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Abstract 
This study attempts to identify the impact of marketing mix on customer 
loyalty mediates by customer satisfaction in the mobile phone services 
industry. An explanatory study was employed to examine the relationships 
between the variables. The quantitative research method was used, and 
data were collected from 384 distributed questionnaires to targeted 
respondents. Pearson Coefficient Correlation, factor analysis, descriptive 
analysis, reliability analysis, and regression analysis were utilized to 
determine the relationships of the variables, and the data were analyzed 
using a computer software package - Statistical Package for Social Science 
(21.0). The findings showed that all the marketing mix elements namely 
product, price, place and promotion have a significant relationship towards 
customer satisfaction. While findings for the relationship between marketing 
mix and customer loyalty mediates by customer satisfaction showed that 
only place and promotion have a significant relationship while product and 
price were not significant. The study provides mobile phone company 
managers to come out with a proper guideline on how to utilize the potential 
use of marketing activities in return for loyalty from the customer. As a 
matter of interest, this paper describes the effective usage of customer 
options in buying behavior and survey method for marketing managers to 
prepare for a better marketing trend in the future. 
 
Keywords: Malaysia telecommunication industry, marketing mix, customer 
satisfaction, customer loyalty 
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1.0 Introduction 
Nowadays, a company needs to win the heart of its customers. 

However, being in the industry itself with so many competitors, many 
challenges need to be faced. For a company to sustain itself in the 
industry, the company has to excel in achieving the satisfaction level 
of customers in delivering their products and services, moreover in 
the mobile phone services industry (Loke, Taiwo, Salim, & Downe, 
2011). The telecommunications industry, as a rule, faces numerous 
difficulties because of economic circumstances as well as political 
and technological influences, which influence the improvement of 
marketing in the worldwide telecommunications industry alongside the 
advancement in the development of communication services with 
extreme rivalry in cost and process of supplying the demand from 
customers. The most established mobile phone networks in Malaysia 
are Digi, Maxis, Celcom, U-Mobile, Tune Talk, and Red-One. Every 
mobile phone network firms need to plan their strategy to make sure 
that their current customers do not have switching intentions towards 
other mobile phone networks. In order to retain customer loyalty, the 
mobile phone network firms must be responsible for delivering their 
services efficiently and effectively towards the customers. MEF or 
known as Mobile Ecosystem Forum (2017) stated that Malaysia 
currently has more than 43 million mobile subscribers with a 143.7% 
penetration rate and the subscriber base is expected to reach over 50 
million by the year 2015. Despite the current environment of mobile 
phone networks in Malaysia, some of them continue to suffer from a 
decline in customer loyalty. For example, in 2013 and 2014, Maxis 
and Celcom had lost quite a number in their profit after tax reduction 
(published financial report). Besides, in 2012, many customers were 
upset with a telecommunication company for allowing mobile phone 
spam (MCMC, 2012). This research was done to recognize the scope 
of effect of marketing mix on consumer loyalty. There are various 
packages at different costs offered by the mobile phone network 
companies in Shah Alam. The companies need to identify the needs 
and wants of the customers. This is to ensure that none of the 
companies are losing their customers. 

 
2.0 Marketing mix: The Notion of 4P’s 

The marketing mix is an instrument used by the company or 
organizations to attract the customers and manipulate them into the 
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customer purchase decision, which will increase the revenue of the 
organizations. Kotler & Keller (2009) mentioned that the marketing 
mix is part of an effective marketing strategy if a company would like 
to market its products through four important elements which are 
product, price, place, and promotion. According to Shankar and Chin 
(2011), these 4P’s elements are the controllable tools that will reflect 
on the customer's satisfaction. Bay, Petrizzi and Gill (2008) confirmed 
that when an organization applied a marketing mix in their business, it 
will help them to increase the sales and profits of their organization. 
The 4P’s has been the core of inspiration for researchers to examine 
its impact on satisfaction and loyalty. The study has its uniqueness in 
prospect as it raises questions if satisfaction and loyalty should be 
considered concerning the traditional marketing mix of 4P's concept in 
mobile phone network companies. 

 
2.1 Product  

A product is stated as anything that can be offered to a market 
for attention, acquisition, use, or consumption that might satisfy a 
want or need (Kotler & Amstrong, 2011). Products can be broadly 
defined to include physical objects, services, events, persons, places, 
organizations, ideas, or mixes of these entities (Mohammadian & 
Habibi, 2012). In this study, the product offered by the mobile phone 
network companies indicates the packages offered. It plays a crucial 
role in determining the purchase decision of a customer. Customers 
now are looking for a good offer made by the mobile phone network 
before purchasing the product. Thusly, while building up a service 
product, the bundle of advantages in the service offered must have a 
consumer's viewpoint (Kushwaha & Agrawal, 2015). The product is a 
vital component in a marketing program. In the present review, the 
nature of the product has been considered as the most essential 
figure in the mobile phone network. The nature of the product 
assumes a critical part in the brand preferences of shops.  

 
2.2 Price  

Price could be considered an attribute that must be sacrificed 
to obtain certain kinds of products or services (Kushwaha & Agrawal, 
2015). The service pricing has to become more convenient for the 
customer's ability so that he or she can afford it and be convinced by 
the activity. Also, pricing decisions play a major role in the marketing 
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strategy where the price should be placed concerning other elements 
such as product life cycle, sales targets, and market share (Atiq, 
2012). One recent study found that, even in an improved economy, 
55% of consumers say they would rather get the best price than the 
best brand. Inconsumable markets, price is a sign of product quality 
and high-value brands are considered as amazing brands (Kim & 
Hyun, 2011). Besides, since the nature of a product is standard and 
can be effectively demonstrated, a higher price may harm customer 
loyalty since it might not have a sign of higher quality and it just 
highlights more money that must be paid (Cretu & Brodie, 2007). 
Hence, organizations today should shape their incentivized offers 
much more deliberately and treat their profitable customers well 
(Kotler & Amstrong, 2011). 

 
2.3 Place  

Generally, "place" is focused on making the customer easy to 
access or buying the product. This means that it will increase 
customer loyalty since the customer will feel comfortable because it is 
easy to find mobile network providers in the market. A place can be 
defined as obtaining a product or receiving a service in any way to the 
customer (Owomoyela, Olansunkami & Oyeniyi, 2013). Place or 
distribution explains the natural process taken by the organization to 
deliver goods or services to the customer. Even though place is the 
simplest term in the marketing mix of 4Ps, it plays an important role in 
the marketing elements. In this research, place refers to all the shops 
that provide mobile phone networks such as Maxis, Digi, UMobile, 
Celcom, and others. 

 
2.4 Promotion 

Zeithaml, Berry and Parasuraman (1995) described 
"promotion" as part of a specific effort to encourage customers to tell 
others about their services (Owomoyela et. al., 2013). Promotion is an 
important element in every organization to pursue and encourage 
customers in the market to purchase their products and services 
(Kotler & Armstrong, 2011). The purpose of promotion tools like 
advertising and endorsement is to build brand awareness and 
reputation as well as to encourage consumers to buy their brand.  
Usually, companies with a greater commitment to their target market 
use different methods to promote their services. Product 
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advertisements can be delivered by the salespeople, television, radio, 
internet, magazine, press, and all types of media (Eze & Lee, 2012). 

 
2.5 Customer loyalty  

Kotler and Keller (2009) defined loyalty as "a commitment 
deeply held by the customer, to re-buy or to re-patronize a preferred 
product or service in the future, thereby causing repetitive same-
brand or same brand-set purchasing.". According to Customer Loyalty 
Index as a tool to measure customer loyalty, it lies in the expression 
of the highest form of customer emotional adherence to the brand and 
business by recommending a product or service to others or a 
positive word of mouth. Customer's re-purchase behavior is estimated 
as a basic requisite for loyalty that is followed by satisfaction (Chang, 
2010). Every organization needs to measure the degree of its 
marketing mix strategy that will contribute to customer satisfaction as 
well as customer loyalty (Ibidunni, 2011). The packaging, services, 
and the benefits of products or services make them of value and that 
will influence the customers and consequently, it will make the 
customers offer their full loyalty. Thus, the organization needs to have 
strategic planning for its marketing tools to make sure that it can 
achieve loyalty behavior from their customers. 

 
2.6 The Relationship between Marketing Mix and Customer 

Satisfaction 

Given the past theory, an organization's prosperity is caused 
by the satisfaction of customer's needs. Accomplishing the most 
elevated conceivable level of consumer satisfaction is always an 
extraordinary test confronting any organization. Most of the 
researchers have highly expressed the relationship between 
marketing mix and customer satisfaction (Zineldin & Philipson, 2007). 
As stated by Shankar and Chin (2011), 4P's marketing mix elements 
that comprise product, price, place, and promotion are marketing 
tools that contribute to customer satisfaction.  

 
2.7 The Relationship between Marketing Mix and Customer  

Loyalty 

The twofold objective of promoting is to pull in new customers 
by promising prevalent esteem and keep and develop current 
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customers by conveying satisfaction and fulfillment (Kotler & 
Amstrong, 2011). Hidayat, Saifullah and Ishak (2016) stated that 
trusts in telecommunication companies must concentrate on their 
consideration regarding the general marketing mix components with a 
specific end goal to prompt better customer loyalty. As investigated in 
the past research, empirically, the influence of marketing mix element 
on customer loyalty on Nigerian breweries found that the original 4Ps 
has a powerful relationship and effect on consumer loyalty, 
(Owomoyela et. al., 2013). Thus, in this research, the researcher will 
investigate the relationship between marketing mix and customer 
loyalty in the mobile phone network companies. 

 
2.8 Customer satisfaction as Mediator  

Customer satisfaction is also one of the elements to gain 
customer loyalty (Kumar, Batista, & Maull, 2011). Once the customer 
satisfied, they will repurchase the product (Sukamto & Lumintan, 
2015). Past research studies have found that customer satisfaction is 
one of the major determinants of customer loyalty. This is to point out 
that in every business and market, customers can become loyal by 
achieving the level of their satisfaction (Lin & Wang, 2006). According 
to Bennett and Rundle-Thile (2004) there is a natural relationship 
between satisfaction and loyalty that has been studied by many 
scholars. The results from that confirmed the need to use customer 
satisfaction as the mediating variable to see the customer's behavior 
whether to stay loyal or not.  Therefore, the study needs to test 
customer satisfaction as a mediating variable to check whether it will 
influence the customer's behavior to become loyal to the company or 
not. Thus, mobile phone network companies need to deliver 
outstanding services and products so that they will enhance the good 
reputation of the company as well as ensuring customer satisfaction.  

 
3.0 Methodology 

This study is an explanatory study and the cause and effect of 
the study were used to examine the relationship between the 
variables. The quantitative research method was used to gather 
information for the study. The study takes the consumers' viewpoint 
towards the mobile phone network in Shah Alam, Malaysia. Shah 
Alam is chosen because it is the urban area of Selangor and the 
residents come from various states in Malaysia. Also, according to 
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Wikipedia.com, there are several universities and colleges around the 
area. Besides, most mobile phone network providers are available in 
Shah Alam. Hence, the active usage of the mobile network is very 
much expected to provide a pool of respondents. Purposive sampling 
was used by the researcher for the sampling technique to determine 
the target population for the study. However, the disadvantage of this 
sampling method is that high bias may occur due to a low level of 
reliability. The total population of people in Shah Alam is 481,654 
(World Population Review, 2018). Using Krejcie and Morgan (1970), 
the researcher distributed 384 questionnaires among the users of the 
mobile phone network in Shah Alam area but afterward only 377 
completed questionnaires were selected for data analysis. The 
questionnaire which was adapted and adopted has been designed 
through 5-point Likert scales. To measure the validity of the 
instrument, factor analysis was analyzed. Following this, Cronbach's 
alpha test was conducted to indicate the reliability of the 
questionnaire as well as regression to analyze the relationship 
between the variables. The table below shows the result of all the 
analyses. 

 
4.0 Analysis  
4.1 Frequency Distribution Analysis 

The data were obtained from the distributed questionnaires 
which consist of Sections A, B, and C. Section A consists of six (6) 
items on the respondent’s demographic characteristics namely 
gender, age, occupation, income, and one (1) screening questions.  
Table 1 shows the demographic information of the respondents. The 
data were presented through a frequency analysis based on the total 
of 377 respondents. From the findings, it can be concluded that the 
highest frequency is consists of female respondents, age group of 21-
30 years old, private sector, respondents that have an income less 
than RM1001, and most of the respondents are Malay.  Next is the 
screening question of the main mobile network provider that the 
respondents have currently been using as shown in Table 2. The 
analysis shows that most of the respondents are using Digi with 102 
(27.1%), 67 (17.8%) of them are using Celcom, 77 (20.4%) of them 
are using Maxis, 86 (22.8%) of them are using U-Mobile, and 45 
(11.9%) of them are using Webe. It can be concluded that Digi users 
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had participated more in this study as compared to the other users of 
mobile network providers. 

 
Table 1 : Frequency Distribution Analysis of Demographic Profile 

Demographic  Frequency Percentage (%) 
Gender Male 114 30.2 
 Female 263 69.8 
Age 20 years old and below 66 17.5 
 21-30 years old 194 51.5 
 31-40 years old 78 20.7 
 41-50 years old 39 10.3 
 51- 60 years old 0 0 
 61 years old and above 0 0 
Occupation Government sector 40 10.6 
 Private sector 138 36.6 
 Entrepreneur 33 8.8 
 Student 129 34.2 
 Housewife 25 6.6 
 Unemployed 12 3.2 
Income Less than RM1,000 123 32.6 
 RM1,001-RM2,000 64 17.0 
 RM2,001-RM3,000 103 27.3 
 RM3,001-RM4,000 48 12.7 
 RM4,001-RM5,000 26 6.9 
 More than RM5,001 13 3.4 
Race Malay 266 70.6 
 Chinese 51 13.5 
 Indian 33 8.8 
 Others 27 7.2 

 
Table 2 : Frequency Distribution Analysis of Screening Question 

 Item Frequency Percentage (%) 
Which of the following is the 
MAIN mobile network provider 
that you are currently using? 

Digi 102 27.1 
Celcom 67 17.8 
Maxis 77 20.4 

U-Mobile 86 22.8 
Webe 45 11.9 
Others 0 0 
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4.2 Test of Normality 

The researcher also analyzed the value of skewness and 
kurtosis. It is important for the researcher to ensure that each of the 
variables is distributed normally. As can be seen in Table 3 above, 
the values of skewness and kurtosis for each variable are in between 
the range of -3.0 to +3.0. This means that the distribution of each 
variable is normal and can be accepted for further analysis. 

 
Table 3 : Test of Normality 

Variables  Skewness Kurtosis 
Product -0.263 -0.274 
Price -0.314 -0.589 
Place -0.537 -0.040 
Promotion -0.204 -0.503 
Customer Satisfaction -0.322 -0.539 
Customer Loyalty -0.578 -0.284 

 
4.3 Descriptive Statistics Analysis 

The table below presents the minimum, maximum, mean, and 
standard deviation of the descriptive value analysis of the variables. 
The variables were measured using a 5-point Likert scale in which the 
minimum is 1.00 - Strongly Disagree and the maximum is 5.00 - 
Strongly Agree. Moreover, it represents the value of N, which is the 
number of respondents in this study, while the minimum and 
maximum columns represent the level of responses (Likert-scale) 
from the respondents regarding the survey questions. Based on 
observation of the Minimum column, it can be concluded that some of 
the respondents did not agree with the statement in the 
questionnaires, where the figure for the minimum column ranges 
between 1.00 (strongly disagree) to 3 (neutral). Meanwhile, upon 
observation of the Maximum column, it can be concluded that most of 
the respondents chose to strongly agree (5.00) with the statements in 
the questionnaires. For the Mean column, most of the respondents 
answered neutral (3.00) to show their level of agreement with the 
statements. The standard deviation for the price is the highest, which 
means that it has a large deviation among other variables in this study 
while the standard deviation for promotion has the least value 
amongst other variables. 
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Table 4 : Descriptive Analysis of Variables 

Variable  N Minimum Maximum Mean Std. 
Deviation 

Product 
Price 
Place 
Promotion 
Customer Satisfaction 
Customer Loyalty 
Valid N (listwise) 

377 
377 
377 
377 
377 
377 
377 

2.14 
2.00 
1.83 
2.13 
2.17 
1.50 

5.00 
5.00 
5.00 
5.00 
5.00 
5.00 

3.9644 
3.9443 
3.7851 
3.7546 
3.9045 
3.9116 

0.64968 
0.73144 
0.69867 
0.56799 
0.71656 
0.88015 

 
4.4 Factor Analysis 

A principal component factor analysis, followed by a varimax 
rotation, was conducted to look at the structural relationships between 
variables. The analysis identified one factor with an eigenvalue 
greater than one (eigenvalue = 1.59) and another with an eigenvalue 
very close to one (eigenvalue = 0.98). A scree analysis suggests one 
or four factors. Table 5 shows the results for four factors of Marketing 
Mix (4P’s). The value of MSA for the individual item should be above 
0.50 and the KMO (value for overall) should be above 0.60. To 
examine the presence of significant correlations among the variables.  
The factor analysis can only be performed if the significant value is 
less than 0.05 (p < 0.05) (Hair, Black, Babin, Anderson & Tatham, 
2006).  There were two items from each variable were deleted due to 
high cross-loading.  Table 6 and Table 7 show the results of factor 
analysis for Customer Satisfaction and Customer loyalty respectively. 

 
Table 5 : Factor Loadings of Marketing Mix (4P's) 

 COMPONENT 
 1 2 3 4 
Product 1 .807    
Product 2 .708    
Product 3 .766    
Product 4 .832    
Product 5 .705    
Product 6 .696    
Product 7  .656    
Price 1  .836   
Price 2  .861   
Price 3  .799   
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Table 5 : Factor Loadings of Marketing Mix (4P's) - continue 

 COMPONENT 
 1 2 3 4 
Price 4  .690   
Price 5  .624   
Price 6  .549   
Place 1   .779  
Place 2   .797  
Place 3   .859  
Place 4   .811  
Promotion 1    .663 
Promotion 2    .783 
Promotion 3    .672 
Promotion 4    .698 
Promotion 6    .656 
% Variance Explained 20.668 18.622 15.049 14.661 
Kaiser-Meyer-Olkin Measure Of 
Sampling Adequacy 

.801 

MSA .658 - .872 
Bartlett’s Test of Sphericity Approx. Chi-Square 7338.738 
 df 231 
 Sig. .000 

 
Table 6 : Factor Loadings of Customer Satisfaction 
 COMPONENT 

1 
Customer Satisfaction 1 .882 
Customer Satisfaction 2 .898 
Customer Satisfaction 3 .786 
Customer Satisfaction 4 .881 
Customer Satisfaction 5 .906 
Customer Satisfaction 6 .926 
% Variance Explained 77.591 
Kaiser-Meyer-Olkin Measure of 
Sampling Adequacy 

.858 

MSA .783 - .942 
Bartlett’s Test of Sphericity Approx. Chi-Square 2275.898 
 df 15 
 Sig. .000 
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Table 7 : Factor Analysis of Customer Loyalty 
 COMPONENT 

1 
Customer Loyalty 1 .879 
Customer Loyalty 2 .881 
Customer Loyalty 3 .908 
Customer Loyalty 4 .932 
Customer Loyalty 5 .907 
Customer Loyalty 6 .782 
% Variance Explained 77.918 
Kaiser-Meyer-Olkin Measure of Sampling 
Adequacy 

.866 

MSA .799 - .953 
Bartlett’s Test of Sphericity Approx. Chi-Square 2391.836 
 df 15 
 Sig. .000 

 
4.5 Reliability Analysis  

Table 8 shows that the Cronbach’s Alpha values for all the 
variables are greater than 0.5.  Two of the independent variables 
(product and place) show excellent Cronbach's Alpha value, while 
price and promotion show good reliability.  All the variables measured 
in this research were reliable since it obtained the Composite 
Reliability and Cronbach's Alpha values more than 0.7 (Nunnally, 
1967; Van de Ven & Ferry, 1981).  All the values fall within the 
acceptable range to conclude good reliability.  Lastly, the Average 
Variance Extracted (AVE) for each construct should be above the 
recommended value which is 0.50 (Fornell & Larcker, 1981).  Within 
this study, all the constructs factor loading exceeded the 0.50 value, 
except for Promotion (AVE=0.484).  However, the Promotion 
dimension was found to have adequate convergent validity based on 
their high composite reliability which is greater than 0.70 as shown in 
Table 8 (Anderson & Gerbing, 1988).  
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Table 8 : Reliability Coefficient Analysis 

 No. of 
Item 

Cronbach’s 
Alpha 

Composite 
Reliability 

AVE 

Product 7 0.906 0.894 0.549 
Price 6 0.899 0.873 0.541 
Place 4 0.906 0.886 0.659 
Promotion 5 0.807 0.824 0.484 
Customer Satisfaction 6 0.940 0.954 0.776 
Customer Loyalty 6 0.940 0.955 0.779 

 
4.6 Pearson's Correlation Analysis 

Based on the result below, all variables have moderate and 
strong relationships with each other with value in the range of 0.4 to 
0.9.  However, the marketing mix does not have a positive effect on 
customer loyalty towards the service provider, which is the mobile 
network. These relationships are significant at the 0.01 level. 
According to the rules of thumb, the figure represents a substantial 
relationship among the variables in a study. In short, the relationship 
between all the variables has associations with each other and is 
positively significant at the 0.01 level. 

 
Table 9 : Pearson’s Correlation Analysis 

 Product Price Place Promotion Customer 
Satisfaction 

Customer 
Loyalty 

Product 1      
Price .585** 

(.000) 
1     

Place .359** 
(.000) 

.490** 
(.000) 

1    

Promotion .484** 
(.000) 

.477** 
(.000) 

.483** 
(.000) 

1   

Customer 
Satisfaction 

.517** 
(.000) 

.656** 
(.000) 

.620** 
(.000) 

.580** 
(.000) 

1  

Customer 
Loyalty 

.433** 
(.000) 

.568** 
(.000) 

.599** 
(.000) 

.617** 
(.000) 

.823** 
(.000) 

1 

 
4.7 Regression Analysis 

Out of four independent variables, the price was found to be 
the most significant predictor of customer satisfaction, (β= 0.340; p< 
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0.05) and followed by place, (β= 0.312; p< 0.01). Promotion was 
found as significant predictor of customer satisfaction, which comprise 
(β= -0.219; p< 0.01) while product (β= -0.100 (p<0.01). This means 
that this variable least significant predictor of customer satisfaction. 
Therefore, all the hypotheses H1, H3, H5, and H7 were supported.  
The most significant predictor of customer loyalty is promotion (β= -
0.346; p< 0.01) and secondly is place (β= -0.307; p< 0.01), followed 
by price where the β= -0.246 (p< 0.01) which indicates that the 
predictor is less significant.  However, the variable of product was 
found not significant predictor of customer loyalty, which comprise (β= 
-0.010; p> 0.05).  Hence, the hypothesis of H2 was rejected while the 
other hypotheses of H4, H6, and H8 were accepted.  Moreover, 
customer satisfaction was found to be a significant predictor of 
customer loyalty (β= -0.823; p< 0.01).  Therefore, the hypothesis of 
H9 was accepted in this study.  For place and promotion, these 
variables were found to be significant towards customer loyalty with 
mediating variable, where the beta value of place is β= 0.104 (p< 
0.01) and the promotion beta value is β= 0.204 (p< 0.01).  However, 
for product and price predictors were found not significant towards 
customer loyalty with the mediator, where the beta value is β= -0.055 
(p> 0.05) and β= 0.025 (p> 0.05).  Therefore, the hypotheses of H10 
and H11 were not supported, while the other two hypotheses which 
are H12 and H13 were fully supported in this study. 

 
Table 10 : Hypotheses Test Result 
Hypothesis Coefficient Significance Result 
H1: There is a significant relationship 
between product and customer 
satisfaction. 

0.100 0.019* Supported 

H2: There is a significant relationship 
between product and customer 
loyalty. 

0.010 0.822 Not 
Supported 

H3: There is a significant relationship 
between price and customer 
satisfaction. 

0.340 0.000** Supported 

H4: There is a significant relationship 
between price and customer loyalty. 

0.246 0.000** Supported 

H5: There is a significant relationship 
between place and customer 
satisfaction. 

0.312 0.000** Supported 

H6: There is a significant relationship 
between place and customer loyalty. 

0.307 0.000** Supported 
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Table 10 : Hypotheses Test Result - continue 
Hypothesis Coefficient Significance Result 
H7: There is a significant relationship 
between promotion and customer 
satisfaction. 

0.219 0.000** Supported 

H8: There is a significant relationship 
between promotion and customer 
loyalty. 

0.346 0.000** Supported 

H9: There is a significant relationship 
between customer satisfaction and 
customer loyalty. 

0.823 0.000** Supported 

H10: Customer satisfaction mediates 
the relationship between product and 
customer loyalty. 

-0.055 0.127* Not 
Supported 

H11: Customer satisfaction mediates 
the relationship between price and 
customer loyalty. 

0.025 0.536 Not 
Supported 

H12: Customer satisfaction mediates 
the relationship between place and 
customer loyalty. 

0.104 0.004** Supported 

H13: Customer satisfaction mediates 
the relationship between promotion 
and customer loyalty. 

0.204 0.000** Supported 

 
5.0 Conclusion  

The purpose of this study is to feature the most essential 
components of the traditional marketing mix that influences customer 
loyalty to decide the proper marketing mix elements in the 
telecommunication industry, particularly in Malaysian 
telecommunication companies. The conducted study demonstrates 
the basic significance of the elements of the marketing mix in the 
telecommunication sector by and large and specifically connected to 
the Malaysian telecommunication organizations. The main purpose of 
the study is to investigate the mediating effect of customer 
satisfaction on the relationship between marketing mix of 4P’s and 
customer loyalty among mobile network users in Shah Alam, 
Selangor. Based on the findings, there are several recommendations 
developed by the researcher for mobile network companies so that 
the companies can serve their customers well in the future. The 
results contribute to the companies with better understanding and the 
need to identify the crucial factors that influence customer loyalty. 
Thus, managers will have to embrace the factors which in return will 
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facilitate them with effective and efficient strategies involving those 
identified factors towards enhancing customer loyalty. Besides, 
mobile network providers will be able to develop their product 
offerings accordingly with customer preferences. An effective 
marketing plan can be formulated as it can contribute towards 
customer decision making and gaining a competitive advantage. 
According to the results, the researcher has figured that the marketing 
mix is best to not stand independently because of some reasons, for 
example, the nature of the product itself may become one of the 
factors for the marketing mix to become insignificant. For future 
research, it is suggested that other related factors of the marketing 
mix are to be included. Besides that, future research may use other 
methods for example interviews for better results and findings.  
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