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Abstract

The intense competition among firms in the new global environment has made it inevitable for
firms to seek ways to create and maintain quality relationship with customers, and Malaysia
banks sector are no exception. However, little is understood from empirical viewpoint about
the antecedents of relationship quality specifically. In fact, the actual influence of overall
customer satisfaction will be assessed by its indicators (Trust, Communication, Competence,
Commitment and Cooperation). In this study, we tend to examine the effects of relationship
marketing on customer satisfactions. Based on data collected from 237 customers which
consisted of university students of UUM, various data-analytic tools will be used in this study.
These tools are used to analyze the data such as test of differences, reliability analysis, factor
analysis, and multiple regression analysis. Findings of this study suggest that if companies
want to gain customers satisfaction, issues related to trust, communication, competence,
commitment and cooperation must be addressed.



Abstrak

Persaingan yang kompetitif di antara syarikat-syarikat di persekitaran global yang baru telah
mendorong syarikat-syarikat mencari kaedah baru dalam mewujudkan dan mengekalkan kualiti
hubungan dengan pelanggan. Ini termasuklah sektor perbankan di Malaysia. Akan tetapi, hanya
segelintir yang memahami dari sudut pandangan realistik tentang latar belakang kualiti hubungan
secara khususnya. Malah, kecenderungan sebenar dalam menilai kepuasan pelanggan akan
dinilai melalui pembolehubah hubungan pemasaran (kepercayaan, komunikasi, kebolehan,
komitmen dan kerjasama). Di dalam kajian ini, kita akan mendalami kesan di antara hubungan
pemasaran terhadap kepuasan pelanggan bank. Daripada data yang dikumpul, iaitu seramai 237
orang pelanggan yang terdiri daripada pelajar-pelajar Universiti Utara Malaysia (UUM),
kepelbagaian kaedah analisis digunakan di dalam kajian ini. Kaedah-kaedah ini digunakan untuk
menganalisis data seperti ujian perbezaan faktor, analisis keseragaman, analisis factor dan
beberapa analisis pembalikan. Hasil kajian ini telah membuktikan para pelanggan boleh
mencapai tahap kepuasan perkhidmatan dengan memfokuskan isu pembolehubah itu sendiri iaitu
kepercayaan, komunikasi, kebolehan, komitmen dan kerjasama.
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INTRODUCTION

1.0 CHAPTER INTRODUCTION

This study investigates the effect of relationship marketing on customer satisfaction in
banking services. In particular, it will discuss the effect of trust, communication,
competence, commitment, and cooperation towards customer satisfaction. Thesé five
elements are the dimension of relationship marketing. This chapter contains seven parts
as follows: (1) Background of the study; (2) Problem statement; (3) Objective of the
study; (4) Research question; (5) Theoretical framework; (6) Significance of the study;

(7) Limitations of the study.
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