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The paper introduced new multidimensional perceived value and its impacts. This study aimed to
analyze direct/indirect effect of perceived value dimensions (functional and relational value) on
attitudinal and behavioral components of loyalty: satisfaction and behavior intentions to use retail bank
services. Factor analysis indicated that functional service value, functional service quality, relational
value of trust and relational value of commitment are the multi dimensions of perceived value. Step
wise regressions analysis further observed that functional service value and relational value of
commitment predict behavior intention. The result of the study also indicated that satisfaction fully
mediates the relationship between relational value of commitment and behavior intention. The
limitations of this study were discussed and suggestions for future research were also put forward.
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INTRODUCTION

The adverse impact of current global financial and econo-
mic crisis on domestic economy highlights the challenges
of continuously enhancing the financial landscape of
Malaysia. Intensifying competition, proliferating customer
contact channels, increasing attacks on customer infor-
mation, rising customer expectations and capitalizing on
new market opportunities are at the top of every bank
executive’s agenda. Retail banks are facing greater
challenges than ever before in executing their customer
management strategies. Banks are now coming to realize
that delivering superior value to customers is a main task
in today's competitive marketplace and maximizing
customer loyalty through close and durable relationships
is critical to grow their businesses. To build stronger
customer loyalty, banks need to improve customer
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knowledge by developing products and deliver services
targeted at specific market segments. Hence, both
managers and academics are interested in how
customers evaluate and emphasize the value of service
delivery (Ulaga and Chacour, 2001; Ulaga, 2003; Ulaga
and Eggert, 2006) that will incur an important competitive
advantage.

According to the report from Bank Negara Malaysia
(2008), there are about 80% of population in Malaysia,
have some forms of banking accounts. The most growing
market is the young generation group, who nowadays are
getting access to the banking services. One specific
group of young generation population in Malaysia is
college/university students (Mokhlis, 2009). Recent sta-
tistics shows that the number of students entering local
public universities for undergraduate studies rose drama-
tically from 29,962 in 2001 to 58,304 in 2006 (95%)
increase within a five year period (Ministry of Higher
Education, 2007). This group is likely to need a bank
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account for their educational loans or parental contribu-
tion and may be obliged to administer their own personal
financial affairs for the first time (Mokhlis, 2008).

Although, they start with very basic banking needs, this
young generation group is the most attractive market as
they go into the early stage of purchase cycle (Thwaites
and Vere, 1995). Hence, marketers are keen to target
this group because they perceive them as potential loyal
customers both currently and in the future (Feldman,
1999; Speer, 1998).

In order to retain the customers, to benefit from their
loyalty and participation, it is essential to work with
customers’ perceived value (Berry, 1983). However, per-
ceived value of these potential young generation group
has been neglected. There are issues raised by the
younger generation about financial services in terms of
accessibility, lack of responsiveness, lack of understan-
ding, unwilling to extend the financing, poor branch level
service, and poor turn around time(Bank Negara
Malaysia, 2008). Perceived value is a subjective
construct and it varies between customers (Wikstém and
Normann, 1994; Parasuraman, 1997), between cultures
(Assael, 1995) and at different times (Ravald and
Gronroos, 1996). Thus, perceived value is a dynamic
variable and valuation made may be different (Gardial et
al., 1994).

Study of perceived value is complex and careful
measurement of perceived value is highly recommended
(Asser et al.,, 1990). Although, there are numbers of
research focus on unidimensional approach (Cronin et
al., 1997; Patterson and Spreng, 1997; Cronin et al.,
2000; McDougall and Levesque, 2000; Eggert and Ulaga,
2002), some of the researchers still do not accept the
validity of unidimensional measure of perceived value
(Bolton and Drew, 1991; Woodruff and Gardial, 1996).
Based on the Axiological model of value developed by
Hartman (1967), several of researchers such as Hunt
(1976), Holbrook and Corfman (1985), Sheth et al.
(1991), Gronroos (1997), de Ruyter et al. (1997), Monroe
and Krishnan (1998), Sweeney et al. (1999), Woodruff
(1997), Sweeney and Soutar (2001), Johnson and
Weinstein (2004), Sanchez et al (2006); developed the
multi dimensions of perceived value. However, applying
specific scales to one country and culture is still a debate.
There is also a need to analyze the causal relationship
between perceived value, satisfaction and loyalty
(Sanchez, 2006).

Therefore, this research is trying to explore on mulii
dimensions of perceived value of young generation group
and examine the relationship between perceived value
dimensions with satisfaction and future intention. The
objectives of the research are:

1. Investigate the effect of perceived functional value and
perceived relational value on behavior intention
2. Investigate the effect of perceived functional value

and perceived relational value on satisfaction

3. Investigate the satisfaction as a mediator role between
perceived functional value and behavior intention and
perceived relational value and behavior intention.

LITERATURE REVIEW
Dimensions of perceived value

When investigating the concepts of perceived value, two
major approaches to conceptualization and dimension-
nality of perceived value can be identified. The first
approach holds that consumers derive value according to
the difference between ‘utility’ provided by attributes of a
product and ‘disutility’ represented by price paid (Tellis
and Gaeth, 1990). This approach is supported by Sinha
and DeSarbo (1998) and stressed that customer per-
ceived value is considered a trade-off between price and
quality.

In marketing context however, especially in the service
sector, perceived value is not just limited to functional
aspects of quality and price (Sheth et al., 1991). It is a
complex construct that involves more than a mere
rational assessment of ‘utility’. Moreover, ‘price’ is an
indistinct and elusive construct (Dodds et al., 1991;
Woodruff and Gardial, 1996). It is thus; apparent that
perceived value is a broader and richer construct than a
mere trade-off between ‘utility’ and ‘price’ (Monroe, 1990;
Zeithaml, 1988). Cronin et al. (1997) also further
challenged that more benefits and sacrifices need to be
added in order to be more ‘natural’ process because not
all the customers have a share meaning of value
(Petrick, 2004) and it would be problems to assume
different types of customers have same perceived value
(Sweeney, 2003). Furthermore, unidimensional measure
of customer perceived value lacks validity (Bolton and
Drew, 1991; Woodruff and Gardial, 1996).

Due to the complex nature of perceived value, there
are number of studies attempts to construct customer
perceived value as a multi-dimensional construct (for
instance, Hartman, 1967; HolBrook and Corfman, 1985;
Sheth et al., 1991, Holbrook, 1994; Monroe and
Krishnan, 1998; Woodruff, 1997). Based on the Holbrook
and Corfman’s (1985) consumption experience theory,
products should be largely evaluated as two dimensional
structure based on utilitarian and hedonic criteria. Batra
and Ahtola (1991) used their model to measure the
customer attitude across different consumer products.
Besides, authors such as Babin et al (1994), Griffin et al
(2000) and Chen et al. (2007) also used two dimensional
structures of hedonic and utilitarian to measure the custo-
mers’ perceived value of online shopping experience.
Whereas Lee and Overby (2004) expanded utilitarian
value as price saving, service excellence, time saving,
selection and experiential value as entertainment, visual,



escape and interaction to measure the customer value in
shopping online.

Based on the Hartman’s (1967) model, Mattsson
(1991) developed two dimensional structures of
perceived value as cognitive and affective aspects and
specifically apply in the service context.

Later, Sweeney and Soutar (2001) introduced func-
tional value as cognitive base and emotional and social
value as affective base. On the other hand, authors such
as Gale (1994) developed economic value (products and
services) and affective value (emotional and social) to
manage the customer value in service. Furthermore
Sanchez et al. (2006) developed perceived value as
more extensively in terms of functional value in instal-
lation, functional value of contact personnel, functional
value of purchase quality, functional value of price,
emotional value and social value and apply all these five
dimensions in the area of perceived value in purchasing a
tourism product.

There are quite numbers of empirical research used the
perceived value dimensions of Sanchez et al. (2006)
relating to the service sector. For instance, Cengiz (2007)
analyzed dimensions of perceived value in health and
divided into seven dimensions as functional value (instal-
lation), functional value (service quality), functional value
(price), functional value (professionalism), emotional va-
lue (novelty), emotional value (control), emotional value
(hedonics), and social value. Lastly, Roig et al. (2006)
used these dimensions and measured it to the customer
perceived value in retail banking.

Services are complex that relationship should be
included when talking about value perception (Grénroos,
1996). Most of the research focused on value of physical
product and neglected relational dimensions of perceived
value (Dwyer and Tanner, 1999). Thus, it is necessary to
understand dynamic nature of value creation in relation-
ship (Eggert et al., 2006) instead of just (augmented)
product (Grénroos, 2000; Ravald and Grénroos, 1996).
Kandampully and Duddy (1999) also commented that it is
the relationship that sets the value of service and rela-
tionship must be included when there is value perception
is discussed (Grénroos, 1996). Lindgreen and Wynstra;
(2005) recommended future researcher to look into two
main perspectives: one focusing on value of products and
the other one dealing with value of relationships. Based
on this critical reviews and recommendations, authors
proposed the multidimensional perceived value as
functional and relational value.

Functional value

It is referred as rational and economic valuations of
individuals. The quality of product and service form this
dimensions (Woodruff, 1997; DeRuyter et al., 1997 and
1998; Sweeney and Soutar, 2001; Sanchez et al., 2006).
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Functional value is proposed to compose of responsive-
ness (Schmenner's, 1986, 2004; Parasuraman et al.,
1988; Lapierre, 2000), flexibility (Lapierre, 2000; Ivens,
2004), reliability (Schmenner's, 1986, 2004; Parasuraman
et al.,, 1988; Lapierre, 2000), empathy (Schmenner's,
1986, 2004; Parasuraman et al., 1988; Lapierre, 2000),
and price (Anderson and Narus, 1998, 1999; Yadav and
Monroe, 1993; Lapierre, 2000).

Relational value

It is referred to how customers assess benefits and
effectiveness of working relationships with one supplier
relative to alternative suppliers (Ulaga, 2003; Wilson et
al., 1995). Relational value is proposed to compose of
image (Lapierre, 2000), conflict (Rusbult, et al., 1988,
Lapierre, 2000), solidarity (Heide and John, 1992;
Macneil, 1980, Kaufmann and Stern, 1988, Lapierre,
2000), trust (Schurr and Ozanne, 1985, Lapierre, 2000)
and communication (Cunningham and Turnbull 1982;
Hakansson 1982; Anderson and Weitz 1989; Dwyer,
Schurr and Oh 1987).

Customer satisfaction

Satisfaction is defined as an evaluation of (product)
experience (Hunt, 1977). It is based on customers’
cognitive and affective evaluation of their personal
experience across all service within the relationship
(Storbacka et al., 1994). Customer satisfaction has been
considered a fundamental determinant of long-term
customer behavior (Oliver, 1980; Yi, 1990); overall
evaluation of service that shapes the future interaction
(Crosby, 1990) and primary function of perceived service
quality (Cronin and Taylor, 1992; Parasuraman et al.,
1988). Traditionally, satisfaction has been conceptualized
as a product-related knowledge judgment that follows a
purchased act or a series of consumption experiences
(Yi, 1999). However, Oliver (1999) commented that
satisfaction is cumulative evaluation fashion that requires
overall satisfaction associated with specific products and
various facets of the firm.

Lately, several additional determinants of satisfaction,
such as perceived equity (Joshi, 1990; Oliver and Swan,
1989), product quality (Fornell, 1992), post decision
regret (Tsiro and Mittal, 2000), consumption-related
emotion (Mano and Oliver, 1993) and need fulfillment
(Spreng et al., 1996) have also been linked to satisfac-
tion. Rust and Oliver (1994) argued that value is specific
input to satisfaction. However, Andreassen and Lindestad
(1998) challenged that value has no significant impact on
customer satisfaction. He further commented that use of
attribute performance is more important for customer
satisfaction than aggregated value perception. This
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statement was confirmed by Oliver’s (1997) dimensions
of attribute specific operations of expectancy disconfir-
mation model. On the other hand, in the empirical
examination on the role of perceived value in explaining
consumer behavior in service context, Patterson and
Spreng (1997) found that customer’s perceived value is
positive and direct antecedent of customer satisfaction.
Additionally, McDougall and Levesque (2000) found that
perceived service quality and value were the most
significant drivers of customer satisfaction across four
service sectors.

Authors such as Caruana and Fenech (2005) studied
on perceived value towards customer satisfaction and
highlighted the importance of value as tangibles, service
and behavior manner in customer satisfaction. Chen and
Gursoy (2001) suggested that satisfactions are
influenced by perceived safety, perceived -cultural
differences and perceived convenience. The relationship
between customer perceived value and satisfaction is
also investigated in the usage of short messages ser-
vices (SMS) (Lai Lai, 2004). Her research was in line with
Fornell et al. (1996) and Cronin et al. (2000), in which
perceived value together with tangibles, reliability,
responsive, empathy and assurance aspects of service
quality played an important role in determining customer
satisfaction.

There are continuous research done by Rust and Oliver
(1994), Bojanic (1996) and Woodruff (1997) on relation-
ship between satisfaction and perceived value. Their
studies proved that customers are satisfied based on
overall evaluation of perceived value. Where as, Ndubisi
and Wah (2005) recommended that banks can create
customer satisfaction through developing trust,
commitment to service, communicating efficiently and
accurately, delivering services competently, handling
potential and manifest conflicts skillfully, and improving
overall customer relationship quality. Tlrkyilmaz and
Ozkan (2007) supported their views and proved that
customer satisfaction is mostly effected by perceived
value. In the same way, Lee et al. (2007) examined the
multiple dimensions of perceived value and investigated
how value affects satisfaction and recommendations to
others. The results indicated that all of the underlying
dimensions of perceived value (functional, overall and
emotional value) had a significant effect on satisfaction
(Figure 1). Their research was supported by the past
findings of Wang et al. (2004).

Behavior Intention

Behavior intention, frequently measured as conative
loyalty, is an important goal in consumer marketing
community. Customer loyalty is assessed by both attitu-
dinal and behavioral measures. The attitudinal measure
of customer loyalty refers to a specific desire to continue

relationship with a service provider while the behavioral
perspective refers to concept of repeat patronage. Accor-
ding to Oliver (1999), customer loyalty can be identified
into four stages: cognitive loyalty, affective loyalty, co-
native loyalty and action loyalty. In practice, action loyalty
is difficult to measure and most researchers employ
behavioral-intentions, that is, conative loyalty as a
compromise of action loyalty (Yang and Peterson, 2004).
According to Smith et al. (1999), customer behavior
intention can be grouped into two categories; economic
behavior intentions such as repeat purchase behavior
(Anderson and Mittal, 2000), willingness to pay more and
switching behavior (Zeithaml et al., 1996), and social be-
havior intentions such as complaint behavior (Johnston,
1998, Nyer, 1999) and word of mouth communication
(Szymanski and Heanrd, 2001; Wright et al., 1996).

The variables intention to re-purchase (or revisit) and
willingness to recommend to others have been used as
indicators of behavioral intentions in service related fields
(Chen and Tsai, 2007). Numbers of researchers have
emphasized on importance of measuring the customers’
behavioral intentions to assess their potential to remain
with or leave the organization. In the earlier research
done by Parasuraman et al. (1988), they suggested that
customers’ favorable behavioral intentions are associated
with service provider’s ability to get them to remain loyal.
When the customers are loyal to the firm, they may not
look for the alternative service, they are insensitive to the
price, spread positive word-of mouth to other customers
(Desai and Mahajan 1998, Reichheld and Sasser, 1990;
Reichheld, 1996) and even they are willing to purchase
other products from the firm (Shani and Chalasani, 1992).
As a result, customer loyalty strongly affects profitability
(Reichheld and Sasser, 1990; Rust and Zahorik, 1993;
Rust et al., 2000; Verhoef, 2003). It has been shown
(Sheth and Parvatiyar, 1995) that customers who have
been with their bank for five years are much more
profitable than those in the first year of their relationship.
Further findings (Reichheld and Kenny, 1990) indicated
that an average retail bank retains between 80 and 85 %
of its depositors, and that even a small improvement in
this rate leads to higher margins. Therefore, longer
customer relationships are worth more to the bank than
new customers.

There are simply no rich intentions theories to date;
intentions appear to be one of the most under defined
constructs in consumer behavior (Soderlund and Ohman,
2005). While customer loyalty increases the economic
attractiveness of existing customers, positive word-of-
mouth communication helps to attract new customers as
relational partners to a company’s offerings. Both reten-
tion and attraction are critical to long-term economic
success. According to Anderson et al., (1994); Anderson
and Mittal, (2000), behavior intentions are an outcome of
the satisfaction process. Pura (2005) later analyzed the
direct effect of customer perceived value on attitudinal



and behavioral components of loyalty, in a service
context. His findings suggested that behavioral intentions
were significantly influenced by multidimensional
perceived value.

Relationship between perceived value, satisfaction
and behavior intention

A customer who is not satisfied with the service provider
cannot be expected to have a good relationship with the
firm, as satisfaction of customer is at the core of
exchange relationship. Hence, decisions to retain right
customers and to divest wrong customers should start by
examining customer satisfaction (Woo and Fock, 2004).
In a study of business to business relationship, Dorsch et
al. (1998) found that more satisfied buyers have high
quality relationship with their vendors. Hallowell (1996)
argued that customer satisfaction on its own cannot
produce lifetime customers because satisfied customers
may switch to other service provider. Yang and Peterson
(2004) supported her view and proved that customer
satisfaction together with perceived value are potentially
positive contributors to consumer loyalty and their
contribution is provided through dimensions of perceived
value such as perceived ease of use, customer services,
product portfolio, and security/ privacy. Several service
marketing literatures also indicated that two important
antecedents of loyalty are perceived value and customer
satisfaction.

Tellefsen (2001) has stated that, loyalty represents
buyers’ perception that relationship with a particular
supplier is so important and it is worth investing a special
effort to maintain it. To gain customer loyalty, it is
necessary to achieve customer satisfaction as loyalty is
consequences of consumers’ satisfaction (Moliner, 2007).
Indeed, studies have found satisfaction to be a leading
factor in determining loyalty (Anderson and Fornell 1994;
Rust and Zahorik 1993). The relationship marketing
literature indicated a positive relationship between
satisfaction and loyalty. Higher satisfaction levels
increase the attractiveness of a relationship to customers
and hence, their commitment to the relationship (Morgan
and Hunt, 1994). Athanassopoulos et al. (2001) proved
the direct effect of customer satisfaction on behavior
response in the banking context. Later, Freed (2005) also
recommended that highly satisfied online bankers are
more likely to purchase additional products and services
from their bank. Finally, there are many research
supported the relationship between perceived value and
overall satisfaction (Woodruff 1997; Gronroos, 1997;
Cronin et al. 2000; Petrick and Backman 2002). Where
as, according to the research findings from Parasuraman
et al. (1988), Reichheld and Sasser (1990), when the
customers perceived the service quality, they are willing
to recommend to others. Later, Boulding et al. (1993),
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proved this fact by stating that students who were
delighted with the quality of the studies had the tendency
to say positive things about the school and recommend it
to the other. Finally, Zeithaml et al. (1996) inferred that
perceived service quality is positively associated with
communicational behavioral intentions (for example,
intention to recommend service producer and/or com-
plaining behavior). Most of the earlier researches on the
concepts of perceived value were based on Zeithaml’s
classification of perceived costs and benefits to predict
the behavior intentions (Baker et al., 2002; Sirohi et al.,
1998; Sweeney et al., 1999).

Numbers of academic researches have proved that
both satisfaction and perceived value appears to be the
direct antecedents of behavioral intentions (Cronin et al.,
2000; Petrick and Backman, 2002; Tam, 2000;
McDougall and Levesque, 2000; Dodds, et al., 1991).
But, Ehigie (2007) challenged that satisfaction, compare
to perceived service quality, is a significant predictor to
customers’ loyalty. However, Kumar and Grisaffe (2004)
argued that direct effect of perceived value on intention
and customer satisfaction has weak impact on behavior
intention (Whittaker, 2007). Their research finding is in
align with Anderson and Narus (1998), Grisaffe and
Kumar (1998) and suggested that superior value maybe
an effective predictor of strong customer loyalty, repeat
business, and switching behavior. But, researchers such
as Patterson and Spreng, (1997); Cronin et al., (2002);
Eggert and Ulaga, (2002); Petrick, (2004); Gill, (2007) still
insisted that satisfaction is a partial mediator between
customer perceived value and behavior intention. There-
fore, this research is to investigate dubious view on
impact of customer perceived value dimensions on
satisfaction and behavior intention.

Hypotheses

Based on the previous theories and literatures, following
hypotheses referring to perceived functional value,
perceived relational value, satisfaction and behavior
intention were proposed.

Hi: Customer perceived functional value has both a
positive and direct influence on behavior intention.
H.: Customer perceived relational value has both a
positive and direct influence on behavior intention.
Hs: Satisfaction mediates the relationship between
perceived functional value and behavior intention.
H4: Satisfaction mediates the relationship between
perceived relational value and behavior intention.

METHODOLOGY
Measurement

The questionnaire consists of three sections. The first section is to
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evaluate the perceived functional and perceived relational value.
Functional value is proposed to compose of five indicators. These
are: responsive, reliability, empathy, price and flexibility. The first
three indicators of functional value are responsive, reliability, and
empathy.

These are measured with 12 items. These items were developed
by Parasuraman et al. (1988) and later adapted by Parasuraman et
al. (1991) in SERVQUAL model, Cronin and Taylor, (1992) in
SERVPERF model, Lapierre (2000) in PERV model. These items
are also consistently used by other researchers such as Brown,
(1993), Bernes and Howlett (1998), Beerli and Martin (2004),
Flavian et al. (2004) in service context in particular. The four and
fifth indicators are price and flexibility. To suit the nature of banking
context, scales that capture the price and flexibility were adopted
from Lapierre (2000). These two indicators are measured with four
items each.

In terms of relational value, it is proposed to compose of five
indicators. These are: conflict, trust, solidarity, image and commu-
nication. The first scale for three items of conflicts was developed
by Dwyer et al. (1987) and these scales have evidence with high
reliability measure.

The second scale for four items of trust was developed by
Moorman et al. (1993) and these scales were empirically tested to
capture the relationship between businesses to customers in
banking sector.

The third scale for four items of solidarity was adopted from
Lapierre (2000) because these items are the most suitable for
banking context and also reflected to one of the elements of
relational value in his study.

The fourth scale for three items of reputation was adopted from
Flavian et al. (2004), which is based on the work of LeBlanc and
Nguyen (2001) in the study context of banking service reputation.
The last scale consists of four items of communication were
originally developed by the Morgan and Hunt (1994) and later
adopted by Ball et al. (2004) in the banking context. All the scales
are supported with high Cronbach alpha.

The second section is to measure the customer satisfaction and
behavior intention. Satisfaction scale consists of six items and
these items were adapted from Churchill and Surprenant (1982),
Olsen and Johnson (2003), Ndubisi (2003). Behavior intention scale
consists of six items, was developed by Zeithaml (1988).Later his
scales were adapted by Gill (2007) and Maxham and Netemeyer
(2002), Sirohi et al. (1998) and (2008). All the scales were
developed to measure customer behavior intention in retail banking
industry and considered as relatively high reliable. All the items in
both section use the 7 point Likert scale ranging from strongly
disagree (1) to strongly agree (7). The last section is about the
demographic background of the respondents. Data was furnished
through relevant statistical methods.

Data collection

This research was based on the extensive review of past literature
and also carried out the survey using the structured questionnaire
to meet the current objectives. The sample group was the young
consumers who have accessed to banking services.

A total of 150 questionnaires were collected from the survey. Of
those collected, 33 questionnaires were removed because they
were incomplete data. After elimination, 117 questionnaires were
coded for the data analysis.

Among the analyzed samples, 51% of the respondents were
female, 39% were Chinese and 45% are at least 2™ year university
education. In terms of age group, 47% belong to 18 to 20 years old,
44% were 21 to 23 years old, followed by and 24 to 26 years old

(9%).

RESULTS AND ANALYSES
Factor analysis

To assess the dimensionality of customer perceived
functional and relational value scale in banking context,
factor analysis (principal component, varimax rotation)
was conducted on the items listed in Tables 1 and 2. The
indicators related to functional perceived value were
responsiveness, reliability, empathy, price, flexibility. The
responsiveness was eliminated from further analysis as
the items related were partially cross-loaded with the rest
of factors. The twelve retained items were from the relia-
bility, empathy, price and flexibility. The factor analysis
further grouped the reliability and empathy as one factor
and price and flexibility as one factor. An analysis of the
Eigen values and the scree plot for functional perceived
value suggested that two factors exist related to the
functional perceived value (Table 1). The total variance
extracted by the two factors were 60% (Kaiser-Meyer-
Olkin = 0.85, Bartlett’s test of sphericity was significant at
p = 0.000 level). The first factor was termed as perceived
functional service quality (reliability and empathy) and the
second factor was termed as perceived functional service
value (price and flexibility). Factor analysis for perceived
functional value is showed in Table 1.

The indicators related to perceived relational values are
conflict, trust, reputation, solidarity and communication.
The items related to reputation were eliminated from
further analysis as these items have very low loading
values. The twelve remained items were from conflict,
trust, solidarity and communication. The factor analysis
grouped conflict and trust as one factor and solidarity and
communication as one factor. For the analysis of the
Eigenvalues and scree plot for perceived relational value
suggested that two factors exist related to the perceived
relational value (Table 2). The total variance extracted by
the two factors were 61% (Kaiser-Meyer-Olkin = 0.911,
Bartlett's test of sphericity was significant at p = 0.000
level). The first factor was termed as perceived relational
trust (conflict, trust) and the second factor was termed as
perceived relational commitment (communication,
solidarity). Factor analysis for perceived relational value
is showed in Table 2.

Reliability analysis

The Cronbach alpha results listed in Table 3, were based
on all the retained items and offered strong support for
reliability in four customer perceived value dimensions
(functional service quality a = 0.87, functional service
value a=0.84, relational trust a=0.86, relational



Table 1. Factor analysis for perceived functional value.
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Factor 1 Factor 2

Customer perceived functional value items Functional service Functional service

quality (FSQ) value (FSV)
When customers have a problem, the employees show a sincere interest in 0.691
solving it.
The bank’s employees deliver its services at the times it promises to do so. 0.714
The bank’s employees always perform the service right the first time. 0.766
The bank has customers’ best interest at heart. 0.784
The bank employees understand customers’ specific needs. 0.765
The bank gives valuable financial advice to me. 0.759
The charges pay is worth for the service that is provided. 0.756
The charges pay to the bank services is almost same with other bank 0.730
charges.
The bank charges are justified. 0.799
The bank is flexible in responding to the customer requests. 0.630
The bank has the ability to adjust the products and services to meet the 0.579
customer’s unforeseen needs.
The bank can change the way they handle things easily. 0.692

commitment a = 0.88). The reliability for customer satis-
faction and behavior intention was a = 0.9 respectively.

Multiple Regression analysis: Hypothesis testing
Hypotheses 1 and 2

Regression analysis was used to test on whether both
perceived functional and relational value have positive
and direct influence on behavior intention. First of all,
relationship between single items measure of perceived
functional and perceived relational value with behavior
intention were tested using the multiple regression.
Results showed both independent variables together
explained 48% of the variance (R®) in behavior intention,
which is significant, as indicated by the F-value of 53.618.
Later, four dimensions of customer perceived value were
then entered into a multiple regression model for overall
strength of predictability of each of the dimensions to
behavior intention. Results indicated an adjusted R® of
71%, standard error of estimate 3.401, which is signifi-
cant, as indicated by the F-value of 70.209. Of these four
dimensions, two dimensions of perceived value i.e.
relational commitment (0.501) and functional service
value (0.212), made a significant contribution to behavior
intention (Table 4). However, perceived functional service
quality (0.091) and perceived relational trust (0.028) was
found to be insignificant and was excluded from further
analysis. The model confirmed positive and direct
influence of perceived functional and relational value on
behavior intention. Therefore, both H; and H, were
accepted.

To identify positive and direct relationship between
perceived functional and relational value with satisfaction;
relationship between single item measure of perceived
functional and perceived relational value with satisfaction
was tested using the multiple regression. Results showed
that both independent variables together explain 63% of
variance (RZ) in satisfaction, which is significant, as indi-
cated by the F-value of 95.729. The four dimensions of
customer perceived value were then entered into a multi-
ple regression model for overall strength of predictability
of each of the dimensions to satisfaction. Results
indicated an adjusted R® of 71%, standard error of
estimate 3.401, which is significant, as indicated by the F-
value of 139.554. Among these four dimensions,
perceived relational commitment (0.681) and perceived
functional service value (0.171) made a significant
contribution to satisfaction (Table 5). However, perceived
functional service quality (0.092) and perceived relational
trust (-0.007) were found to be insignificant and therefore
excluded from further analysis.

Hypotheses 3 and 4

Hs proposed that satisfaction mediates the relationship
between perceived functional value and behavior inten-
tion. Where as, H, proposed that satisfaction mediates
the relationship between perceived relational value and
behavior intention. According to Baron and Kenny (1986),
to establish the mediation between independent and
dependent variable, there are certain conditions need to
be demonstrated. Firstly, regarding to perceived func-
tional value impacts on satisfaction and behavior
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Table 2. Factor analysis for perceived relational value.

Factor 1 Factor 2
Customer perceived relational value item Relational Relational
trust (RT) commitment (RC)
The bank’s employees make sure that problems do not arise in our working relationship. 0.654
The bank’s employees have the ability to openly discuss solutions when problems arise. 0.804
I have confidence that the bank is telling the truth, even when the bank gives me a 0.782
rather unlikely explanation.
The bank provides accurate information. 0.726
The bank keeps its promises made to me. 0.751
The bank treats me in honest way in every transaction. 0.638
The bank shares the problems that arise in the course of my relationship with them. 0.752
The bank has full commitment to improve in overall relationship. 0.753
The bank is willing to meet my needs beyond the contract terms. 0.707
The bank keeps me constantly informed of new products and services that could be my 0.721
interest.
The bank provides personal service and advice. 0.745
The bank provides clearness and transparency information. 0.768
Table 3. Reliability analysis.
Variable Driver Number of item Cronbach a
. . Functional Service quality (FSQ) 6 0.87
Perceived functional value 0 nal Service value (FSV) 6 0.84
[ ]
Perceived relational value Relational trust (RT) 6 0.86
Relational commitment (RC) 6 0.88
Customer satisfaction 6 0.90
Behavior Intention 6 0.90

intention, results in Table 5 indicated that perceived
functional service value has a significant positive impact
on customer satisfaction and the results in Table 4
indicated that perceived functional service value also has
a significant positive impact on behavior intention.
Secondly, regarding to perceived relational value impacts
on satisfaction and behavior intention, results in Table 5
indicated that perceived relational commitment has a
significant positive impact on customer satisfaction and
results in Table 4 indicated that perceived relational
commitment also has a significant positive impact on
behavior intention.

Finally, when the dimensions of perceived functional
service value and perceived relational commitment and
satisfaction were regressed onto behavior intention, the
results from Table 6 showed that introduction of overall
satisfaction made perceived relational commitment statis-
tically insignificant. It showed that impact of relational
commitment on behavior intention is fully mediated by the
satisfaction. Therefore, H; was accepted. On the other

hand, the significant level of functional service value to
behavior intention reduced due to the introduction of the
satisfaction (compare Tables 5 and 6). Satisfaction was
still statistically significant in contribution to behavior
intention. It could be explained that satisfaction partially
mediates the relationship between functional service
value and behavior intention. Thus, H, was partially
accepted.

DISCUSSION

This study was aimed to investigate the effect of per-
ceived value dimensions on satisfaction and behavior
intention of young consumers in retail banks, Malaysia. It
also aimed to diagnose the satisfaction as an important
mediator between dimensions of perceived value and
behavior intention. The results confirmed the findings of
Gill et al. (2007) and showed that multi-dimensional value
measure better explained to both satisfaction and
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Dependent variable Independent variable Beta t-value Significance
Functional service quality (FSQ) 0.091 1.020 0.310
Behavior intention (B) Functional service value (FSV) 0.212 2.247 0.027
Relational trust (RT) 0.028 0.279 0.781
Relational commitment (RC) 0.501 5.752 0.000
Table 5. Regression analysis.
Dependent variable  Independent variable Beta t-value Significance
Functional service quality (FSQ) 0.092 1.320 0.190
Customer satisfaction Functional service value (FSV) 0.171 2.336 0.021
(CS) Relational trust (RT) -0.007 -0.091 0.927
Relational commitment (RC) 0.681 10.034 0.000
Table 6. Multiple Regression analysis.
ANOVA
Adjusted R? Standard error -
F Sig.
0.572 3.820 52.573 0.000
The regression model standard coefficient
B t Sig.
FSV 0.171 2.160 0.033
RvVC 0.217 1.980 0.050
SAT 0.452 4.005 0.000

Dependent variable: Behavior Intention

behavior intention compares to single measure of value.
This study introduces the multi dimensional measure of
customer perceived value as functional service value,
functional service quality, relational value of trust and
relational value of commitment. These findings is aligned
with previous researchers (Kandampully and Duddy,
1999, Grénroos, 1996, Lindgreen and Wynstra, 2005)
suggestions and recommend that multi dimensional
measure of perceived value must be functional and
relational aspects. Bank managers would therefore be
advised to offer the value related to both functional and
relational in order to improve young consumers’ value
perceptions of retail banks in Malaysia.

The results also indicated that perceived functional
service value positively impact on behavior intentions and
that could be improved by providing flexibility in the
service offers and reasonable price charges. This finding
is not surprised as previous researchers such as
Sweeney and Soutar (2001), Sanchez et al. (2006), Roig
et al. (2006) also proved that functional value is a signifi-
cant predictor to customer behavior intention. Where as,

relational value of commitment positively impact on the
behavior intention, was considered as a new finding.
Therefore it is important for bank managers to emphasis
on employees’ commitment in delivering customers’
service although nowadays customers have more fre-
quent contact with the technology rather than personnel.
This study also confirmed the partial mediating nature of
customer satisfaction between perceived functional
service value and behavior intention. This finding was
aligned with Kumar and Grisaffe (2004) in which support
the direct effect of perceived value on behavior intention
and satisfaction has only a small mediating effect
between value and behavior intention (Whittaker, 2007).
However, the study contributes full mediating nature of
satisfaction between relational value of commitment and
behavior intention. This study provides empirical
evidence to Tellefsen’s (2001) finding, in which loyalty
represents the customers’ perception of important
relationship with a particular supplier and satisfaction is
the pre-requisite of customer loyalty (Moliner, 2007). In
addition, this study supports that banks can create
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customer satisfaction through employees commitment in
delivering the service (Ndubisi and Wah, 2005)

Basically, this study concludes that perceived value
dimensions are not fixed and it will be changed over time
due to the changing nature of customer learned percep-
tions, preference and evaluations (Woodruff, 1997).
Besides, Ulaga and Chacour (2001) also recommended
three issues to be considered when examining the cus-
tomer perceived value. These are: multi components of
perceived value, different customer segments perceive
different values within the same product and value is
relative to competition. Therefore, it is not surprise to see
that among four dimensions of perceived value proposed;
only two dimensions of perceived value i.e. functional
service value and relational value of commitment are
considered significant.

Limitations and future research

The limitations of the study are mainly two kinds. The first
refers to small sample with focusing only on students as
young consumers group in particular. The second
limitation is that scales of relational values which were
drawn from the past literature and has not been validated
empirically. However, the goal was to stimulate research
interest by confirming the perceived value as mulli
dimensional in nature rather than only looking at overall
perceived value. Therefore, future research should
empirically investigate more and assess the dimensions
related to both functional and relational value. Also, with
regard to the sample, it would be interesting if the future
research can go for larger sample and compare two
different samples of young generation and older
generation consumers in evaluating the values of retail
banks. The present research has focused on relationship
between two major dimensions of perceived value as
functional service value and relational value of
commitment with the satisfaction and behavior intention.
Other related constructs such as customer relationship
commitment was not investigated in this study. Hence,
further research should be directed towards investigation
the linear relationship between the perceived functional
and relational value dimensions with its related outcomes
such as satisfaction, relationship commitment and
behavior intention. Moreover, very few value studies have
focused on banking industry, considering the importance
of value and its consequences. Furthermore, results from
this study may provide future research to develop a
reliable and valid measurement scale of customer value
in the banking industry.

REFERENCES

Anderson EW, Fornell C (1994). A customer satisfaction research
prospectus, In Rust R, Oliver RJ (Eds.), Service quality: New

direction in theory and practice. Thousand Oaks: Sage, pp. 241-268.

Anderson EW, Mittal V (2000). Strengthening the Satisfaction-Profit
Chain. J. Serv. Res., 3(2): 107-120.

Anderson EW, Fornell C, Lehmann D (1994). Customer Satisfaction,
Market Share and Profitability: Findings from Sweden. J. Mark.,
58(3): 53-56.

Anderson JC, Narus JA (1998). Business marketing: Understand what
customers’ value. Harv. Bus. Rev., 76(6): 53-65.

Anderson JC, Narus JA (1999). Business market management:
Understanding, creating, and delivering value. Upper Saddle River,
NJ7 Prentice Hall.

Anderson EW, Weitz B (1989). Determinants of Continuity in
Conventional Industrial Channel Dyads. Mark. Sci., pp. 310-323.

Andreassen TW, Lindestad B (1998). The Effect of Corporate Image in
the Formation of Customer Loyalty. J. Serv. Manage., 1(1): 82-92.

Assael H (1995). Consumer behavior and marketing action (5th ed.)
South Western College Publishing, Cincinnati OH.

Athanassopoulos A, Gounaris S, Stathakopoulos V (2001). Behavioral
responses to customer satisfaction: an empirical study. Eur. J. Mark.,
5(6): 687-707.

Baron R, Kenny D (1986). The moderator-mediator variable distinction
in social psychological research: conceptual, strategic, and statistical
considerations. Am. Psychol. Assoc., 51 (6): 1173-1182.

Bank Negara Malaysia (2008). Annual Report of Bank Negara 2008.
Kuala Lumpur, Bank Negara Malaysia: Author.

Babin BJ, Darden WR, Giriffin M (1994). Work and/or fun: measuring
hedonic and utilitarian shopping value, J. Consum. Res., 20: 644-
656.

Baker J, Parasuraman A, Grewal D, Voss GB (2002). The Influence of
Multiple Store Environment Cues on Perceived Merchandise Value
and Patronage Intentions. J. Mark., 66: 120-141.

Ball D, Coelho PS, Machas A (2004). The role of communication and
trust in explaining customer loyalty: An extension to ECSI model. Eur.
J. Mark., 38 (9/10): 1272-1298

Batra R, Ahtola O (1991). Measuring the hedonic and utilitarian sources
of consumer attitudes. Mark. Lett., 2 (2): 159-170.

Berry LL (1983). Relationship marketing. In Berry LL, Shostack GL,
Upah GD (Eds), Perspectives on service marketing. Am. Mark.
Assoc. Chicago, pp. 25-28.

Bernes JG, Howleft DM (1988). Predictors of equity in relationship
between financial services provides and retail customer. Int. J. Bank
Mark., 16 (1): 15-23.

Beerli A, Martin J, Quintana A (2004). A model of customer loyalty in the
retail banking market. Eur. J. Mark., 38(1/2): 253-275.

Bojanic DC (1996). Consumer perceptions of price, value and
satisfaction in the hotel industry: An exploratory study. J. Hosp.
Leisure Mark., 4: 5-22.

Bolton RN, Drew JH (1991). A multistage model of customers’
assessments of service quality and value. J. Consum. Res., 17: 375-
384.

Boulding W, Kalra A, Staelin R, Zeithaml V (1993). A dynamic process
model of service quality: from expectations to behavioral intentions. J.
Mark. Res., 56: 55-68.

Brown TdJ, Churchill GA, Peter JP (1993). Research note: improving the
measurement of service quality, J. Retail., 69(1): 126-139.

Caruana A, Fenech N (2005). The effect of perceived value and overall
satisfaction on loyalty: A study among dental patients. J. Med. Mark.,
5(3): 245.

Chen J, Gursoy D (2001). An investigation of tourists’ destination loyalty
and preferences. Int. J. Contemp. Hosp. Manage., 13: 79-86.

Chen CF, Tsai D (2007). How destination image and evaluative factors
affect behavioral intentions? Tour. Manage., 28: 1115-1122.

Churchill GA, Surprenant C (1982). An investigation into the
determinants of customer satisfaction. J. Mark. Res., 19 (4): 491-504.

Cronin JJ, Brady M, Brand RR, Hightower JR, Shemwell D (1997). A
cross-sectional test of the effect and conceptualization of service
value. J. Serv. Mark., 11(6): 375-391.

Cronin JJ, Taylor SA (1992). Measuring service quality: a reexamination
and extension. J. Mark., 56(3): 55-68.

Cronin JJ, Brady M, Hult T (2000). Assessing the effects of quality,



value, and customer satisfaction on consumer behavioral intentions
in service environments. J. Retail., 76(2): 193-218.

Crosby LA, Kenneth RE, Deborah C (1990). Relationship Quality in
Services Selling: An Interpersonal Influence Perspective. J. Mark.,
54:61-81.

Cunningham MT, Turnbull PW (1982). Inter-organizational personal
contact patterns. In: Hakansson H, Editor. International marketing
and purchasing of industrial goods. An interaction approach, Wiley,
London, IMP Project Group, pp. 304-315.

De Ruyter JK, Wetzels M, Bloemer J (1998). On the relationship
perceived service quality, service loyalty and switching costs. Int. J.
Serv. Ind. Manage., 1(5): 436-453.

De Ruyter JK, Wetzels M, Lemmink J, Mattson J (1997). The dynamics
of the service delivery process: a value-based approach. Int. J. Res.
Mark., 14: 231-243.

Desai KK, Mahajan V (1998). Strategic role of affect-based attitudes in
the acquisition, development and retention of customers. J. Bus.
Res., 42: 309-24.

Dorsch MJ, Swanson SR, Kelley SW (1998). The role of relationship
quality in the stratification of vendors as perceived by customers. J.
Acad. Mark. Sci., 26(2): 128-142.

Dodds WB, Monroe KB, Grewal D (1991). Effects of price, brand and
store information on buyers’ product evaluations. J. Mark. Res., 28:
307-319.

Dwyer FR, Schurr P, Oh S (1987). Developing Buyer-Seller
Relationships. J. Mark., 51: 11-27.

Dwyer FR, Tanner JF (1999). Business marketing: Connecting strategy,
relationships and learning, Irwin/McGraw-Hill, Boston.

Eggert A, Ulaga W (2002). Customer perceived value: A substitute for
satisfaction in business markets. J. Bus. Ind. Mark., 17 (2/3): 107-
118.

Ehigie BO (2006). Correlates of customer loyalty to their bank: a case
study in Nigeria. Int. J. Bank Mark., 24(7): 494-508.

Feldman J, Johnson P, Kuhn D, Murphy B (1999). Back-to-school
buying guide. Money. 28 (9): 165-168.

Flavian C, Torres E, Guinaliu M (2004). Corporate image measurement:
A further problem for the tangibilization of Internet banking services.
Int. J. Bank Mark., 22 (5): 366-384.

Fornell C (1992). A national customer satisfaction barometer: the
Swedish experience. J. Mark., 56(1): 6-21.

Fornell C, Johnson MD, Anderson EW, Cha J, Bryant BE (1996). The
American customer satisfaction index: Nature, purpose, and findings.
J. Mark., 60: 7-18.

Gale BT (1994). Managing customer value. New York: The Free Press.

Gardial SF, Clemons DS, Woodruff RB, Schumann, DW, Burns MJ
(1994). Comparing consumer's recall of prepurchase and
postpurchase product evaluation experiences. J. Consum. Res., 20:
548-560.

Gill D, Bysima B, Ouschan R (2007). Customer perceived value in a
cellar door visit: the impact on behavioural intentions. J. Consum.
Res., 19 (4): 257-275.

Grénroos C (1997). Value-driven relational marketing: from products to
resources and competencies. J. Mark. Manage., 13(5): 407-420.

Griffin M, Babin BJ, Modianos D (2000). Shopping values of Russian
consumers: the impact of habituation in a developing economy. J.
Retail., 76 (1): 33-52

Hallowell R (1996). The relationships of customer satisfaction, customer
loyalty, and profitability: an empirical study. Int. J. Serv. Ind. Manage.,
7(4): 27-42.

Hartman RS (1967). The Structure of Value: Foundations of A Scientific
Axiology. Southern lllinois Press, Carbondale, IL.

Heide JB, John G (1992). Do Norms Matter in Marketing Relationships?
J. Mark., 56: 32-44.

Holbrook BM, Corfman PK (1985). Quality and Value in the
Consumption Experience: Phaedrus Rides Again, in Perceived
Quality: How Consumers View Stores and Merchandise, Jacob
Jacoby and Jerry C. Olson (Eds.), Lexington, MA: Lexington Books,
pp. 31-57

Holbrook BM (1994). The Nature of Customer Value: An Axiology of
Services in the Consumption Experience, in Service Quality: New

Nasreen and Sharifah 7065

Directions in Theory and Practice. Roland TR, Richard LO (Eds.),
Newbury Park, CA: Sage, pp. 21-71

Hunt SD (1997). Competing through relationship: grounding relationship
marketing in resource-advantage theory. J. Mark. Manage., 13: 431-
45.

Ivens BS, Blois KJ (2004). Relational exchange norms in marketing: a
critical review of Macneil’s Contribution. Mark. Theo., 4(3): 239-63.
Joshi K (1990). An investigation of equity as a determinate of user

information satisfaction. Decis. Sci., 21(4): 786-807.

Johnson WC, Weinstein A (2004). Superior Customer Value in the New
Economy, Concepts and Cases, 2nd ed., Boca Raton.

Johnston R (1998). The effect of intensity of dissatisfaction on
complaining behavior. J. Consum. Satisfact, Dissatisfact. Complain.
Behav., 11: 69-77.

Kandampully J, Duddy R (1999). Competitive advantage through
anticipation, innovation and relationship, J. Manage. Decis., 37(1):
51-6.

Kaufmann PJ, Stern L (1988), Relational exchange norms, perceptions
of unfairness, and retained hostility in commercial litigation. J. Confl.
Resol., 32 (3): 534-552.

Kumar A, Grisaffe DB (2004). Effects of extrinsic attributes on perceived
quality, customer value, and behavioral intentions in B2B settings: A
comparison across goods and service industries. J. Bus. Mark.,
11(4): 43-74.

Lai Lai T (2004). Service Quality and Perceived Value’s Impact on
Satisfaction, Intention and Usage of Short Message Service (SMS).
Information systems frontiers, Kluwer Academic Publishers.
Manufactured in the Netherlands, 6(4): 353-368.

Lapierre J (2000). Customer-perceived value in industrial context. J.
Bus. Ind. Mark., 15(2/3): 122-140.

Lee EJ, Overby JW (2004) Creating value for online shoppers:
Implications for satisfactions and loyalty, J. Consum. Satisf. Dissatisf.
Complain. Behav., (17): 54-67.

Lindgreen A, Wynstra F (2005). Value in business markets: What do we
know? Where are we going? Ind. Mark. Manage., 34(7): 732-748.

Mattsson J (1991). Better business by the ABC of values. Lund: Student
literatur.

Mano H, Oliver RL (1993). Assessing the dimensionality and structure
of the consumption experience: evaluation, feeling and satisfaction. J.
Consum. Res., 20: 451-66.

Macneil IR (1980). The New Social Contract. New Haven: Con, Yale
University Press.

Maxham JG, Netemeyer RG (2002). A Longitudinal Study of
Complaining Customers’ Evaluations of Multiple Service Failures and
Recovery Efforts. J. Mark., 66 (4): 57-71.

McDougall GHG, Levesque T (2000). Customer satisfaction with
services: Putting perceived value into the equation. J. Serv. Mark.,
14(5): 392-410.

Ministry of Higher Education Malaysia (2007). Viewed 27 September
2009, Accessed from <http://www.mohe.gov.my/web_statistik>.

Moliner AM, Sanchez JR, Rodryguez RM, Callarisa L (2007). Perceived
relationship quality and post-purchase perceived value: An integrative
framework. Eur. J. Mark., 41(11/12): 1392-1422.

Mokhlis S (2009). An Investigation of Consumer Decision-Making Styles
of Young-Adults in Malaysia. Int. J. Bus. Manage., 4(4).

Monroe KB (1990), Pricing: Making Profitable Decisions, McGraw-Hill,
New York.

Monroe KB, Krishnan R (1985). The effect of price on subjective
product evaluations, in Jacoby, J. and Olson, J. (Eds), Perceived

Quality, Lexington Books, Lexington, MA, pp. 209-232.

Morgan RM, Hunt SD (1994). The commitment-trust theory of
relationship marketing. J. Market., 58 (3): 20-38.

Moorman C, Deshpandé R, Zaltman G (1993). Factors affecting trust in
market research relationships. J. Mark., 57 (1): 81-101.

Ndubisi NO, Wah CK (2005). Factorial and discriminant analyses of the
underpinnings of relationship marketing and customer satisfaction.
Int. J. Bank Mark., 23(7): 542-557.

Ndubisi NO (2003). Service quality: understanding customer perception
and reaction, and its impact on business. Int. J. Bus., 5 (2): 207-219.

Nguyen N, Leblanc G (2001). Image and reputation of higher education



7066 Afr. J. Bus. Manage.

institutions in students' retention decisions. Int. J. Educ. Manage., 15
(6): 303-311.

Nyer P (1999). Cathartic Complaining as a Means of Reducing
Consumer Dissatisfaction. J. Consum. Satisf., Dissatif. Compl.
Behav., 12: 15-25.

Olsen LL, Johnson MD (2003). Service equity, satisfaction, and loyalty:
from transaction-specific to cumulative evaluation. J. Serv. Res., 5
(3): 184—195.

Oliver RL (1980). A cognitive model of the antecedents and
consequences of satisfaction decisions. J. Mark. Res., 4: 460-469,
Oliver RL, John ES (1989). Consumer Perceptions of Interpersonal
Equity and Satisfaction in Transactions: A Field Survey Approach. J.

Market., 53: 21-35.

Oliver RL (1999). Value as excellence in the consumption experience.
In Holbrook, M.B. (Eds), Consumer Value: A Framework for Analysis
and Research. Routledge, London, pp. 43-62.

Oliver RL (1997). Satisfaction: A Behavioral Perspective on the
Consumer, New York: McGraw-Hill.

Parasuraman A, Zeithaml, VA, Berry, LL (1988). SERVQUAL: A
Multiple-ltem Scale for Measuring Consumer Perceptions of Service.
J. Retailing, 64(Spring): 12-37.

Parasuraman A (1997). Reflections on gaining competitive advantage
through customer value, J. Acad. Mark. Sci., 25(4): 332-342.

Patterson PG, Spreng RA (1997). Modelling the relationship between
perceived value, satisfaction and purchase intentions in a business-
to-business, services context: An empirical examination. Int. J. Serv.
Indu. Manage., 8(5): 414-434.

Petrick JF, Backman SJ (2002). An examination of the construct of
perceived value for the prediction of golf travelers; Intentions to
revisit. J. Travel Rese., 41: 38-45.

Petrick, JF (2004). The Roles of Quality, Value, and Satisfaction in
Predicting Cruise Passengers' Behavioral Intentions. J. Travel Res.,
42(4): 397 - 407.

Pura M (2005). Linking perceived value and loyalty in location-based
mobile services. Manag. Serv. Qual. 15(6): 509-38.

Ravald A, Grénroos C (1996). The value concept and relationship
marketing. Eur. J. Mark., 30(2): 19-30.

Reichheld FF (1996). The Loyalty Effect. Harvard Business School
Press, Boston, Massachusetts.

Reichheld F, Sasser WE (1990). Zero defections: quality comes to
services, Harv. Bus. Rev., 68: 105-111.

Reichheld FF, Kenny DW (1990). The hidden advantages of customer
retention. J. Retail Bank., 12(4): 278-281.

Rusbult CE, Farrell D, Rogers D, Mainous, AG. (1988). Impact of
exchange variables on exit, voice, loyalty, and neglect: an integrative
model of responses to declining job satisfaction. Acad. Manage. J.,
31: 599-627.

Rust RT, Oliver RL (1994). Service quality: Insights and managerial
implications from the frontier. In Rust RT, Oliver RL, ed., Service
Quality: New Directions in Theory and Practice London: Sage, pp. 1-
19.

Rust R, Zeithaml V, Lemo K (2000). Driving Customer Equity: How
Customer Lifetime Value is Reshaping Corporate Strategy, Free
Press, New York.

Rust R, Zahorik AJ (1993). Customer Satisfaction, Customer Retention,
and Market Share. J. Retail., 69(2): 193-215.

Rust RT, Oliver RL (1994). Service quality: Insights and managerial
implications from the frontier. In Rust RT, Oliver RL, ed., Service
Quality: New Directions in Theory and Practice London: Sage, pp. 1-
19.

Roig F, Carlos J, Sanchez GJ, Tena M, Angel M (2009). Perceived
value and customer loyalty in financial services. Serv. Ind. J., 29(6):
775-789.

Sanchez J, Callarisa LLJ, Rodriguez RM, Moliner MA (2006). Perceived
value of the purchase of a tourism product. Tour. Manage., 27(4):
394-409.

Schurr PH, Ozanne JL (1985). Influences on exchange processes:
buyers’ preconceptions of a seller’s trustworthiness and bargaining
toughness. J. Consum. Res., 11: 939-53

Schmenner RW (1986). How can service businesses survive and

prosper. Sloan Manage. Rev., 27 (3): 21-32.

Shani D, Chalasani S (1992). Exploiting niches using relationship
marketing, J. Serv. Mark., 6(4): 43-52.

Sinha |, DeSarbo WS (1998). An integrated approach toward the spatial
modeling of perceived customer value. J. Mark. Res., 35(5): 236-249.

Sirohi N, McLaughlin EW, Wittink DR (1998). A model of consumer
perceptions and store loyalty intentions for a supermarket retailer. J.
Retail., 74(2): 223-245.

Sheth JN, Newman BI, Gross BL (1991). Why we buy what we buy: a
theory of consumption values. J. Bus. Res., 22: 157-170.

Sheth JN, Parvatiyar A (1995). Relationship Marketing in Consumer
Markets: Antecedents and Consequences. J. Acad. Mark. Sci., 23(4):
255-271.

Smith SM, Haugtvedt CP, Petty RE (1994), Attitudes and recycling:
does the measurement of affect enhance behavioral prediction.
Psychol. Mark., 11(4): 359-374.

Soderlund M, Ohman N (2005). Assessing Behavior before it Becomes
Behavior: An Examination of the Role of Intentions as a Link between
Satisfaction and Repatronizing Behavior. Int. J. Serv. Ind. Manage.,
16(2): 169-185.

Speer T (1998). College Come-Ons. Am. Demogr., 20(3): 41-45.

Spreng RA, Mackenzie SB, Olshavsky RW (1996). A Reexamination of
the Determinants of Customer Satisfaction. J. Mark. 60(3): 15-33.

Storbacka K, Strandvik T, Gronroos C (1994). Managing customer
relationships for profit: the dynamics of relationship quality. Int. J.
Serv. Ind. Manage., 5 (5): 21-38.

Sweeney JC, Soutar GN, Johnson LW (1999). The role of perceived
risk in the quality—value relationship: a study in a retail environment.
J. Retail., 75 (1): 77-105.

Sweeney JC, Soutar G (2001). Consumer perceived value: the
development of multiple item scale. J. Retail., 77(2): 203-220.

Szymanski DM, Henard DH (2001). Customer satisfaction: a meta-
analysis of the empirical evidence. J. Acad Mark. Sci., 29(1): 16-35.

Tam JLM (2000). The effects of service quality, perceived value and
customer satisfaction on behavioral intentions, J. Hosp. Leisure
Mark., 6(4): 31-43.

Tellefsen T (2002). Commitment in business-to-business relationships:
the role of organizational and personal needs. Ind. Mark. Manage..
31(8): 645-652.

Tellis GJ, Gaeth GJ (1990).Best value, price-seeking and price
aversion: The impact of information and learning on consumer
choices. J. Mark., 54: 34-45.

Tarkyilmaz A, Ozkan C (2007). Customer satisfaction; Modelling; Mobile
communication systems; Turkey. Ind. Manage. Data Syst., 107(5):
672-687.

Ulaga W, Chacour S (2001). Measuring customer perceived value in
business markets: A prerequisite for marketing strategy development
and implementation. Ind. Mark. Manage., 30(6): 525-540.

Ulaga W (2003). Capturing value creation in business relationships: a
customer perspective. Ind. Mark. Manage., 32(8): 677-693.

Ulaga W, Eggert A (2006). Relationship value in relationship quality.
Eur. J. Mark., 40 (3/4): 311-327.

Verhoef BD (2005). The effect of acquisition channels on customer
loyalty and cross-buying. J. Interact. Mark., 19(2): 31-43.

Wikstdm S, Normann R (1994). Knowledge and value. Rouledge,
London.

Wilson DT, Soni PK, O'Keeffe M (1995). Modeling customer retention
as a relationship problem. Institute for the Study of Business Markets,
University Park, PA.

Woodruff R (1997). The Next Source for competitive advantage. J.
Acad. Mark. Sci., 25: 139-153.

Woodruff RB, Gardial FS (1996). Know Your Customer: New
Approaches to Understanding Customer Value and Satisfaction,
Blackwell Publishers, Cambridge.

Woodruff R (1997). Customer value: the next source for competitive
advantage, J. Acad. Mark. Sci., 25: 139-153

Woo K, Fock HKY (2004). Retaining and divesting customers: An
exploratory study of right customers, “at-risk” right customers, and
wrong customers. J. Serv. Mark., 18: 187-197.

Wright RE, Perkins D, Alston S, Heitzig S, Meyer-Smith J, Palmer JC



(1996). Effects of dissatisfying experiences on repatronage intentions
and negative word-of-mouth behavior of university students. J.
Consum. Satisf. Dissatisf. Complain. Behav., 9: 221-228.

Yadav MS, Monroe KB (1993). How buyers perceive savings in a
bundle price: An examination of a bundle’s transaction value. J. Mark.
Res., 30(3): 350-358.

Yang Z, Jun M, Peterson RT (2004). Measuring costumer perceived
online service quality: Scale development and managerial
implications. Int. J. Oper. Prod. Manage., 24(11/12): 1149-1174.

Yang Z, Peterson R (2004). Customer perceived value, satisfaction and
loyalty: The role of switching costs. Psychol. Mark., 799-822.

Nasreen and Sharifah 7067

Yi, Y. (1990). A critical review of customer satisfaction. In Zeithaml VA
(Ed.). Review of marketing Am. Mark. Assoc., Chicago, pp. 68-123.
Zeithaml VA (1988). Consumer perceptions of price, quality and value:
a means-end model and synthesis of evidence. J. Mark., 52: 2-22.
Zeithaml VA, Berry LL, Parasuraman A (1996). The behavioral

consequences of service quality. J. Mark., 60(2): 31-47



