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ABSTRACT 
 

In the era of intense competition, customer satisfaction and customer loyalty are 
the most important outcomes of marketing. Both elements serve various stages of 
consumer buying behavior.  Excellent service quality has become a major 
corporate goal as more companies gradually struggle for quality products and 
services.  Therefore, this study aims to determine the influence of service quality 
on customer satisfaction and customer loyalty in TMpoint.  The data were gathered 
through the distribution of questionnaires. SPSS was used to conduct correlation 
and multiple regression analyses on 279 cases. The respondents were the 
customers who visited and used the products or services of this company. The 
results revealed that there was a significant relationship (p = < 0.01 ) between 
service quality and customer satisfaction. However, there was no significant 
influence between responsiveness and customer satisfaction.  Further result 
indicated a significant relationship between service quality and customer loyalty.  
The most influencial factor on customer loyalty was assurance and followed by 
reliability and tangibles.  This TMpoint is recommended to strategize approaches 
to satisfy  customers’ needs, and to adopt action-oriented approach.  
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INTRODUCTION 
 

Nowadays, service quality is becoming the most significant aspect of 
business success for either manufacturers or service providers (Wang & Lo, 
2002).  As a significant assess to business performance, service quality can be 
considered the core of success in today’s highly competitive world of business 
(Ahmad & Kamal, 2002).  Thus, businesses are eager to precisely measure 
service quality in order to better understand its crucial antecedents and 
consequences as to accomplish competitive advantage and assemble customer 
satisfaction and loyalty (Lassar, Manolis & Winsor, 2000).  The idea concerning 
service quality is also supported by Atilgan, Akinci and Aksoy (2003) who claimed 
that various businesses are facing increasing competition that forces them to look 
for competitive advantage, efficiency and profitable ways to distinguish 
themselves.  Studies have shown that service quality and customer satisfaction 
as well as customer loyalty are closely related  implying that an increase in one is 
likely to lead to an increase in another (Bartlett & Han, 2007). 
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LITERATURE REVIEWS 
 

Customer Satisfaction 
 

Outstanding service quality can enhance customer satisfaction (Spathis, 
Petridou & Glaveli, 2004).  Supported by Robledo (2001), high service quality will 
boost customer satisfaction dramatically.  For a company, by applying service 
quality theory will result in a more customer-oriented approach (Gee, Coates & 
Nicholson, 2008).  In other words, customer satisfaction lies as a single, most 
influential effect in delivering high service quality (Shaw & Haynes, 2004). 
Besides, service quality provides greater impact on customer satisfaction and 
leads to superior business performance (Ahmad & Kamal, 2002).  Thus, customer 
satisfaction can be considered the as precondition of accomplishment in today’s 
extremely competitive world of business (Sureshchandar et al., 2002).  Customer 
satisfaction is a major result of marketing movement in which it serves as a link 
between the different stages in consumer buying behavior (Ahmad & Kamal, 
2002).  Customer satisfaction is widely known as an explanation in the formation 
of customers’ future purchase intentions (Sureshchandar et al., 2002).  Satisfied 
customers are also likely to tell others about their positive experiences, thus 
engage in positive word of mouth advertising (Sureshchandar et al., 2002).   

 
 

Customer Loyalty 
 

Companies today should realize that having merely satisfied customers is 
not good enough, they must have extremely satisfied customers.  Thus, excellent 
service quality is recognized as the key factor affecting customer loyalty (Atilgan 
et al., 2003).  This is also supported by Bartlett and Han (2007) who reported that 
outstanding service quality experienced by customers directly boosts their loyalty 
toward the company.  According to Singh and Sirdeshmukh (2000), customer 
loyalty is quickly becoming important for the twenty-first century marketplace.   

 
 

Service Quality 
 

In recent years, companies have provide the greatest efforts to satisfy their 
customers.  As a significant measure of business performance, service quality can 
be considered as the foundation success in today’s highly competitive world of 
business (Ahmad & Kamal, 2002). Delivering of excellent service quality to 
customers is increasingly recognized as an action that affects the company’s 
performance (Atilgan et al., 2003).   

 

Ultimately, measuring service quality is essential in order to better 
recognize its crucial antecedents and consequences in order to achieve 
competitive advantage and to ensure high level of customer satisfaction and 
loyalty (Lassar et al., 2000).  The inspiration about service quality is also supported 
by Atilgan et al. (2003) who stated that many businesses are facing increasing 
competition that forces them to search for competitive advantage and profitable 
ways to compete with other competitors.  Moreover, as a result of this stiff 
competition, service quality becomes an increasingly essential aspect in 
determining market shares and profitability (Spathis, Petridou, & Glaveli, 2004).  
As such, service quality is capable to lead companies to increase customer 
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satisfaction and loyalty thus contributes considerably to company’s performance 
(Robledo, 2001).  In this sense, service quality is defined as customer’s overall 
impression of the relative expectation and perception of the company and its 
services (Parasuraman, Zeithaml & Berry, 1985).   

 
 

Relationship between service quality, customer satisfaction and customer 
loyalty 

 

Nowadays, by having satisfied customers are not good enough. They must 
have extremely satisfied customers in order to lead to customer loyalty (Bowen & 
Chen, 2001).  Studies have shown that service quality and customer satisfaction 
as well as customer loyalty are closely related  implying that an increase in one 
will likely lead to an increase in another (Atilgan et al., 2003; Gupta et al., 2005).  
In fact, improvement of service quality has a positive relationship to achieve higher 
customer satisfaction (Sivadas & Baker-Prewitt, 2000). Besides, previous 
research conducted by Sureshchandar et al. (2002) using the SERVQUAL model 
revealed high correlations and relationship between service quality and customer 
satisfaction with respect to its dimension; namely, responsiveness, assurance, 
tangibles, empathy and reliability.  It also supported by Heskett (2002) that 
customer satisfaction derived from delivering high service quality and ultimately 
affect customer loyalty.  Caruana (2002) reported in her study that service quality 
as an antecedent construct that has the correlation with customer satisfaction and 
finally effect to customer loyalty.   
 

 

SERVQUAL Model 
 

A proper key to deliver quality service that can lead to customer satisfaction 
and customer loyalty are by indentifying and understanding what dimensions of 
quality are important to a particular customers (Metters, King-Metters, Pullman & 
Walton, 2006).  Parasuraman et al. (1985) initiated a research stream that many 
consider to be the most comprehensive investigation on service quality.  
SERVQUAL model has been widely utilized by managers and academicians to 
assess customer perceptions of service quality for a diversity of services such as 
banks, credit card companies as well as distance telephone companies to 
measure customer satisfaction and customer loyalty (Lassar et al., 2000).  In 
essence, the SERVQUAL model proposed by Parasuraman et al. (1985) consists 
of a 22-item scale that measures the difference between customer expectations 
and perceptions across the various service dimensions and the resultant “gap” 
indicates the level of satisfaction and dissatisfaction.  In short, the SERVQUAL 
model is based on the gap theory that is intended to measure the customer 
expectations for various aspects of service quality and customer perception of the 
service they actually received from the service company (Parasuraman et al., 
1985).   

 
 

Conceptual Framework 
 

The independent variable is service quality that consists of tangibles, 
reliability, responsiveness, assurance and empathy.  The dependent variables are 
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customer satisfaction and customer loyalty.  The framework of this study is 
presented in Figure 1. 

 
 

      Independent Variable                                                                                                            

 
 

 
 
 
 
 

 
SERVICE QUALITY 

 
Tangibles 
Reliability 
Responsiveness 
Assurance  
Empathy 
Adapted from 
Parasuraman et al., 1985 
 

Dependent Variables 

 
 

 
CUSTOMER 
 LOYALTY 

Adapted from Caruana 
(2002) and Dimitriades 

(2006) 
 

CUSTOMER 
SATISFACTION 

Adapted from Caruana 
(2002) and Dimitriades 

(2006) 
 

Figure 1 :  A Conceptual Framework depicting the Influence of Service 
Quality on Customer Satisfaction and Customer Loyalty at TMpoint Bukit 

Raja, Malaysia 
 
 

Research Hypotheses 
 

Based on the literature review and the above framework, the following hypotheses 
were developed: 
 

H1  = Service quality significantly influences customer satisfaction. 
H1a = Tangibles significantly influence customer satisfaction. 
H1b = Reliability significantly influences customer satisfaction. 
H1c= Responsiveness significantly influences customer satisfaction. 
H1d= Assurance significantly influences customer satisfaction. 
H1e= Empathy significantly influences customer satisfaction. 
H2 = Service quality significantly influences customer loyalty. 
H2a = Tangibles significantly influence customer loyalty. 
H2b = Reliability significantly influences customer loyalty. 
H2c= Responsiveness significantly influences customer loyalty. 
H2d= Assurance significantly influences customer loyalty. 
H2e= Empathy significantly influences customer loyalty. 

 
 

METHODOLOGY 
 

This study was conducted to investigate the influence of service quality on 
customer satisfaction and customer loyalty at TMpoint. The population of this 
study was the customers who visited and used the products or services of TMpoint 
Bukit Raja.  The sampling technique used in selecting the respondents was non-
probability sampling; namely, convenience sampling. Data were collected by 
means of specially designed questionnaire, which consists of close-ended 
questions using a 5-point Likert scale.  This instrument was adapted from Caruana 
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(2002) and Dimitriades (2006).Section A of the questionnaire contained questions 
regarding respondents’ backgrounds.  Section B focused on the service quality 
and the questions were adapted from Parasuraman et al. (1985).  Section C was 
related to customer satisfaction while Section D was related to customer loyalty 
provided by this company.  

 
 

FINDINGS 
 

Response Rate 
 

A total of 306 questionnaires were distributed to the customers who have 
used the products or services from this company.  A total number of 306 
questionnaires were distributed to the respondents. 27 responses (8.82%) were 
excluded from the analysis due to incomplete information.  As a result, only 279 
(91.18%) were regarded as valid analyzed.   

 
 

Profile of Respondents 
 

The respondents were asked about their gender, race, age, marital status, 
education level, field of occupation and household income in order to provide a 
good picture of the background of respondents.  The number of male respondents 
was slightly higher compared to females.  Most of the respondents were from the 
Malay ethnic, aged (50.9%) between 26 – 35 years old (30.8%) and married 
(70.3%).  The majority of the respondents obtained a secondary school education 
(44.1%) and most of them were working in private sectors (48.0%). 

 
 

Reliability Analysis 
 

Table 1 : Cronbach’s alpha scores for the service quality, service quality 
dimensions and customer loyalty (n = 279) 

Scales No. of Scale 
Items 

Reliability Coefficient (Alpha) 
(n = 279) 

Overall service quality 
Tangibles 
Reliability 
Responsiveness 
Assurance 
Empathy 

22 
4 
5 
4 
4 
5 

0.95 
0.80 
0.90 
0.68 
0.84 
0.85 

Customer satisfaction 5 0.88 
Customer loyalty 5 0.90 

 
 

The Cronbach’s alpha scores for overall service quality is 0.95 indicating 
that the items measuring service quality were highly reliable. The questions for 
each dimension of service quality namely tangibles, reliability, responsiveness, 
assurance and empathy were also highly reliable with the Cronbach’s Alphas of 
0.80, 0.90, 0.68, 0.84 and 0.85 respectively.  Meanwhile, the Cronbach’s Alpha 
values for customer satisfaction and customer loyalty were 0.88 and 0.90 
respectively.  
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Correlation Analysis 
 

Table 2 : Correlation between service quality and customer satisfaction (n 
= 279) 

No Variables  Mean SD 1 2 3 4 5 6 
1 Tangibles 3.85 .64       
2 Reliability 3.55 .83 .669**      
3 Responsiveness 3.50 .67 .670** .749**     
4 Assurance 3.83 .65 .614** .735** .711**    
5 Empathy 3.61 .72 .597** .736** .709** .770**   
6 Overall service 

quality 
3.67 .62 .798** .912** .873** .873** .886** 

 
 

7 Customer 
satisfaction 

3.71 .73 .685** .781** .722** .771** .779** .861** 

8 Customer loyalty 3.76 .80 .606** .664** .604** .664** .624** .726** 

Notes: ** Correlation is significant at the 0.01 level (2-tailed). 
 
 

The result of the study specifies that there is a positive and significant 
relationship between service quality and customer satisfaction (r = 0.88, p < 0.01).  
All the elements of service quality; namely, tangibles, reliability, responsiveness, 
assurance and empathy significantly correlate with customer satisfaction.  This 
finding is supported by Sureshchandar et al. (2002) in their research stating that 
service quality and customer satisfaction are closely related and the increase in 
one is likely to lead to a rise in the other.  The above result also specifies that there 
is a positive and significant relationship between service quality and customer 
loyalty (r = 0.726, p < 0.01).  All the elements of service quality; namely, tangibles, 
reliability, responsiveness, assurance and empathy significantly correlate 
significantly with customer loyalty. This finding is supported by Venetis and Ghauri 
(2004) which stated that the perceived service quality makes the highest 
contribution and positive relationship to customer loyalty.   

 
 

RESULTS AND DISCUSSION 
 

H1 =  Service quality significantly influences customer satisfaction 
 

As shown in Table 2, the result indicates that service quality significantly 
influences customer satisfaction at TMpoint. (r = 0.861, p < 0.01).  Therefore, 
Hypothesis 1 is supported.  This finding is consistent with previous research done 
by Caruana (2002), Chumpitaz and Paparoidamis (2004), Lassar et al. (2000) as 
well as Sivadas and Baker-Prewitt (2000) which specified that service quality 
significantly influence customer satisfaction. 
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Table 3 : Multiple regression between elements of service quality and 
customer satisfaction (n = 279) 

Model Standardized Coefficient  
(Beta) 

t Sig. 

Tangibles .174 3.953 .000 
Reliability .250 4.580 .000 
Responsiveness .066 1.265 .207 
Assurance .223 4.173 .000 
Empathy .272 5.108 .000 
R2 .746   
Adjusted R2 .742   
F Value 160.727   
Significance F Value .000   
Durbin-Watson 1.976   

 
 

H1a = Tangibles significantly influence customer satisfaction 
 

As shown in Table 3, the result indicates that tangibles significantly 
influence customer satisfaction at TMpoint Bukit Raja (β = 0.174, p < 0.01).  
Therefore, Hypothesis 1(a) is supported.  This finding is strongly supported by 
Wang and Lo (2002), Caruana (2002), Lassar et al. (2000), Chumpitaz and 
Paparoidamis (2004), and Sivadas and Baker-Prewitt (2000), who found that 
tangibles significantly positive influenced on customer satisfaction. This significant 
finding suggests service providers to equip their premises with modern looking 
equipment and furniture, favorable ambience, comfortable waiting area, and 
ample parking space, so that customers will feel appreciated and valued, hence 
will increase their level of satisfaction. 

 
 

H1b = Reliability significantly influences customer satisfaction 
 

As shown in Table 3, the result indicates that reliability significantly 
influences customer satisfaction at TMpoint (β = 0.250, p < 0.01).  Therefore, 
Hypothesis 1(b) is supported.  This finding is similar to Wang and Lo (2002) who 
stated that reliability has positively and significantly influenced customer 
satisfaction. They claimed that reliability is one of the most important factors that 
contribute to improved customer satisfaction. Normally, the reliability element 
refers to the ability to perform the service dependably and accurately 
(Parasuraman et al., 1985).  Responding positively to the finding, service 
providers are required to inform their customers exactly when services will be 
performed, give prompt services and willingly to help customers, so that customers 
will receive delightful and valuable customer experience that exceeds their 
expectations and perceptions prior to purchasing the products or services.  

 
 

H1c = Responsiveness significantly influences customer satisfaction 
 

As shown in Table 3, the result indicates that responsiveness does not 
significantly influence customer satisfaction at TMpoint (β = 0.066, p > 0.01).  
Therefore, Hypothesis 1(c) is rejected.  Basically, responsiveness element 
concerns the willingness or readiness of employees to provide service 
(Parasuraman et al., 1985).  In recent years, the responsiveness is no longer an 



MALAYSIAN JOURNAL OF CONSUMER AND FAMILY ECONOMICS 
 

 

65 
 
 

important element in service quality that influences customer satisfaction. This is 
due to the existence of high technology-based services such as electronic 
payment system, e-services and other to increase the efficiency and effectiveness 
in service delivery among customers (Ganguli & Roy, 2011). The existence of high 
technology-based services and the acceptance of high technology strategy among 
customers to fulfill their customized needs and requirements indirectly reduces 
human interaction between customers and employees (Ganguli & Roy, 2011).  In 
addition, the services are valued based on the speed, efficiency and effectiveness 
in service delivery using the high technology strategy.  

 
 

H1d = Assurance significantly influences customer satisfaction  
 

As shown in Table 3, the result indicates that assurance significantly 
influences customer satisfaction at TMpoint (β = 0.223, p < 0.01).  Therefore, 
Hypothesis 1(d) is supported.  This finding is strongly supported by Wang and Lo 
(2002) who found that the assurance has a significant and positive influence on 
customer satisfaction.  Generally, the assurance element relates to the 
knowledge, competence and courtesy of service employees and their ability to 
convey trust and confidence (Parasuraman et al., 1985).  In fact, it will potentially 
attract to profitable new customers and build strong relationship (Wang & Lo, 
2002). 

 
 

H1e = Empathy significantly influences customer satisfaction  
 

As shown in Table 3, the result indicates that empathy significantly 
influences customer satisfaction at TMpoint (β = 0.272, p < 0.01).  Therefore, 
hypothesis 1(e) is supported.  This finding is supported by Lassar et al. (2000) 
who argued that empathy element of service quality positively influences customer 
satisfaction.  In essence, the empathy element is made up of items addressing 
individual customer attention, convenient operating hours, having customers’ best 
interests at heart, understanding specific needs of customers’ and providing 
customers with individual attention  (Parasuraman et al., 1985).  Therefore, by 
highly and consistently addressing the empathy element in service provision, it 
dramatically increases the customer satisfaction level that subsequently leads to 
superior business performance (Ahmad & Kamal; Sureshchandar et al., 2002).   

 
 

H2 = Service quality significantly influences customer loyalty 
 

As shown in Table 2, the result indicates that service quality significantly 
influences customer loyalty at TMpoint (β = 0.726, p < 0.01).  Therefore, 
Hypothesis 2 is supported.  This finding is consistent with the previous research 
conducted by Venetis and Ghauri (2004) which posited that service quality has a 
direct effect and influence to customer loyalty.  Thus, service providers are 
required to build customer loyalty because it is a valuable source for competitive 
advantage (Lassar et al., 2000).   
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Table 4 : Multiple regression between elements of service quality and 
customer loyalty (n = 279) 

Model Standardized Coefficient  
(Beta) 

t Sig. 

Tangibles .204 3.435 .001 
Reliability .234 3.168 .002 
Responsiveness .028 .402 .688 
Assurance .264 3.649 .000 
Empathy .107 1.492 .137 
R2 .538   
Adjusted R2 .530   
F Value .538   
Significance F Value 63.591   
Durbin-Watson .000   

 
 

H2a = Tangibles significantly influence customer loyalty 
 

As shown in Table 4, the result indicates that tangibles significantly 
influence customer loyalty at TMpoint. (β = 0.204, p < 0.01).  Therefore, hypothesis 
2(a) is supported.  This finding is supported by Wang and Lo (2002) who indicated 
that the tangibles have significant positive influence on customer loyalty.  This 
significant finding recommends service providers to provide their premises with 
up-to-date equipment and furniture, favorable ambience, comfortable waiting area 
as well as ample parking space, so that customers will feel appreciated and valued 
thus indirectly boost their loyalty. 
 

 

H2b = Reliability significantly influences customer loyalty 
 

As shown in Table 4, the result indicates that reliability significantly 
influences customer loyalty at TMpoint.  (β = 0.234, p < 0.01).  Therefore, 
hypothesis 2(b) is supported.  This finding is supported by Ganguli and Roy (2011) 
that reliability has positive influence on customer loyalty.  Normally, the reliability 
element refers to the ability to perform the service dependably and accurately 
(Parasuraman et al., 1985). Thus, TMpoint should ensure that its employees are 
able to provide dependable and accurate service at all time so that customers will 
feel confident and consequently contributes to enhanced customer loyalty. 
 

 

H2c = Responsiveness significantly influences customer loyalty 
 

As shown in Table 4, the result indicates that responsiveness does not 
significantly influence customer loyalty at TMpoint (β = 0.028, p > 0.01).  
Therefore, Hypothesis 2(c) is rejected.  Basically, responsiveness element 
concerns the willingness or readiness of employees to provide service 
(Parasuraman et al., 1985. Currently, the responsiveness is no longer an essential 
element in service quality that influences customer loyalty due to the continuation 
of high technology-based services; namely, electronic payment system, e-
services and other to boost the efficiency and effectiveness in service delivery 
among customers (Ganguli & Roy, 2011). The existence of high technology-based 
services and the recognition of high technology strategy among customers 
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eradicate the human interaction between customers and employees (Ganguli & 
Roy, 2011).  At this time, the services are valued based on the speed, efficiency 
and effectiveness in service delivery using the high technology strategy.  

 
 

H2d = Assurance significantly influences customer loyalty 
 

As shown in Table 4, the result indicates that assurance significantly 
influences customer loyalty at TMpoint (β = 0.264, p < 0.01).  Therefore, 
hypothesis 2(d) is supported.  This finding was also supported by Wang and Lo 
(2002) who found out that the assurance has significant positive influence on 
customer loyalty.  Therefore, it is important for service providers to equip its 
employees with the knowledge, competence and courtesy of service employees 
as well as their ability to convey trust and confidence, so that the customers not 
only satisfied but extremely satisfied which will then directly increase their loyalty 
toward the company. 

 
 

H2e = Empathy significantly influences customers loyalty  
 

As shown in Table 7, the result indicates that empathy does not significantly 
influences customer loyalty at TMpoint (β = 0.107, p < 0.01).  Therefore, 
hypothesis 2(e) is rejected.  This is because the element of empathy does not 
significantly influence customer loyalty due to the existence of high technology 
strategy in which the organization offers its services to satisfy the needs of 
customers via online payment system, e-services and others.   

 
 

CONCLUSION 
 

This study investigates the influence of service quality on customer 
satisfaction and customer loyalty at TMpoint. Based on the data analysis, there is 
a positive and significant relationship between service quality and customer 
satisfaction. The dimensions of service quality namely, tangibles, reliability, 
assurance and empathy significantly contribute to customer satisfaction. However, 
responsiveness is not a significant predictor of customer satisfaction at TMpoint 
due to the high technology strategy implemented by the company.  Meanwhile, 
there is a positive and significant relationship between service quality and 
customer loyalty. All dimensions of service quality significantly contribute to 
customer loyalty. Responsiveness and empathy are not significant predictor of 
customer loyalty at TMpoint due to the high technology strategy implemented by 
the company. 

 
 

 Managerial Implication 
 

Customer Satisfaction 
 

Based on the relevant findings, the present study established that service 
quality significantly influences customer satisfaction at TMpoint.  In addition, the 
elements of service quality such as tangibles, reliability, assurance and empathy 
significantly influence customer satisfaction.  The most influencial factors of 
customer satisfaction are empathy followed by reliability, assurance and tangibles.  
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Generally, the empathy elements incorporates the elements of approachability, 
easy of contact, keeping customers informed, making an effort to know customers 
as well as caring and individualized attention (Parasuraman et al., 1985).  
Therefore, the service providers should devise excellent strategies to satisfy 
customers’ needs and wants by focusing on the empathy element without 
neglecting other elements in service quality that clearly assit in realizing economic 
goals like profitability, market share and return on investment.    

 
 

 Customer Loyalty 
 

The current research makes important contributions to the field of 
telecommunication company especially at TMpoint since service quality 
significantly influence customer loyalty.  Responding positively to the results, the 
elements of service quality that are associated with tangibles, reliability and 
assurance significantly influence customer loyalty.  The most influencial factor is 
assurance followed by reliability and tangibles.  Normally, assurance elements 
incorporated by knowledge, competence and courtesy of service employees and 
their ability to convey trust and confidence (Parasuraman et al., 1985). Thus, the 
management of TMpoint should highly address the issues of service quality 
particularly the assurance element because an excellent service quality that the 
customer experienced can directly boost their loyalty.  
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