, and repair, so that each vehicle
warranty period of coverage will be sent to
manufacturer for at least three years. As such,ittdustry
offers existing customers for the a-sales service if they
are able to hold the customer after the warrantyog
expiry. Accordingly, studig have proven that maintaini
the existing customer is five to six times morefipable
than acquiring the new on¢l4]. That justified the
importance of customer loyalty in automotive &sales
service That also explained the concept of custo
loyalty in aftersales service where it concerned on -
fold; firstly, willingness to stay loyal to the esting service
provider after the expiry of vehicle’s service veaty
tenor, and secondly, faith in @hbrand that resulted
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recommendation and promotion of national makes

vehicle [15].

Recent studies in after-sales service have alsocaded

on the importance of customer loyalty in after-sale
service [16][15][6]. Its importance has made it an
interesting subject to be researched further ealbgci
related to the complexities of its definition, cept and
dimension. The review of the literature shows that
evaluation on customer loyalty can be operatiopdlin
many ways; uni-dimensional, bi- dimensional,
composite, and multi- dimensional approach [17]e Th
uni-dimensional only evaluate customer loyalty frome
side; either one of behavioural or attitudinal v for
bi-dimensional, customer loyalty was evaluated gisin
both attitudinal and behavioural dimension sepérate
For composite loyalty, it integrates attitudinal dan
behavioural dimensions together. The multi-dimemasio
customer loyalty involves more than two dimensions
which are measured separately.

Even though there were studies that only focused on
repeat purchase behaviour [18], however, the
combination of both behavioural and attitudinal dly
known as composite loyalty is the most selected
conceptual definition to describe customer loyailty
consumer researches [19][20][21]. In the same \ibia,
true loyalty can only be achieved by combining
repurchase behaviour and positive attitude towahnes
product [22].

22 Service Quality in Automotive After-sales
Service

The high quality of service is definitely importatda
attract more loyal customers as the huge custoase b
contributes positively to the bottom-line of thei[23].
Studies in automotive after-sales service have eated
service quality as an important variable influegcihe
level of customer loyalty [24][6]. Relatedly, custer’'s
perceptions on service quality dimensions mighb als
influence the customer’'s behavioral and attitudinal
loyalty [25]. However, the measures for service ligpa
are still debatable and the researchers were not
unanimously agreed on one common dimension as
measures for service quality [26][7][27]. Even tgbuhe
SERVQUAL has been accepted as the most popular
measures of service quality [28][29], it is stilbufficient

to fully describe service quality in all servicettBegs
[26]. Indeed, researchers are encouraged to furdwesit

the multi-dimensional scale of service quality [3QJn

top of that, the instruments and determinants ads to

be reassessed [31]. Until recently, [7] also emizlds
that the literature has not fully explained on gmv
quality especially in non-western countries andhier
proposed for future studies to consider the nevagigm

to represent service quality that suit to the défe
context of the study.

With a certain modification of SERVQUAL in line kit
the suggestion from the studies on the automotiter-a
sales service industry, this study intends to eranthe

influence of modified SERVQUAL and how it impacteet
level of customer loyalty. This study also considéhne
industry-specific dimension related to the new way
telecommunication as reflected by the changes ment
consumer demands and behavior. The following d&ons
explains on the four dimensions of after-sales iserv
quality namely customer service, support serviaagible
and technical quality.

Customer service plays a vital role in deliveringghh
quality of service; however, little focus has begwven by
researchers [32]. Customer service adds more cestom
value to enhance customer satisfaction and consdgue
ensures customer to return to indicate loyalty. fihding
shows that customer service able to explain bostocoer
satisfaction and customer loyalty [33]. Along wittat, the
automotive industry offers both tangible produdtattare
vehicle and spare part, together with after-satgsice in
almost equal ratio. Tangibility in the service isthy is
such an important element that cannot be ignorednaunst
be examined accordingly [6]. Hence, measures forice
quality are supposed to consider both intangibbéofaand
tangibility element. Further to that, the measufes
tangible and intangible should be examined as epasate
constructs as it allows for better understandingefice
quality from tangible and intangible dimension [®}] The
similar study in car after-sales service also exaithi
tangibility as a distinct construct [24]. Being ded by the
previous literature on automotive after-sales servihis
study has regrouped the five SERVQUAL dimensiom int
the group of four namely customer service which poses
of responsiveness, assurance, empathy, and reliakhihd
tangibility was examined separately as one discrete
dimension of service quality measures.

Besides measuring service quality subjectively from
functional quality as measured by customer service
dimension, the objective measure of technical tyas
required [34]. Technical quality measures the oulemf

the service, that is, the technical part of “whptbcess of
service delivery [34][35]. Automotive after-salesngce
measures technical quality in terms of the effestass of
repair and zero problem arises as a result of tffec
technical quality delivered by the service provifks].

Support service offers more business opportunity by
changing neutral customer to a highly loyal custo{B&].
Besides customer service, the support system is an
important element to explain service quality [38][3Also,
technical assistance is one of the major activitireshe
after-sales service industry but still remain agap in the
literature and therefore it needs to be researdbetier
[39]. To the knowledge of the researcher, the intgrare of
support service as measures of service qualityneagr
been studied before; therefore, the study is netalstiow
the importance of effective support service systam
support of customer service. The above discussiads the
authors to formulate the following hypothesis:

H1: Service quality has positive relationship withstomer
loyalty.
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2.3 Competition Factor of Alternative

attractiveness

Alternative  attractiveness refers to the posi
characteristics possessed by the compe [40]. The
positive characteristics or the rival’s attractiveness
as better service, lower price, discajnfree servict
vouchers, and lucky draws may influence the custom
terminate the existing relationship with the cun
service providers.

The literature conceptually discussed the role
alternative attractiveness as the element that bdogn
the loyalty towards the current service provider.
suggested by [41}he alternative attractiveness might
as the poison that leads to relationship termination
subsequently reduces the loyalty leaed retention rate
More choices and options or the more the attractive
alternatives offered by the competing service provi
the more it will lead to the higher possibility of defect
by the customer from the current service pro\ [42].

The similar concept of alternative attractiveness

considered by [43lvho suggested that the higher rber
of alternative with more attractive elements willusa
dissatisfaction and subsequently deteriorates the &
loyalty. Being guided by the above studies and

considering the suggestions of previous acad
researchers [44][45][46][47], this ument study
hypothesized alternative attractiveness as an exogt
variable that negatively related to customer loy

H2: Alternative attractiveness has negative relation
with customer loyalty.

3. Conceptual Framework

These works of literature ldn support for the
development of research model that evaluates
relationship between aftasales service quality ar
alternative attractiveness with customer loyalty in
context of automotive aftegales service of Malaysi:
national carmakers (see Figure 3).

Automotive
After-sales
Service Quality

Customer
Loyalty

Alternative
Attractiveness

Figure 3. Proposed conceptuabineworl

4. Research M ethodol ogy

4.1 Sampling Design

The data in this quantitative study were colledteth 312
customers of aftesales service branches of Malays
national carmakers in theorthern region of Malaysia. It
the common goal of any research to collect the s
may represent the population to be stu [48]. Following
this, the selection of northern region may indicéte
variation in consumer needs and behavior as tates in
the northern region (Kedah, Perlis, Penang, andkp
manifested the urban and rural consumer charatitst
that increase the generalizability of studied papah

The respondents were selected based on syste
sampling in which everyfirst of third customers wer
approached upon entering the service branches do
service, maintenance, and repair. In the-administered
survey, the questionnaires were distributed to anets
who were intercepted using intercept survey metfide
data collection was carried out in approximatelg amonth
started at the end of October and ended in the hmoh
November 2015.

4.2 M easur ements

All constructs in this study were measured by
instruments and scales adapted from the preiliterature.
Customer loyalty was measured using composite ty'
which integrates both attitudinal and behavioumjalty
and consists of seven iterf&1][19][20][49]. Back by the
similar studies in automotive afteales servic [24][6] and
to suit thecurrent needs and demand in &sales service
industry, the construct of service quality was nueed
based on modified dimension of four; customer sex
tangibility, technical quality and support servi
Altogether, there are 31 itenaslapted fromhe established
SERVQUAL of [28][29] except for suppa service as
additional dimension measured using four scalepted:
from studies on service quality in al-sales service
[50][38][51][52]. In addition to that, alternati
attractiveness was measureding si-item scales from
[42] and [53].

All the items were measured by the-point Likert scale
which indicated by 1 for strongly disagree untilfér
strongly agree. As postulated in the literature, validity
and reliability of even number respe scale are higher
compared to odd number scdk4]. Besides, the middle
point of “3” that is neither agreed nor disagredive-point
Likert scale would open for social desirability ¢ [55]. A
study dso showed that the respondents in Asian cour
tend to choose middle point answer as compare
Western countries, and that middle response doe:
indicate any response for agreeing or dise [56]. The
above explains the use of giwint scale fc all constructs
measured in this study.

Along with that, to ensure that the respondent tstdads
the questionnaire, this study follows the procedirbacl-

translation for survey across different language
suggested by [57] and that minimizes e issue of
translation. The final questionnaires were biling&xaglish
and Malay. In addition to that, a pilot test withsenall
sample of 30 respondents may allow the researoHardw
the actual condition of the study, anticipate tmebfems
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and adjust it accordingly in the full-scale studg. such,

40 copies of questionnaires were distributed tastigy
experts, academicians and potential respondent$, an
after eliminating 8 invalid gquestionnaires, 32 useab

Variable Categories Frequency Percent
Gender Male 16¢ 54.2
Female 143 45.8
Age 17 to 25 33 11.6
years
26 to 35 107 34.3
years
36 to 45 107 34.:
years
46 to 55 48 15.4
years
Above 55 17 54
years
Average Below 68 21.8
Cost of RM200
Service
RM201- 162 51.9
RM300
RM301- 56 17.9
RM400
Above 26 8.3
RM400
Below 15 4.8
RM1,000
Income RM1,00- 14C 44.¢
RM3,000
RM3,001- 96 30.8
5,000
>RM5,000 51 16.3
No incom¢ 10 3.2

guestionnaires were considered for pilot test. Base
the feedback from respondents, certain words were
reconstructed for a better understanding of thestijes.
Subsequently, the result of inter-item consistency
reliability test of Cronbach’s alpha coefficientosted a
high-reliability value ranging between 0.853 an@78,
and that indicates reliable measurement instruments

Table 1. Respondent’s Profile
4.3 Data Analysis Technique

Prior to hypothesis testing, the analysis of vafidind
reliability of data was done in partial least sasar
structural equation modeling (PLS-SEM) namely
SmartPLS 3.0. To compute the standard error and
determine the t values, the bootstrapping of 500 re
samples is used [58].

5. Data Analysis
51 Profile of Respondents
Based on systematic sampling using intercept survey

method, the data of 312 customers of after-salescse
branches’ of Malaysian national carmakers were

obtained. The high response rate of 95% was acthiage
the questionnaires were collected just before tistomer
left the waiting area of the service branches T8je on-
the-spot collection of questionnaire advocates an
appropriate administration of data collection psseand
therefore, the non-response bias is not a majobl@mo
[59][60]. The data collected has provided inforroation
demographic profile and presented in Table 1.

From the total of 312 respondents, a total of 15923%)
were male while 143 (45.8%) were female. This rtesul
similar to the other automotive after-sales sersitely [6].
The age groups of 26-35 (34.3%) and 36-45 (34.3%)
accounted for the largest portion of the sampleamdile,

the age group of more than 55 years old (17%) \Wwas t
smallest in the sample. More than half of the respaots
perceived that the cost of service was just betviRda01-
RM300 (51.9%), meanwhile, the respondents perceived
cost above RM400 (8.3%) was the smallest portiothef
sample. Only 4.8% of the respondents earned below
RM21,000 income.

5.2 M easurement M odel Evaluation

The PLS-SEM measurement model allows evaluation of
the construct’s reliability and validity or in othevords, it
indicates the model’'s predictive ability to confirthe
quality of the model [61]. The first quality critarare
concerned with convergent validity and reliabilitshich
mainly measured by the items loading, composiieliity
values, and average variance extracted (AVE) otheac
construct in the model. The convergent validitpéhieved
when the loading of each item is at least 0.50, pusite
reliability value must be above 0.70 and the awerag
variance extracted value must be greater than [BED
The convergent validity and reliability of the ctmsgts in
this study are indicated in Table 2.

The constructs which are the alternative attraotes
recorded composite reliability value of 0.927, wtees the
composite reliability for customer loyalty as thepeéndent
variable is 0.957. These two constructs have aeliglie
recommended threshold of 0.70 and therefore coreside
valid measure of the constructs [61]. On top of,tkach of
the constructs under evaluation showed the average
variance extracted (AVE) value above the cut-of@ &0. It
further indicates that all constructs possess a#fit
convergent validity as all the items loaded toréspective
constructs able to explain more than 50% of théawae of
the related constructs. In this study, after-saesvice
quality construct is measured as second-order fiwena
construct comprised of attributes such as custaeeiice,
support service, tangibility and technical qualiagnd the
weight recorded values of 0.505, 0.152, 0.213 a@®D
respectively (refer Table 2).

Table 2. Internal consistency and convergent validity of
constructs
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3] %) [0) 3] [%) (o)
5 %) 2 w g’ 2 3 (2 =4 L g =)
£ 5§ 8 z¢Fs Tz 0§ 5 3 £Fg
(@) - O > (@) - O >
AA AAl 0.845 0.927 0.679 Yes SQ SQCS 0.505 55.120 4.053 NA
AA2 0.878 SQSS 0.152 25.572 2.627
AA3 0.792 SQTAN  0.213 34.137 2549
AA4 0.882 SQTQ 0.229 37.038 4.126
AA5 0.764
AAG 0.775 Next, the second quality checking in measuremerdeaho
involved assessment of discriminant validity of heac
CL CL1 0.875 0.957 0.763 Yes construct under investigation. Establishing disanant
CL2 0.919 validity infers that each construct is exclusivel atrictly
CL3 0.905 distinct from other constructs [61]. This validityas
CL4 0.903 assessed using Fornell Larcker criterion [62] and
CL5 0.886 Henseler's heterotra}it-moqotrgit.(HTMT). (2015) eribn
CL6 0.898 [63]. In order to achieve discriminant validity etiaverage
CcL7 0.708 variance shared between each construct and itsumesas
must be greater than the variance shared between th
SQCS SQCS# 0.867 0.96: 0.68: Yes construct and other constructs (correlation) [G2lerefore,
1 as illustrated in Table 3, this study has achieved
SQCS/£  0.87< discriminant validity as all the values in the diagl which
2 are the square root of AVE for each constructshégber
SQCSA 0.838 than the off diagonal values.
3
SQCSE1 0.811 Table 3. Fornell and Larcker criterion
SQCSE2 0.783
SQCSE3 0.870 >
SQCSL4 0.787 @ A < 9
SQCSL5 0.838 < =
SQCSR1 0.767 < © 8 8 8’ 8’
SQCSR2 0.854
SQCSR3 0.860 AA 0824
SQCSR4 - 0.773 (s:(ISC 0217 090 0828
SQSS SQSs: 0.84: 0.911 0.72C Yes S
SQSs: 0.92¢ SQS 0.126 0.721 0.742 0.848
SQSS:! 0.891 S
SQSS. 0.721 SQT 0.269 0.718 0.744 0.557 0.896
. . AN
ZQTA fQTAN 0.901 0.95: 080z  Yes SQT 0254 0.835 0824 0.753 0.7370.872
. Q
‘,?QTAN 0.852 Note: Bold values in the diagonal represent theasguoot
SQTAN  0.919 of AVE while the other entries in off-diagonal repent the
3 correlation between the constructs.
SQTAN  0.884 CL — Customer Loyalty; SQCS — Customer Service; SQS
4 — Support Service; SQTAN - Tangibility; SQTQ -
SOTAN  0.921 Technical Quality; AA — Alternative Attractiveness.
SQTQ gQTQl 0.890 0940 0.760 Yes In_ad_dition to that, Heterotrait-Monotrait _critelr_lic(HTl\_/IT
SQTQ2 0891 criterion) also offers another alternative in asBeg
) discriminant validity where it permits a systematic
SQTQ3 0.900 assessment of construct validity [63]. This HTMTtemion
SQTQ4 0.888 involves comparison with a recommended thresholdchv
SQTQ5  0.784 is 0.90. According to [63], the HTMT above the oiit-
o ® value of 0.90 signifies that there is lack of disgnant
= ; - ° g’ = validity. Thus, as depicted in Table 4, the meamemst
S g 2 fn % L 2 =] model demonstrated sufficient discriminant validity all
(§§ 'g 5 E g z S 8 = § constructs are distinctly different at HTMTO0.90 ébhold

[63].



Int. ] Sup. Chain. Mgt

183

Vol. 7, No. 1, February 2018

Table 4. Heterotrait-monotrait criterion (Htmt criterion)

b
. . 8 8 & g
T o°o & % 8§
AA
CL 0.179
SQCSs 0.21z 0.86¢
SQSS 0.140 0.797 0.813
SQTAN 0.271 0.75¢ 0.78z 0.62(
SQTQ 0.258 0.892 0.876 0.845 0.791
53 Assessment of Formative Second Order
Construct

On another note, this study evaluates after-sapdce
qguality as a second-order formative construct. In
assessing the formative second-order, it is crutdal
ensure that collinearity for all service quality QS
dimensions are assessed. As shown in Table 5, the
variance inflation factor (VIF) values for eachsafrvice
quality dimensions are lower than the threshol8 {81].

It suggests that each of the dimensions is disand is
measuring different aspects of service quality.

Table 5. Collinearity assessment

Q
SQCS 4.053
SQSS 2.621
SQTAN 2.549
SQTQ 4.12¢
The bootstrapping results in Table 6 show the

significance path co-efficient of each first-order
constructs of service quality. The significant fesu
indicate that each dimension is significantly rethto
service quality. Apart from that, this study is kexding
service quality as a formative second-order coostru
thus, it allows the researcher to identify the most
influential dimension of after-sales service qualihat
contributes to the positive relationship with cuséy
loyalty. The path co-efficient assessment further
indicates that customer service was the most iraport
dimension of after-sales service quality indicalgdthe
weight of 0.505 whereas technical quality with the
weight of 0.229 was the second important dimension
after-sales service quality followed by tangibilityeight

of 0.213). Relatively, support service was the tleas
important dimension of after-sales service quadisyits
weight was only 0.152. However, the positive restilt
shows that it was also one of the important countdis

to the positive relationship between after-salevice
quality and customer loyalty.

Table 6. Path co-efficient assessment

Relationship Coef(p) Standard T P
Error Value Values

SQCS>SQ 0.50¢F 0.00¢ 55.12( 0.00(

SQSS>SQ  0.152 0.006 25.572 0.000

SQTAN-

>SQ 0.213 0.006 34.137 0.000

SQTQ->SQ 0.229 0.006 37.038 0.000
5.4 Structural M odel Evaluation

Before proceed with evaluating the structural mpdeé
researcher needs to ensure that the inner modaisastudy
is free from collinearity issue. As siich the resof
collinearity test is depicted in Table 7 hidetVIF
values smaller than five suggests that ue cullihess not
the major problem [61].

Table 7. Collinearity assessment

CL
AA 1.062
0 1.062

* CL — Customer Loyalty; AA — Alternative
Attractiveness; SQ — Service Quality

Subsequent to that, the bootstrapping procedurBL&-
SEM is used to assess the structural model andethéts
of path-coefficient for the hypothesized relatiopsiare
shown in Table 8. A close look shows that afteesal
service quality was positively related to custortfwalty
and found to be a significant predictor of custothogalty
(SQ —» CL, B = 0.878, p < 0.01), hence, the H1 is
supported. Contradictory, the hypothesis H2 is not
supported as there is no significant relationshépwieen
alternative attractiveness and customer loyalty (AACL,

B =-0.028, p < 0.01).

Table 8. Path co-efficient and hypothesis testing

)
£ ¢ 2 g 8 ¢
s § £ S5 3 = 2o
g z 8= > > =
T o O BO o @
H1 SQ- 0.87¢ 0.017 51.49¢ 0.00C Yes

>
CL
H2 AA- -0.028 0.027 1.052 0.146 No
>
CL

*p< 0.05, **p < 0.01 (one-tailed)

Table 9 shows the co-efficient of determinatiorf)(Rhe
predictive relevance @@ and the effect size 4f of the
respective endogenous variable of this study istaroer
loyalty. As shown in the table, the’ Ralue for customer
loyalty is 0.759. This advocates that the exogenous
variables in this study, namely after-sales servjoality
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and alternative attractiveness can explain 75.9%hef
variance in customer loyalty. Next, in evaluatirige t
predictive relevance (D of after-sales service quality
and alternative attractiveness over customer |pyaiie
value of 0.538 which is greater than zero suggtsts
both exogenous variables in this study possessgtined
capacity over customer loyalty [61]. On top of that
Table 7 also exhibits the importance of exogenous
variables in explaining customer loyalty through
estimation of effect size {f As indicated by [61], %
values of 0.35, 0.15, and 0.02 are considered Jlarge
medium, and small respectively. The result shove th
after-sales service quality possess higher efieet(# =
3.013) compared to alternative attractiveness whidly

has small effect on customer loyalty. This indisatieat
the former is more important than the latter inlakpng

and predicting customer loyalty.

Table 9. Determination of co-efficient & predictive
relevance (&) and effect size {J

Co- Predictive  Effect Sizef?
efficient Relevance
R* Q° CL Effect siz¢
CL 0.759 0.538
AA 0.003 Small
SQ 3.013  Substantial
6. Conclusion and Discussion

The purpose of this study was to examine how the
industry-specific dimensions of service quality and
competition factor of alternative attractivenesiuence

the level of customer loyalty towards Malaysianioval
carmakers. Further to that, this study also aims to
identify which dimensions are the major contributor
indicate service quality.

The finding of this study found that after-salesviee
quality has a significant positive relationship Hwit
customer loyalty. This empirical evidence suppdhs
findings in the previous literature from differeneisearch
context, that service quality has positive sigmific
effects on customer loyalty [2][3][4][5]. This irchtes
that the higher the quality of service delivered thg
Malaysian national carmakers, the better is thelle¥
customer loyalty towards national carmakers.

Along with that, after-sales service quality waamined
as a second-order formative construct, and theinfind
further pointed out that each after-sales servigality
dimensions are significantly related to after-salesiice
quality. Apart from that, the finding further densbrates
that customer service which indicates the functiona
dimension of service quality has the greatest impac
after-sales service quality that contributes to ibsitive
significant relationship with customer loyalty. Nexhe
result also indicates the second importance oficrv
outcome of technical quality that explains the &erv

delivery process as the pre-requisites for funeti@ervice
quality. Vehicle is a valuable product that regsifgigh

investment. As such, besides excellent customericeer
the customer expects a favorable and the verydusbme
for their vehicle when they send for service, mamaince,
and repair. On another note, even though the tditgidbnd

support service carries the smaller weight, thaiSaant

path co-efficient to service quality indicates theiportant
contribution as after-sales service quality dimensi

Besides evaluating the effect of after-sales sergaality
on customer loyalty, this study also examines the
alternative attractiveness as the competition faztal how
it affects loyalty. The alternative attractivenesgas
hypothesized as negatively related to customentpyges it
is a poison that reduces the loyalty towards théaléan
national carmakers. The empirical finding showst tha
hypothesized, the alternative attractiveness isatiegly
related to customer loyalty but there is no sigaifit
relationship between them. This explains that Msikay
national carmakers tend to retain their existingtaumer
and increasing their sales by delivering the highlity of
after-sales service. The high quality of servicenpse
longer term of relationship after the warranty eyxpand
the positive word-of-mouth, recommendations, reflerr
and good publicity may attract new customer andimethe
existing customers as well. However, the attractffers
from the competitors were not an influential elemém
increase the level of customer loyalty.

6.1 Implications

The findings provide empirical evidence theoretictd the
literature of the relationship between automotifterasales
service quality and alternative attractiveness witktomer
loyalty. The literature has suggested for the serguality
to be measured with dimensions according to theifipe
characteristics of the industry and context of gtud
[71[8][9], so that it will contribute differently d the
literature on service quality and customer loyalfp. the
knowledge of this study, this is a new empiricalcdivery
that tested the dimension of support service with
instruments adapted from other industry as measofes
service quality. Besides, this study also examiriee
competition factor of alternative attractiveness as
exogenous variable in relation to customer loyalthe
findings have contributed to the social exchangmiti on
the mutual rewards gained by both parties in aicoatus
relationship between customer and the service geovi

From the practical view, the significant positive
relationship of after-sales service quality and teuer
loyalty suggest that the Malaysian national carmake
should emphasize on delivering high quality of &rvo
increase more loyal customer. The customer-service
provider relationship developed during the repeatdice
encounter within the free warranty schedule shdddhe
platform to maintain the existing customer for ader
term of business even after warranty expiry. Thelifig
also offers empirical evidence to the automotivenzkers
that the functional quality is the most influentiinension
to indicate service quality and subsequently ineedaigher
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loyalty. Other than that, the managers must imprinee
activity of support service as the findings showattt is
significantly related to after-sales service quwalithis
study also helps the national carmakers to pregriind
strategize their limited resources according toribeds
and current demand of customers in after-salescgerv

6.2 Limitation and Future Research

This study only focused on customer loyalty in the
context of after-sales service where the evaluatias
only limited to the recommendation and positive avor
of-mouth related to faith towards national carmaker
also the willingness to return to Malaysian natlona
carmakers for service maintenance, and repair aften

the warranty expiry. A future study in a differentext
might see customer loyalty from a broader perspecti
suitable to the context under investigation. Nekis
study is limited to the sample from the populatiai
Malaysian national carmakers and future studies are
suggested to extend the richness of the data by
examining both, national and non-national carmakers
making a comparison between them. The bigger and
diverse sample may reveal higher generalizabitity the
enrich findings could also broaden and deepen the
understanding of the concept of service quality in
customer loyalty research.
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