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ABSTRACT 

 

 

Customer loyalty is gaining considerable interest from academics and business 

practitioners because both are interested in knowing the driving forces that enhance a 

company’s competitiveness. Despite the importance of customer loyalty, there is still a 

lack of comprehensive work to explore how customers develop loyalty to a particular 

retailing outlet, and how that loyalty can be maintained. The main objective of this study 

is to explore the antecedents of customer loyalty from both attitudinal and behavioral 

perspectives based on two underpinning theories. The underpinning theories are the 

Oliver’s Four-Stage Loyalty Model and the Mehrabian-Russell’s Environmental 

Psychology Model. The study setting is on retail-shopping in Malaysia, which focuses on 

the hypermarkets. The data is collected from a few hypermarkets within Klang Valley 

and Putrajaya. The instrument used in the study is a self-administered questionnaire. As 

for the statistical analysis, Structural Equation Modeling is used to test the hypotheses. 

The findings disclose that the antecedents of cognitive loyalty are the components of 

store image. They are service quality, product quality, product selection, store 

atmosphere, and promotion activity. The antecedents for affective loyalty are customer 

satisfaction, loyalty program, and retailer brand equity. The antecedent for conative 

loyalty is customer commitment. Likewise, the antecedent for action loyalty is conative 

loyalty. However, there are no mediating effects of emotional states on cognitive loyalty, 

affective loyalty, and conative loyalty. Thus, there are three strategic tools that dominate 

attitudinal aspect, namely, store image, loyalty program, and retailer brand equity. In 

addition, the findings of the study reveal that the relationships between the four stages in 

Oliver’s model of cognitive loyalty to affective loyalty, affective loyalty to conative 

loyalty, and conative loyalty to action loyalty are positive and significant. The study 

concludes that the Malaysian hypermarket’s customer loyalty level is evolving in stages. 

Hence, the establishment of attitude-behavior relationship has a great meaning to the 

retailers due to its predictive power, particularly in marketing strategy formulation. 

 

Keywords: Customer Loyalty; Malaysian Retail-Shopping; Attitudinal and Behavioral; 

Oliver’s Four-Stage Loyalty Model; Mehrabian-Russell’s Environmental Psychology 

Model. 
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ABSTRAK 

 

 

Kesetiaan pelanggan semakin mendapat minat yang memberansangkan dari ahli-ahli 

akademik dan pengamal-pengamal perniagaan kerana kedua-duanya ingin mengetahui 

tentang kekuatan pendorong untuk meningkatkan lagi daya saing syarikat. Sungguhpun 

kesetiaan pelanggan dianggap penting, tetapi masih terdapat kekurangan kajian 

menyeluruh untuk meneroka bagaimana pelanggan membangunkan kesetiaan kepada 

peruncitan tertentu dan bagaimana kesetiaan itu boleh dikekalkan. Objektif utama kajian 

ini adalah untuk meninjau anteseden kesetiaan pelanggan dari kedua-dua perspektif sikap 

dan perilaku berdasarkan kepada penggunaan dua teori, iaitu Model Kesetiaan Empat-

Peringkat Oliver (Oliver‟s Four-Stage Loyalty Model) dan Model Persekitaran Psikologi 

Mehrabian-Russell (Mehrabian-Russell‟s Environmental Psychology Model). Kajian ini 

dijalankan dalam bidang peruncitan yang berfokus kepada pasar raya besar (hypermarket) 

di Malaysia. Data-data telah dikumpulkan dari beberapa pasar raya besar yang terdapat di 

Lembah Kelang dan Putrajaya. Instrumen yang digunakan dalam kajian ini adalah borang 

soal-selidik. Manakala analisis statistic yang digunakan untuk menguji hipotesis ialah 

„Structural Equation Modeling‟. Penemuan kajian ini mendedahkan bahawa anteseden 

kesetiaan kognitif ialah komponen imej kedai. Ianya terdiri daripada kualiti 

perkhidmatan, kualiti produk, pemilihan produk, suasana persekitaran kedai dan aktiviti 

promosi. Anteseden kesetiaan afektif ialah kepuasan pelanggan, program kesetiaan dan 

ekuiti jenama peruncit. Anteseden kesetiaan konatif pula ialah komitmen pelanggan. 

Manakala anteseden kesetiaan tindakan (perilaku) ialah kesetiaan konatif. Namun, tiada 

kesan pengantara emosi bagi kesetiaan kognitif, kesetiaan afektif dan kesetian konatif 

telah dikenalpasti. Justeru, kajian ini telah mengenal pasti tiga kaedah strategik yang 

mendominasi aspek sikap, iaitu imej kedai, program kesetiaan dan ekuiti jenama peruncit. 

Tambahan lagi, penemuan kajian menunjukkan bahawa hubungan di antara empat 

peringkat dalam Model Oliver, iaitu kesetiaan kognitif terhadap kesetiaan afektif, 

kesetiaan afektif terhadap kesetiaan konatif dan kesetiaan konatif terhadap kesetiaan 

tindakan telah didapati positif dan signifikan. Dengan demikian kajian ini menyimpulkan 

bahawa peringkat kesetiaan responden pasar raya besar di Malaysia berkembang secara 

berperingkat. Oleh itu, penubuhan hubungan sikap-perilaku mempunyai makna yang 

besar kepada peruncit kerana kuasa ramalan, terutama sekali dari segi merangka strategi 

pemasaran mereka. 

 

Kata Kunci: Kesetiaan Pelanggan; Peruncitan Malaysia; Sikap dan Perilaku; Model 

Kesetiaan Empat-Peringkat Oliver; Model Persekitaran Psikologi Mehrabian-Russell. 
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CHAPTER 1 

INTRODUCTION 

 

1.1 Introduction 

This introductory chapter begins with describing the background of the study, and 

highlights the nature of the problem. Subsequently, the chapter presents the research 

questions, and research objectives. It also discusses the significance of the study, and the 

scope of research. The chapter ends with providing the definition of terms, and the 

organization of the dissertation. 

  

1.2 Background of the Study 

The wholesales and retail trade sub-sector is one of the important service sectors in 

Malaysia’s economy, it has contributed 13.3 percent of GDP in 2009. Likewise, this sub-

sector together with accommodation and restaurant sub-sector, employed 18.4 percent of 

the total workforce in 2009 (Economic Report, 2010-2011). The Economic Report (2010-

2011) reveals that the wholesales and retail trade sub-sector registered an impressive 

growth of 9 percent in 2009, partly contributed by the aggressive expansion of 

hypermarkets and superstores. As at end of September 2010, there were a total of 125 

foreign-owned hypermarkets and superstores operating nationwide. 

 

In recent years, multinational hypermarket retailers such as Carrefour, Giant, and Tesco, 

as well as reputable general merchandize stores such as Jusco, have succeeded in gaining 

market share in Malaysia’s retailing market. They are leveraging on their financial power 
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