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Abstract

Customer attrition has severe effects on profitability and organizations incur high costs acquiring new
customers while existing ones generates more profits. However, when an organization reduces
customer quitting by 5%, it raises profits by 2-8% (Khan & Rizwan, 2014). Previous studies gave much
attention to factors of customer loyalty such as product quality and customer satisfaction but none have
qualitatively explored the factors relative to automobile dealerships businesses in New York City. The
aim with this study was to fill the research gap. Based on Theory of Reasoned Action, the purpose of
this qualitative multiple-case study was to explore some factors that influence customer loyalty towards
automobile dealerships after initial purchases. Data were collected from 50 participants who have
purchased, leased, or serviced automobiles from same dealership for over 60 months. Data analysis
involved thematic and content analysis. The 3 emergent themes in final report related to Customer
Satisfaction, Product Quality and Service Quality influences on consumers loyalty towards dealerships.
Findings could result in retention programs and strategies for automobile business managers to inhibit
attrition rate while alleviating the damaging effects to sales and profitability. This study is beneficial to
automobile business managers, policy makers, and academics.
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1. Introduction

Business environment has changed markedly because of growing uncertainty and the serious problem
of intensified competition. A significant characteristic of competitive environment is intensified
competition evident in the degree of counteraction of competitors in struggling for consumers and new
niche markets (Tarasova, Snitko, Matuzenko, Meshechkina, & Voishscheva, 2016). Competitiveness
depends upon utilization of resources for superior products or services than competitor’s offers (Ghosh,
Kumuthadevi, & Jublee, 2016). Competitive pressure pushes business professional towards
creativeness in doing something new compared with their competitors (Meutia & Ismail, 2015). In such
a competitive environment, it is important for managers to make consistent, logical and strategic
decisions (Kloviene & Gimzauskiene, 2014). Growth and survival of businesses in the contemporary
businesses environment largely depend on how well the companies understand and relate to the
dynamic and increasingly complex business environment. The ability of a company to either adapt to
changes in business environment or influence the environment, determines its success in gaining

competitive advantage or even survival in contemporary business environment (Mavengere, 2013).
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Business practitioners achieve competitive advantage when they perform a careful value creating plan
or method not simultaneously performed by competitors (Akaeze, 2016; Garcia-Castro & Arifio, 2011;
Grant & Royle, 2011). Understanding the factors which leads to customer loyalty for a particular
business could be useful means for management strategies which results in competitive advantage.

1.1 Background of the Problem

Globally automobile industry is significant employing up to 49% individuals directly and indirectly and
accounting for approximately five percent of world’s total manufacturing employment (Chattopadhyay,
2013). In the United States, automobile industry significantly impacts the economy being a backbone
of manufacturing sector (Ashamalla, Camp, & Abel, 2011). Automobile dealerships generate nearly 18
percent of all sales tax revenue with dealers reporting a total of $730 billion generated from new
vehicles sold by franchised dealerships in 2013 alone (Stolze, 2015). In a competitive economy there is
no warranty for business companies to survive. However, loyal customers could facilitate the survival
and improvement of companies. Customer loyalty is considered a significant element that improves
profitability (Mohamed, 2016).

Customer loyalty is objectively important for strategic marketing planning and represents an important
basis for developing a sustainable competitive advantage (Kahreh & Kahreh, 2012). In general,
customer loyalty is a favorable attitude from individuals towards repeat purchasing of a company’s
products over competitors (Oliver, 2010). The ability to retain customers and make them loyal is
critical for continued organizational success (Mohd, Mokhtar, & Yusr, 2016). Customers may become
loyal to business that can deliver superior value relative to the offerings of competitors. In return, they
are willing to invest more into their relationship with the company over time, which leads to increased
marketing savings for the organization as well as a higher turnover—ultimately leading to greater profit
(Stan, Caemmerer, & Cattan-Jallet, 2013). Customer loyalty helps to reduce marketing costs and
ensures positive word of mouth.

According to Sandada and Matibiri (2015), loyal customers perceive low risks in trying a firms new
products or services and make useful suggestions to improve the service. A loyal customer is a source
of competitive advantage through repeat purchase and positive word of mouth (Thomas, 2013).
Specifically, customer loyalty drives customer revenue and customer retention, leading to increased
customer loyalty and lifetime value (Zhang, Dixit, & Friedmann, 2010). Therefore, customer loyalty is
critical to profitability and success of auto sales businesses. However, having satisfied customers no
longer guarantees customer loyalty (Salegna & Fazel, 2012). To improve retention, gain and retain
customer loyalty auto sales industry leaders and stakeholders need to adopt new strategies to address
attrition problem. Loyal customers generate higher profit margins than new customers and retaining 2%
more customers impacts a business almost as much as cutting costs by 10% (Tatikonda, 2013).
Nevertheless, some manager lack the knowledge required to gain and retain customer loyalty.
Surprisingly, some organizations are not aware that their loyalty programs are not achieving customer
loyalty and continue to use wrong measures for defining customer loyalty (Salegna & Fazel, 2012).
Although many companies have accepted loyalty as a key strategy for survival, some managers neither
understand nor effectively apply customer loyalty programs (Kahreh & Kahreh, 2012). Therefore,
exploring factors that influence consumer loyalty towards automobile dealerships may result to
strategies for improving business success and profitability. According to Zhang, Dixit and Friedmann
(2010), customer loyalty is critical for a firm’s profitability and winning customer loyalty is critical for

a firm’s long-term profitability. The purpose of this qualitative multiple case study was to explore factors
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that influence consumer loyalty towards same automobile dealerships after initial purchases. The study
focus was on consumers of Automobile products in New York City.

1.2 Problem Statement

Loyal customers generate higher profit margins than new customers with about 5% improvement in
customer retention adding up to 85% to the bottom line (Tatikonda, 2013; Viljoen & Roberts-Lombard,
2016). The impact of retaining 2% more customers is almost same as cutting costs by 10% (Tatikonda,
2013). Customer loyalty is key driver of organizational success, profitability and consumer’s high loyalty
towards services result to additional spending from repurchases (Sandada & Matibiri, 2016). The general
business problem is consumer attrition from businesses after initial purchase. Withdrawal of a
dissatisfied customer for a substitute products or services is a threat to organizational success (Mandina
& Karisambudzi, 2016). It cost at least five times more to get a new customer than to retain an existing
one (Chokera & Dube, 2011). The specific business problem is that some consumers of automobile
products in New York lack customer loyalty required to patronize same automobile dealership after the
initial purchases.

1.3 Purpose Statement

The purpose of this qualitative multiple case study was to explore some factors that influence customer
loyalty towards same automobile dealerships after initial purchases. Responses from a convenient
sample of 50 participants in New York City using the on-line questionnaire aided collection of
qualitative data. Participants were consumers of automobile products in NYC who answered questions
on web site and through self-administered questionnaires. Results of this study may facilitate the
knowledge to auto sales managers about best retention strategies for increased customer loyalty
resulting to organizational profit.

1.4 Nature of the Study

We selected the qualitative research method for this study because data collection is detailed and rich in
form of comprehensive written descriptions. A researcher can use the qualitative method to understand
social situation of a person, group, or organization (Trotter, 2012). Qualitative method was appropriate
for this study because qualitative method is flexible and allows open-ended questions, observation,
interviews, and analyzing of documents (Hunt, 2014). In addition, researchers can use qualitative
method to gain insight into issues, claims, and concerns by identifying views, opinions, and perceptions
of participants (Akaeze, Shaibu, & Akaeze, 2016; Hunt, 2014). Quantitative or mixed method
researches are not appropriate to study things in a natural setting or discuss the meaning things have for
different people unlike qualitative research. Furthermore, quantitative and mixed methods of research
usually involve studying large samples population because larger sample provide statistically more
accurate results.

Case study design was appropriate for this study because of the usefulness for clarifying findings. Case
studies allow the collection of in-depth detail that is not easily obtained using other research designs.
Qualitative case study design is essential for finding answers to a research questions (Yin, 2011). The
goal of this qualitative case study was to determine the customer factors that influence consumer
loyalty towards automobile dealerships in NYC. Researchers may use qualitative case study designs
rather than quantitative designs to explore how participants interprets phenomenon (Akaeze, Shaibu, &
Akaeze, 2016; Saxena, Gupta, & Ruohonen, 2012). For this study the choice of multiple case designs

was to improve external validity and guard against observer bias.
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1.5 Research Question

The central research question for this study is as follows: What are the factors that influence customer
loyalty to auto dealership in NYC after initial purchases?

1.6 Conceptual Framework

The conceptual framework for this study is Theory of Reasoned Action (TRA) developed by Martin
Fishbein and Icek Ajzen in 1967 to explain volitional behaviors (Ajzen & Fishbein, 1980; Fishbein &
Ajzen, 1975). Under TRA the strongest predictor of an individual volitional behavior is the individual’s
behavioral intention. The theory extends to conceptualization of human behavioral pattern in
decision-making strategy (Otieno, Liyala, Odongo, & Abeka, 2016). Using the TRA, researchers can
explain whether individual behavior is driven by behavioral intentions, where behavioral intentions are
a function of an individual’s attitude toward the behavior. Also behavioral intentions is the function of
subjective norms surrounding performance of behaviors, and an individual’s perceptions of ease with
which behavior is performed (Otieno et al., 2016). Under the TRA, individual behavioral intentions are
as a result of both an individual and normative influences. The individual influence on intention is the
person’s attitude towards performing a volitional act. Normative influence on intention is an individual’s
subjective norm. The primary goal of TRA is to understand and predict social behaviors (Ajzen &
Fishbein, 1980; Fishbein & Ajzen, 1975). The purpose of TRA includes;

e  To predict and understand motivational influences on behavior that is not under the individual’s
volitional control.

e  To identify how and where to target strategies for changing behavior.

e  To explain virtually any human behavior such as why a person buys a new car, votes against a
certain candidate, or absent from work.

The TRA provides a model with potential benefits for predicting the intention to perform a behavior
based on an individual’s attitudinal and normative beliefs (Southey, 2011). Researchers widely use
TRA to interpret social behaviors at the level of individual decision making (Gordin, 1994). Using In
line with TRA, consumer attitude influences consumer purchase behavior. In line with the TRA,
behavior is determined by intentions, which also influence attitudes and subjective norms. There is a
strong relationship between attitude and behavioral intentions (Gil-saura, Ruiz-molina, &
Calderon-garcia, 2010). Loyalty refers to the disposition of consumers to shop repeatedly in a given
store while brand loyalty is simply consumer response over time to favor one particular brand over
other alternatives (Sirgy & Samli, 1985). Yeng and Mat (2012) associated customer loyalty with
relationship between relative attitude and repeated patronage in highly competitive business
environment using the TRA. For this study, the TRA is useful for analyzing attitudes, subjective norms,
and perceived behavioral control, to predict intention with relatively high accuracy. Furthermore, TRA
concept assumes human behavior as under voluntary control of the individual and a person’s intention,
when combined with perceived behavioral control help to predict behavior with greater accuracy.

1.7 Operational Definitions

Automobile dealerships. Automobile dealerships are the real estate the automotive industry uses to sell
its products (Carter, 2015).

Competitive advantage. Competitive advantage is the benefit an organization has over competitors in
form of a low cost provider or differentiation (Calandro, 2011).

Customer Retention. Customer Retention is the maintenance of continuous trading relationships with

customers over a long term (Buttle, 2008).
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Customer Attrition. Customer attrition relates to losing a business to competitors that happens when
dissatisfied customers decide to withdraw from hiring or purchasing services and products to find
substitutes to satisfy needs which an organization failed to deliver (Ahmad & Buttle, 2002).

1.8 Assumptions

According to Polit and Beck (2004), assumptions are conditions assumed as truth and taken for granted
by researchers in research. For this study, we assumed that participants would give honest, thoughtful,
and comprehensive responses to the research questions. Additional assumption was that participants
would give accurate information on their experiences. Final assumption was that sample size for this
study adequately represents the population of automobile products consumers throughout NYC. The
research design and methodological procedures reduced effect of these potential problems.

1.9 Limitations

External conditions restrictive to scope of a study with the possibility to influence outcome are
limitations. Researchers may use limitations and delimitations for identifying inherent weaknesses with
potential to affect transferability of study outcomes (Bloomberg & Volpe, 2012). For this study,
location was a limitation to the convenient sample and results may not generalize to other populations.
The Location of NYC is heterogenecous by nature with different types of subpopulations densities and
results may not apply to homogeneous population. Nevertheless, focus of qualitative researches is to
understand events rather than generalize results (Kolb, 2012; Mistarihi, Al Refai, Al Qaid, & Qeed,
2012).

Additional limitation is that participants may have relied on memory recollections and participant’s
knowledge is perceived as truthful. Data collection for this study was limited to responses from
questionnaires and triangulation of information using other means like field notes or follow up
questions was difficult. Finally, information collected from participants lacked detail because
questionnaire consisted of closed questions. Responses were fixed with less scope for respondents to
supply answers which reflected true feelings on research topic. We addressed the limitation, through
rich, thick description and analysis. Study limitations were mitigated through rich, thick description and
analysis.

1.10 Delimitations

Delimitations include the use of questionnaires consisting of closed ended question to collect data from
up to 50 consumers of entertainment products about their understandings of product piracy.

1.11 Significance of the Study

1.11.1 Value of Study to Business

First time sales are expensive and time-consuming, requiring activities such as advertising, promotion,
calls, contacts, demonstrations, and training. Gaining new customers cost nearly 10 times as much as
sustaining existing ones (Tatikonda, 2013). Customer retention is a critical issue at auto dealerships
(Ishiguro & Amasaka, 2012). Customer loyalty is a significant competitive tool which reduces
marketing costs and ensures positive word of mouth (Sandada & Matibiri, 2015). According to Lewis
(2004), loyalty programs are critical in enhancing customer loyalty and require business managers to
devise mechanisms that enforce and sustain customer loyalty.

However, some auto business managers lack effective loyalty program required to gain customer loyalty
leading to profitable business. Lewis (2004) suggested that effective program that increases customer
loyalty is structured to influence customer view of purchases as a sequence of related decisions not
separate and independent transactions. Few management studies on customer loyalty relative to auto

dealership business exist. By exploring the factors which influence consumer loyalty to some dealerships
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may reveal effective strategies for auto sales business professionals need to improve profitability within
competitive market. Information from this study may facilitate increase in success, sustenance, and
profitability of auto dealership businesses.

1.11.2 Contribution to Business Practice

Rationality for some business failures is competition (Hemphill & Perry, 2012). Business managers
must seek means to gain competitive edge in order to remain in business and make profits. Therefore,
exploring factors that influence consumer loyalty towards same automobile dealerships is critical to
determine strategies which auto business managers require for effective retention programs. The findings
and recommendations might serve as the basis for auto business managers to improve products, process,
services and customer satisfaction. Results could guide auto business managers who are struggling with
customer retention to improve strategies and practices. The result could provide a practical guide for auto
business managers to change practices and improve business strategies to customer attrition.

1.11.3 Implications for Social Change

If a company reduces the customer quitting by 5%, it raises its profits by 2-8% (Khan & Rizwan, 2014).
Information acquired from understanding consumer perspectives on factors that influences loyalty
towards products, services or brands may facilitate management success in inhibiting customer attrition
rate. Knowledge gained from this study may also serve as a guide for auto dealership managers to curb
customer attrition, improve profitability, customer retention strategies and programs for success. Positive
social change may result from improvement in the success rate and profitability of auto dealership
through effective process, increase in jobs, sales revenue, and sustenance. Jobs, families, and
communities are affected by businesses in decline (Boyd, 2011). Successful, sustainable, and profitable
auto dealership businesses result in reduction of unemployment rate, benefit employees, their families,
other businesses, and communities.

1.12 A Review of the Professional and Academic Literature

In the age of intense competition and heightened customer expectations, cutting on defection and
building bonds of long lasting loyalty with customers seem to be the only means of sustained
profitability and growth (Kumar & Srivastava, 2013). The intense business competition particularly in
auto sales sector requires managers to become innovative towards adoption of new strategies for success
and profitability. Intensive competitiveness in terms of both quantity and quality makes it extremely
difficult for a firm to differentiate itself from its competitors (Vu & Huan, 2016). Customer satisfaction
is no longer guarantee of business success (Kumar & Srivastava, 2013). Therefore, intangible assets
such as brands, and customer satisfaction, might become the critical sources of sustainable competitive
advantages (Chien & Tsai, 2012).

Customer loyalty is a significant competitive edge in business environment, where companies
encounter limitless challenges from their competitors (Pan, Sheng, & Xie, 2012). Customer attrition
has severe effects on profitability and organizations incur heavy costs acquiring new customers while
existing ones generates more profits (Karam, da Silva, Schmidt, Teixeira, & Carneiro, 2009). It is more
expensive for organizations to acquire new customers than retain existing ones. In fact, acquiring new
customers may cost five times more than retain existing ones while repeat customers may generate over
twice as much gross income as new customers (Cunningham, Il-Yeol, Song, & Chen, 2006). The goal
of this study was to explore some factors that influence consumer loyalty towards same automobile

dealerships after initial purchases.
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1.12.1 Customer Retention Strategies

While acquiring new customers is a hard and expensive process, holding on to existing customers is a
relatively easy and inexpensive one (Krom, 2015). Customer Retention (CR) is the maintenance of
continuous trading relationships with customers over a long term (Buttle, 2008). Customer retention is a
key factor for competitive success and is closely tied to quality and customer satisfaction (Evans &
Lindsay, 1999). The CR holds both economic and non-economic benefits for an organization (Mandina
& Karisambudzi, 2016). According to Ruchi (2014), effective CR begins with knowledge. Most
companies have a customer acquisition strategy, but only a few have a customer retention strategy
(Drege, 1991). Consequently, organizations are continuously looking to build and maintain customer
retention systems. As a result many commercial organizations seek strategies to retain customers and
recover lost customers. Surujlal and Dhurup (2012) suggested that only meaningful strategies place
highest priorities on building long term relationships with existing customers. Some customer retention
strategies that benefits organizations includes, targeting customer for retention, bonding, internal
marketing, promise fulfillment, service recovery and building trust, however for the purpose of this study
the authors focused on service recovery and promise fulfillment (Jobber, 2010; Mandina &
Karisambudzi, 2016).

Customer retention strategies if well executed results in successful retention of customers as customers
who want efficient programs and fulfilled promises (Mandina & Karisambudzi, 2016). Customers have
more customized expectations and want to be reached as individuals (Raymond & Tanner, 1994). In
addition, an exorbitant search for new business is costly (Carter, 2010). The cost to cultivate new
customers is more than retaining existing customers (Cathcart, 1990). Customer retention is crucial
because some unhappy customers may never buy again from a firm they are not pleased with and may
speak about their displeasure to other individuals. Dissatisfied customers may express their displeasure
and without notice stop doing business with an organization, thereby keeping the organization unaware
of any problem in a while (Cathcart, 1990). Customer retention is a critical issue at auto dealerships
(Ishiguro & Amasaka, 2012). Current auto dealership retention strategies include;

e  Through service—great service experiences result in satisfied, loyal customers. In the past, dealers
overlooked the importance of service, which created an opportunity for competition when customers
went elsewhere for service after first visit resulting to lost opportunity. A single great experience which
dealers deliver to customers may lead to continuous traffic into the showroom and improved sales.

e  Complimentary maintenance plan—Auto dealerships offer complimentary maintenance plan to
help eliminate competition by securing customer service intentions before customers leave the
dealership. Auto sales managers may use complementary maintenance plans to reduce time and money
spent chasing lost opportunities.

1.12.2 Customer Attrition

Mandina and Karisambudzi (2016) suggested that customer attrition occurs when consumers leave a
particular business for competitors with similar products or services. Customer attrition relates to losing a
business to competitors which occurs when a dissatisfied customer withdraw from hiring or purchasing
services and products while finding substitutes to satisfy needs an organization failed to deliver (Ahmad
& Buttle, 2002). Customer attrition is a threat and retaining customers is an opportunity (Pei-Yu & Hitt,
2002; Reichheld & Earl Sasser, 1990). Attrition occurs as a result of a series of events including stages of
customer management cycle including before acquisition. Customer attrition is caused by a variety of
factors which include things we cannot control (Stone & Liyanearachchi, 2007). Significant increases in

attrition rates, or migration to inactive status can cause significant changes to revenues and profits if not
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addressed quickly (Hansotia, 2002). If a given brand loses high value customers at a rate higher than 10
per cent, new customer acquisition will not keep up with high value customer attrition, leading to a
gradual erosion of overall customer base profitability (Banasiewicz, 2004). Very few companies have
focused efforts directly on stemming attrition rates (Hansotia, 2002). Customer attrition has severe
effects on profitability because organizations incur heavy costs in acquiring new customers while
existing customers generates profits than new ones (Karam, 2009).

1.12.3 Price Strategy

Product pricing is an important strategic decision and firms must evaluate prices they charge for their
products against a price which market will accept as an appropriate value of their products. An
important consideration in pricing is the quality of product relative to competing products (Jackson &
Narasimhan, 2010). Factors that come into play to determine price specifically includes customers, costs
and competition (Stefko, Gburova, & Jurkova, 2011). When a product or service is higher in quality
than competition offers, a firm may decide to charge a higher price than its competitor,s price,
reflecting premium price for the higher quality. The high-quality, high-price strategy is one way of
leveraging high product quality to realize superior profits (Jackson & Narasimhan, 2010). A reason for
adopting a quality-based pricing strategy is that higher quality products provide consumers with more
value when compared with lower quality products.

Additional reason is that consumers may associate higher quality with higher price. Consumers equate
higher price products with higher quality products for non-durable goods (Jackson & Narasimhan,
2010). Some of the most used price strategies are main competition pricing strategy, promotional
pricing strategy and discount pricing strategy (Stefko, Gburova, & Jurkova, 2011). The optimal pricing
strategy for durable goods, where consumers may collect quality information about the product as units
diffuse into the market, should be a high quality-high price strategy or a high quality-low price strategy
(Jackson & Narasimhan, 2010). However, as products become more substitutable, the gap between
optimal retail prices becomes smaller under a variable pricing strategy (Tang & Yin, 2007).

1.12.4 Purchase Intention

Purchase intention is an individual’s deliberate effort towards purchasing a brand (Gupta, Kishore, &
Verma, 2015). In simple term, purchase intention is the prospect of a consumer purchasing a product or
services (Schiffman & Kanuk, 2004). In the current global economy competition is intense and cost of
gaining new customers is significantly higher over a period (Kuo, Hu, & Yang, 2013). Therefore, some
product and service providers are concerned about finding useful means to retain their customers.
Purchase intention is a key indicator for predicting consumption behavior (Keller, 2001). Purchase
intention is a component of consumer behavior relative to how an individual intends to buy a specific
brand (Kwek, Tan, & Lau, 2010). Some customers make purchases because of constraints instead of
real preference and customer intention could provide better measurement of such customer,s mind than
behavior (Day, 1969). According to Wu, Lee and Tsai (2014), consumer purchase intention is subject
to perceived quality, value, objective price and commodity attribute. When perceived value is higher,
the purchase intention is equally higher.

In general, perceived value has a positive impact on purchase intention while purchase intention is
generated on the basis of consumer’s perceived value of price promotion or overall service (Monroe,
1990; Zeithaml, 1988).

Repeat purchase intention occurs when consumers initiate effort to purchase same brand, product or
services again (Goh, Jiang, Abdul, Hak, & Tee, 2016). The possibility that a consumer will repeat

purchases is dependent on the interaction between consumers need, judgment and opinions of, brand,
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product or service providers. In fact, loyalty and repeat purchase intentions are similar with repeat
purchasing as an outcome of action loyalty (Zboja & Voorhees, 2006). Reichheld and Sasser (1990)
suggested that repeat purchases are significant for diving profitability of a firm. Consumers are simply
willing to repurchase same brand, product, or service if they had a good experience the first time or
their expectations level were met. Repeat purchase intention serves as antecedents or predictor for
actual purchase behavior (Fisk, Patricio, Lin, & Liang, 2011; Kuo et al., 2013). Repeat purchasers are
profitable to organizations because they are loyal, willing to pay premium prices, are able to
comprehend information easily and could act as agent to promote brand, product or services. Loyal
customers are vital to build a sustainable brand (Goh et al., 2016).

1.12.5 Brand Loyalty

Loyalty is the disposition of consumers to shop repeatedly in a given store (Sirgy & Samli, 1985).
Firms can make higher profit from loyal customers who are usually less price sensitive. The most
significant feature of a strong brand is a loyal mass of consumers (Krom, 2015). Brand loyalty is a
deeply held commitment to re-buy or re-patronize a preferred product or service consistently in the
future, causing repetitive same brand or same brand-set purchasing, despite situational influences or
marketing efforts (Oliver, 1999; Taghi & Bakhsh, 2015). Brand loyalty involves the inclination of some
consumers to continue purchasing or patronage of same brand rather than competing brands. It is a
fundamental concept that managers consider as an asset to their firm for increasing pricing flexibility
(Wernerfelt, 1991).

According to Sirgy and Samli (1985), store loyalty is probably the foremost concept for a retailer. High
brand loyalty means a high market share and consistent revenue obtainable through repetitive
purchases. A brand with high brand loyalty can constitute an obstacle for new products in the market
and may hinder increased competition. Brand loyalty is explained as a consumer response over time to
favor one particular brand over other alternatives (Sirgy & Samli, 1985). Brand loyalty has a direct link
with purchase intention (Macintosh & Lockshin, 1997). Krom (2015) suggested that customers with
brand loyalty are those consumers who are loyal to the brand, think that rival products or services do
not provide them same satisfactions as chosen brand and therefore constantly purchase the brand. Such
consumers bring the highest income to a firm and managers should preserve and widen this set (Krom,
2015).

If some consumers are not pleased with product or offers, then their brand loyalty will not develop and
may switch loyalty to new alternatives. Some important strategic benefits of brand loyalty to firms
includes, gaining high market share and new customers, supporting brand extensions, reducing
marketing costs, and strengthening brand against competitive threats (Alhaddad, 2015). Other strategic
benefits are value, bring in new potential faithful consumers, and benefit in global marketplace (Mao,
2010). Literature review reveals brand loyalty as behavioral loyalty and attitudinal loyalty (Dick & Basu,
1994). The behavioral loyalty approach puts significant emphasis on results than on motivations for
brand patronages or purchases (Jacoby & Kyner, 1973). In contrast, attitudinal loyalty emphasizes
psychological interpretation of the reasons for brand loyalty (Aaker, 1996).

The presence of behavioral loyalty, in the absence of attitudinal loyalty is termed as spurious loyalty
(Maity & Gupta, 2016). Spurious loyalty may result from factors such as convenience or non-availability
of alternatives (Hawkins & Vel, 2013). Subsequently, customers may switch to alternatives depending
on availability. Also, latent loyalty is the presence of attitudinal loyalty, in the absence of behavioral
loyalty. Under latent loyalty, the consumers may significantly value a brand, but does not purchase the

brand. Behavioral loyalty and attitudinal loyalty are required for true loyalty to exist (Dick & Basu, 1994).
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The focus by business managers on one and not on the other type of loyalty may result in short-term
success for a brand, or may result in loss of growth opportunities (Maity & Gupta, 2016). Therefore,

business managers must focus on both types of loyalties (Maity & Gupta, 2016).

2. Method

2.1 Research Method

Qualitative research is concerned with understanding human behavior from the actor’s own frame of
reference (Alami, 2015). We selected qualitative method because qualitative research gives us a
philosophical base, a rationale, and a set of techniques for examining the known phenomenon of study.
Qualitative studies are valuable for understanding social dynamics and businesses with focus on their
traditions, principles, ethics, values, and philosophies, as well as behavioral patterns (Bloor, Sampson,
Baker, & Dahlgren, 2013). Furthermore, the study sample is relatively small and not a random selection
which align with case studies. Researchers may use case designs thorough to investigate dynamic,
experiential, complex processes and subjects (Vissak, 2010). Researchers may generalize in single-case
and multiple-case studies that apply to fundamental principles rather than to populations (Akaeze &
Akaeze, 2016; Halaweh, 2012). Qualitative case study approach enabled us to describe how participants
understood the issue of attrition and customer loyalty. Therefore, in this study to ensure an in-depth
analysis, we used the qualitative case-study method. The central research question is a “What” question
which is a rationale for exploratory studies (Yin, 2009). We chose multiple-case-study design to facilitate
an understanding of real-life contemporary phenomenon in context (Ritvala & Salmi, 2011).

2.2 Data Collection

Copland, Garton and Richards (2010) suggested that questionnaire is an instrument designed to collect
data by means of analyzing responses to a number of questions. Questionnaires are most convenient and
inexpensive means to collect responses from participants over a large geographical area (Hunter, 2012).
Advantages of qualitative questionnaires include flexibility and possibility of wording in diverse ways.
This study questionnaire was designed in a way that participants had freedom to respond without any
influence or clues from the interviewer. Questions were open and closed ended to allow participants give
either positive or negative feedback. Data collection in the form of open and closed ended is valuable
when researchers seek the understanding of participant’s perspective about any subject. The
questionnaire sought quantitative information through closed-format questions amendable to statistical
analysis, and qualitative information in form of open format questions to explore areas of uncertainty
(Haywood, Garratt, Carrivick, Mangnall, & Skevington, 2009).

2.3 Data Collection Technique

The closed questionnaire was designed to answer central research questions relating to seven major
factors that influence consumer loyalty towards products and services. Closed questions require that
participants provide a very specific response to a given question (Alami, 2015). Factors which
influence customer loyalty towards a dealership includes Convenience, Product quality, Service quality,
Personal Relationships/Customer Intention to Switch Brands, Price/Reward strategy, Customer
Satisfaction, and Reputation (Khuong & Dai, 2016; Rahman & Abdul, 2014; Xu, Blankson, &
Prybutok, 2017). Harris and Brown (2010) suggested the use of questionnaires by researchers to saves
some time. Closed ended questions for this questionnaire were constructed for answers which fit into
predetermined groupings that were decided in advance study. Standardized questionnaire facilitates
study replication by researchers for establishing consistency and to check for reliability without

difficulty. All participants were asked the same questions in the same order. Standardized closed
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questions aided ordinal data that we grouped with a rating scale to determine the magnitude of
participant’s loyalty.

2.4 Data Analysis Technique

Thematic and content analysis are suitable for researchers who need relatively low level of
interpretation (Griffiths, 2016). Researchers are able to analyze data qualitatively and quantitatively
using content analysis. Thematic analysis is a qualitative analytic method for identifying, analyzing and
reporting patterns (themes) within data (Braun & Clarke, 2006). Thematic analysis of data can enabled
themes, to emerge from the data (Griffiths, 2016). Verbatim quotes can illustrate respondents’ answers
to any closed questions in a questionnaire (Griffiths, 2016). Nvivo trademarks software, a qualitative
program for data analysis, expedites thematic coding and categorization of the data collection during
the analysis stage (Bergin, 2011). Nvivo trademarks software program facilitated the search and
identification for themes within data collection. Descriptive statistics were computed for closed-format
questions. Exploratory content analysis guided the extraction of qualitative themes for the open-ended
questions (Haywood et al., 2009).

2.5 Reliability and Validity

The standards of qualitative research should be trustworthiness, instead of internal and external
reliability and validity (Gheondea-Eladi, 2014). Trustworthiness is measured as credibility,
transferability, dependability and confirmability (Guba & Lincoln, 1994). Proving reliability and
establishing trust in researcher’s judgment in interpretations of phenomenon under study is significantly
challenging in qualitative research (Whiting & Sines, 2012). Houghton, Casey, Shaw and Murphy (2013)
suggested credibility, dependability, confirmability and transferability as standards for establishing
rigors of research in a qualitative study. To enhance credibility of the study, we triangulated through the
use of multiple analysts. We also maintained an audit trail to enhance credibility of the study. To
enhance dependability and transferability, we detailed original situation and methods of this research
through thick description to allow other researchers reach informed decisions (Houghton et al., 2013). To
enhance confirmability of this study, we used audit trail to demonstrate how decisions were made to
reach conclusions throughout the study. We addressed all study problems through our choice of research
method, design and interpreting data to eliminate the risks. Research questionnaire was validated using
two methods interviewing the interviewer method and expert validation. Interviewing the interview
involved us going through the questionnaire while interchanging roles as participants and inquirer
(Akaeze & Akaeze, 2016). Expert validation involved using the views of experienced auto dealership
business professionals who understand the topic after reading through the questionnaire for updates.

2.6 Instrument

Participants were asked to rate distinct elements of customer loyalty such as service quality, product
quality, price strategy and satisfactions relative to the customers’ perceptions based on 5-point scales
ranging from 1 strongly disagree, 2 disagree, 3 slightly agree, 4 agree and 5 strongly agree.

2.7 Pre-Test Study

We used a pre-test study with five respondents from two different auto dealership service departments
who met our selection criteria. In conducting the pre-test study, we found some mistakes and disarrays
which were revised. After revision we distributed a total of 200 questionnaires for walk-in consumers
and online to NYC automobile consumers using convenience sampling method. Dennis (2003)
suggested an average response rate of up to 30%. For this study we used expected response rate of
approximately 25% (Townsend, 2010).

For the number of individuals to distribute questionnaire based on expected response rate, we used:
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Number of respondents needed x 100 Expected % response rate.

2.8 Sample Size

A total number of 50 sample size, of which 46 questionnaires were received. We found two errors and
incomplete answered questionnaire by respondents. Upon completion of in depth examination of the
questionnaires, 42 questionnaires were valid for data analysis, representing a success rate of 91%
(Table 1) which we considered skillfully in view of time, certainty, cost and geographical constraints.
Nevertheless, to complete the number of responses, we self-administered same questionnaire to
customers at a NYC local dealership and obtained six additional responses to complete 50 required for

analysis.

Table 1. Respondents’ Response rate

Description Number of respondents

Sample size 50

Return questionnaires 46

Total useable questionnaires 42
Incomplete or unusable questionnaires 4

success rate 91

3. Result

3.1 Findings and Discussion of Study

We identified three major factors which influence consumer’s loyalty towards auto dealership firms in
NYC. The three critical factors which participants in NYC identified as responsible for customer
loyalty towards auto dealership business included (a) Customer Satisfaction (CS), (b) Product Quality
(PQ), and (c) Service Quality (SQ). Data analysis aligned with TRA which was the conceptual
framework for this study. Data analysis involved identifying and evaluating themes related to Customer
loyalty such as Trustworthiness, Satisfaction, Price, Rewards, Reputation, Product and personal
relationship

3.2 Presentation of Findings

The TRA is applicable to conceptualize brand loyalty. In line with TRA, preceding purchasing of any
brand are attitudes towards the purchase and subjective norm. The prediction and measurement of
brand loyalty will be more stable over time and accurate when antecedents of purchase behavior are
integrated to predict and measure brand loyalty (Lyong, 1998). The research question was further
broken into 14 open and closed ended interview questions about customer loyalty towards automobile
dealership businesses. Concept of TRA advances the explanation on factors of human behaviors which
influence consumption of products or services. Analysis of data from questionnaire responses indicated
14 themes, classed within seven categories. The seven major themes morphed into three factors with
significant influences on consumer loyalty behavior to auto dealerships including Customer
Satisfaction, Product Quality and Service Quality.

3.3 Summary of Themes

This result supports Sreenivasulu and Rajasekhar (2014) who posited that customer satisfaction is a
strong predictor of customer retention, customer loyalty and product repurchase critical to any product
or service company. Customer Satisfaction could positively influence customer loyalty (Calvo-Porral &
Lévy-Mangin, 2015). Higher Customer Satisfaction could establish higher switching barriers (e.g.,

organizational credibility and relational values) and later, enhance customer loyalty (Rani & Kannan,
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2015). Customer satisfaction secures future revenues, reduces future transactions costs, decreases price
elasticity, and minimizes the likelihood of customers defecting if quality falters (Rahim, Uche, &
Adeoti, 2012). Customer Satisfaction is important for a firm because it could potentially enhance the
firm’s competitive advantages in terms of financial stability, customer retention, word of mouth, and
re-purchase intention (Hassan, Thurasamy, & Loi, 2017). A satisfied customer would tend to
recommend the firm to others and would not easily switch to other substitute firms.

Many studies have demonstrated that customer satisfaction is one of the most popular determinants of
customer loyalty (Flint, Blocker, & Boutin, 2011; Gillani & Awan, 2014; Hall, 2011; Mittal &
Kamakura, 2001; Mithas, Krishnan, & Fornell, 2005; Tsai, Tsai, & Chang, 2010; Vu & Huan, 2016).
According to Chandio, Qureshi and Ahmed (2015) perceived quality (service and products) has a
positive effect in loyalty of customers. According to Chandio, Qureshi and Ahmed (2015) perceived
quality has a positive effect in loyalty of customers. Quality wise perception created in minds that help
them in creating satisfaction level to increase which then lead the consumers to brand loyalty (Chandio,
Qureshi, & Ahmed, 2015). There is a major effect of service quality on the loyalty of customer (Bolton
& Drew, 1991). Product quality is a significant factor in building brand loyalty because consumers are
becoming sophisticated with higher level of awareness. Customer satisfaction is directly linked with
brand loyalty building process while product quality is a base for customer satisfaction (Ferencic &
Wolfling, 2015). In the long term, creating brand loyalty is not possible if the product quality does not

meet the required standard.

4. Discussion

4.1 Recommendations for Action

Findings from the study indicated that in the case of auto businesses customers who are satisfied with
the process, products and services are likely to become loyal to a dealership. It is important for auto
dealerships management to shift focus of their sales and marketing activities from attracting new
customers to keeping existing customers. Customer loyalty programs by dealerships management must
involve work to boost customer satisfaction through products and services offers that loyal customers
want (Okutomi & Amasaka, 2013). Products directed towards addressing auto consumers lifestyle,
economic situation, occupation, age, personality and self-concept may improve customer loyalty to an
automobile brand and dealerships. Auto dealership managers may also refine their customer loyalty
programs to include efficient service department with personalized quality after sales services.
Automobile manufacturers must understand that customer satisfaction with dealerships increases
customer loyalty toward a brand. To improve auto dealership competitive advantages, dealerships
management and manufacturers may increase collaboration on designs for better customer satisfaction.
Addressing customers’ special needs promotes product quality leading to greater satisfaction, which in
turn increases customers’ brand loyalty (Xu, Blankson, & Prybutok, 2017). The business goal of
automobile manufacturers and dealerships have same goal to improve customer satisfaction using the
service from dealerships and the product from manufacturers to increase customer loyalty toward the
brand. When auto dealerships, integrate closely with automobile manufacturer, it facilitates sales of
differentiated products which satisfy target customers and increases chances for future purchasing of
same brand (Xu, Blankson, & Prybutok, 2017).
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4.2 Recommendations for Further Study

Quantitative studies may expose a different perspective to the significance of factors which influence
consumer loyalty to automobile brands, products and dealerships. Further research may be carried out
using large study sample from locations outside NYC. A valuable recommendation for further study is
to explore how factors such as culture and religion influence consumer loyalty to automobile
dealership.

4.3 Study Conclusions

In the age of competition, it is incumbent on business managers to seek means to gain competitive
advantage required to stay in business and be profitable. A problem of automobile sales business sector
in U.S. includes customer attrition after the first purchase which results in loss of sale and revenue.
Customer satisfaction is no longer guarantee of business success (Kumar & Srivastava, 2013). Data
collection had seven emergent themes which morphed into four major categories (a) Customer
Satisfaction, (b) Product Quality, (c¢) Service Quality, and (d) Price and reward strategy. Responses
from participants indicated that Customer Satisfaction was key factor which influences customer
loyalty towards an automobile dealership after initial purchases.

Automobile products and services directed at satisfying consumer personal needs, lifestyles and
economy influences loyalty towards dealerships that could result into competitive advantages leading
to improved sales and revenue for sustenance. Participants suggested that customer satisfaction
significantly influences attrition, retention and loyalty to auto dealerships businesses in NYC. Quality
and reliability of auto products also significantly influences customer loyalty behaviors towards a brand
and the affiliate dealerships. Product and service differentiation strategies leads to the quality critical
for competitive pricing, and sustainable success. Participants provided insights into critical factors of
customer loyalty which auto dealership managers may address for competitive advantages and business
success. Study of customer loyalty is a significant for competitive edge within business environments
where companies encounter limitless challenges from their competitors. Findings could provide
automobile business managers with practical guide for strategies required to change process, improve
retention programs using quality products and services to promote sustenance.

4.4 Literature Gaps

Customer Loyalty is theoretically and empirically linked to business performance (Belas & Gabcova,
2016; Smith & Wright, 2004). Customer loyalty effects relation between product quality and financial
performance while serving as a measure of competitive performance which complements and confirms
financial measures (Smith & Wright, 2004). Dynamic nature of intense competition results in a need to
craft innovative mechanisms which enforce customer loyalty. Such mechanism includes customer
loyalty program involving well-coordinated and membership based marketing strategy, designed to
provide incentives to customers to encourage continued relationship and secured loyalty (Sandada &
Matibiri, 2015). Few studies exist on factors of customer loyalty relative to automobile dealerships.
Furthermore, of the existing studies there are more quantitative than qualitative research on factors of
customer loyalty to automobile dealerships. Among existing qualitative studies none answers the
question on factors that influence customer loyalty to automobile dealerships after initial purchases in
NYC.

Acknowledgements

We would like to thank our children Christian, Solomon and Samuel for resourcefulness.

111
Published by SCHOLINK INC.



www.scholink.org/ojs/index.php/jbtp Journal of Business Theory and Practice Vol. 5, No. 2, 2017

References

Aaker, D. (1996). Measuring Brand Equity across Products and Markets. California Management
Review, 38(3), 102-120. https://doi.org/10.2307/41165845

Ahmad, & Buttle, F. (2002). Customer retention management: A reflection on theory and practice.
Marketing Intelligence and Planning, 20(3), 149-161.
https://doi.org/10.1108/02634500210428003

Ajzen, 1., & Fishbein, M. (1980). Understanding Attitudes and Predicting Social Behavior. Englewood
Cliffs, NJ, Prentice-Hall Inc.

Akaeze, C. (2016). Small Business Sustainability Strategies in Competitive Environments: Small
Business and Competition. Saarbrucken, Germany: Lambert Academic Publishing.

Akaeze, C., & Shaibu, A. (2016). PURCHASING INFLUENCE FOR UNAUTHORIZED
ENTERTAINMENT PRODUCT CONSUMERS IN NEW YORK. Australian Journal of Business
and Management Research, 5(6), 35-47. Retrieved from http://www.ajbmr.com

Alami, S. A. (2015). Research within the field of applied linguistics: Points to consider. Theory and
Practice in Language Studies, 5(7), 1330-1337. https://doi.org/10.17507/tpls.0507.03

Alhaddad, A. (2015). A Structural Model of the Relationship between Brand Image, Brand Trust and
Brand Loyalty. International Journal of Management Research and Reviews, 5(3), 137-144.

Ashamalla, M., Camp, R., & Abel, 1. (2011). Competitiveness of the US automotive industry-past,
present, and future. Competition Forum, 9(1), 158-170.

Banasiewicz, A. (2004). Acquiring high value, retainable customers. Journal of Database Marketing &
Customer Strategy Management, 12(1), 21-31. https://doi.org/10.1057/palgrave.dbm.3240240
Belas, J., & Gabcova, L. (2016). The Relationship Among Customer Satisfaciton, Loyalty and
Financial Performance of Commercial Banks. E+M Ekonomie a Management, 1, 132-147.

https://doi.org/10.15240/tul/001/2016-1-010

Bloomberg, L. D., & Volpe, M. (2012). Completing your qualitative dissertation: A road map from
beginning to end (2nd ed.). Los Angeles, CA: Sage.

Bloor, M., Sampson, H., Baker, S., & Dahlgren, K. (2013). Useful but no oracle: Reflections on the use
of a Delphi group in a multi-methods policy research study. Qualitative Research, 15, 57-70.
https://doi.org/10.1177/1468794113504103

Bolton, R. N., & Drew, J. H. (1991). A Multistage Model of Customers’ Assessments of Service Quality
and Value. Journal of Consumer Research, 17(4), 375-384. https://doi.org/10.1086/208564

Boyd, D. P. (2011). Lessons from turnaround leaders. Strategy & Leadership, 39(3), 36-43.
https://doi.org/10.1108/10878571111128801

Braun, V., & Clarke, V. (2006). Using thematic analysis in psychology. Qualitative Research in
Psychology, 3(2), 77-101. https://doi.org/10.1191/1478088706qp0630a

Buttle, F. (2008). Customer Relationship Management Concepts and Technologies (2nd ed.).
Butterworth-Heinemenann.

Calandro, J. (2011). Strategic M & A: Insights from Buffet’s Mid America acquisition. Strategy &
Leadership, 39(4), 41-48. https://doi.org/10.1108/10878571111147404

Calvo-Porral, C., & Lévy-Mangin, J. P. (2015). Switching behavior and customer satisfaction in mobile
services: Analyzing virtual and traditional operators. Computers in Human Behavior, 49, 532-540.
https://doi.org/10.1016/j.chb.2015.03.057

Carter, B. R., & M. A. 1. (2015). An introduction to automobile dealerships. The Appraisal Journal,
83(3), 193-200.

112
Published by SCHOLINK INC.



www.scholink.org/ojs/index.php/jbtp Journal of Business Theory and Practice Vol. 5, No. 2, 2017

Carter, T. (2010). The challenge of managers keeping customers. International Management Review,
6(2), 20-27, 106.

Cathcart, J. (1990). Relationship selling. New York: Perigee Books.

Chandio, Z. U., Qureshi, M. A., & Ahmed, S. (2015). Brand trust, customer satisfaction and brand
loyalty-A cross examination. Journal of Business Strategies, 9(1), 62-81.

Chattopadhyay, U. (2013). Demystifying the growth story of Indian passenger car industry.
International ~ Journal of  Trade, Economics and  Finance, 4(3), 111.
https://doi.org/10.7763/1JTEF.2013.V4.269

Chien, S., & Tsai, C. (2012). Dynamic capability, knowledge, learning, and firm performance. Journal
of Organizational Change Management, 25(3), 434-444. http://dx.doi.org/10.1108/095348
11211228148

Chokera, F., & Dube, R. (2011). Relationship Marketing Strategy (1st ed.). Booklove Publishers,
Zimbabwe.

Copland, F., Garton, S., & Richards, K. (2010). Research Methods: Questionnaires. Aston University’s
Blackboard. UK: Birmingham.

Cunningham, C., 1l-Yeol, S., & Chen, P. P. (2006). Data warchouse design to support customer
relationship management analyses. Journal of Database Management, 17(2), 62-84.
https://doi.org/10.4018/jdm.2006040104

Day, G. (1969). A two dimensional concept of brand loyalty. Journal of Advertising Research, 9(3),
29-35.

Dennis, W. J. (2003). Raising response rates in mail survey of small business owners: Results of an
experiment. Journal of  Small Business Management, 41(3), 278-295.
https://doi.org/10.1111/1540-627X.00082

Dick, A. S., & Kunal, B. (1994). Customer Loyal: Toward an Integrated Conceptual Framework.
Journal of the Academy of Marketing Science, 22(2), 99-113.
https://doi.org/10.1177/0092070394222001

Drege, S. (1991). Customer retention strategies. Business Mexico, 1(10), 52.

Evans, J. R., & Lindsay, W. M. (1999). The Management and Control of Quality. South-Western
College Publishing. Cincinnati, OH.

Ferencic, M., & Wolfling, A. (2015). Impact of Negative Quality Inconsistency on Brand Loyalty
—Case of Croatian Food Market. Economic and Business Review for Central and South-Eastern
Europe, 17(1), 5-23, 147.

Fishbein, M., & Ajzen, 1. (1975). Beliefs, attitude, intention, and behavior: An introduction to theory
and research. Reading, MA: Addison-Wesley.

Fisk, R. P., Patricio, L., Lin, J. S. C., & Liang, H. Y. (2011). The influence of service environments on
customer emotion and service outcomes. Managing Service Quality: An International Journal,
21(4), 350-372. https://doi.org/10.1108/09604521111146243

Flint, D. J., Blocker, C. P., & Boutin, P. J. (2011). Customer value anticipation, customer satisfaction
and loyalty: An empirical examination. Industrial Marketing Management, 40(2), 219-230.
https://doi.org/10.1016/j.indmarman.2010.06.034

Garcia-Castro, R., & Arifio, M. (2011). The multidimensional nature of sustained competitive advantage:
Test at a United States airline. International Journal of Management, 28(230-248), 394. Retrieved

from http://www.theijm.com

113
Published by SCHOLINK INC.



www.scholink.org/ojs/index.php/jbtp Journal of Business Theory and Practice Vol. 5, No. 2, 2017

Gheondea-Eladi, A. (2014). Is Qualitative Research Generalizable? Journal of Community Positive
Practices, 14(3), 114-124.

Ghosh, B., Kumuthadevi, K., & Jublee, D. (2016). Linkage Among Competiveness, Competitive
advantage and Competitive Priority of Apparel Export Firms at Tripura. International Journal of
Management Research and Reviews, 6(8), 1012-1029.

Gillani, S. U. A., & Awan, A. G. (2014). Customer loyalty in financial sector: A case study of
commercial banks in southern Punjab. International Journal of Accounting and Financial
Reporting, 4(2), 587-606. https://doi.org/10.5296/ijafr.v4i2.6870

Gil-saura, I., Ruiz-molina, M., & Calderén-garcia, H. (2010). Retail IT and customer loyalty: The
moderating role of customer age. Journal of Retail & Leisure Property, 9(4), 357-371.
https://doi.org/10.1057/rlp.2010.13

Goh, S. K., Jiang, N., Abdul, H. M. F., & Tee, P. L. (2016). Determinants of smart phone repeat
purchase intention among Malaysians: A moderation role of social influence and a mediating
effect of consumer satisfaction. International Review of Management and Marketing, 6(4).

Gordin, G. (1994). Theories of reasoned actions and planned behaviors: Usefulness for exercise
promotion. Medicine and science in sports and exercise, 26(11), 1391-1394. Retrieved from
https://www.ncbi.nlm.nih.gov/pubmed/7837960

Grant, G., & Royle, M. (2011). Information technology and its role in creating sustainable competitive
advantage. Journal of International Management Studies, 6(1), 1-7. Retrieved from
http://www.jimsjournal.org

Griffiths, T. H. (2016). Application of summative content analysis to a postal questionnaire. Nurse
Researcher, 23(3), 30. https://doi.org/10.7748/nr.23.3.30.s7

Guba, E., & Lincoln, Y. (1994). Competing Paradigms in Qualitative Research. In N. Denzin, & Y.
Lincoln (Eds.), Handbook of Qualitative Research. Thousand Oaks (Calif), Sage.

Gupta, R., Kishore, N., & Verma, D. (2015). Impact of Celebrity Endorsements on Consumers’
Purchase Intention: A Study of Indian Consumers. Journal of Applied Business Research, 5(3),
1-15.

Halaweh, M. (2012). Integration of grounded theory and case study: An exemplary application from
e-commerce security perception research. Journal of Information Technology Theory and
Application, 13, 31-50. Retrieved from http://aisel.aisnet.org

Hall, A. (2011). Antecedents and outcomes of customer loyalty in the financial services industry
(Ph.D.). Available on ProQuest Central.

Hansotia, B. (2002). Gearing up for CRM: Antecedents to successful implementation. Journal of
Database Marketing, 10(2), 121-132. https://doi.org/10.1057/palgrave.jdm.3240103

Harris, L. R., & Brown, G. T. L. (2010). Mixing interview and questionnaire methods: Practical
problems in aligning data. Practical Assessment, Research & Evaluation, 15(1). Retrieved from
http://www.pareonline.net

Hassan, S. H., Thurasamy, T. R., & Loi, W. Y. (2017). E-lifestyle, customer satisfaction and loyalty
among mobile subscribers in Thailand. International Review of Management and Marketing, 7(1).

Hawkins, K., & Vel, P. (2013). Attitudinal Loyalty, Behavioural Loyalty and Social Media: An
Introspection. Marketing Review, 13(2), 125-141.
https://doi.org/10.1362/146934713X13699019904605

114
Published by SCHOLINK INC.



www.scholink.org/ojs/index.php/jbtp Journal of Business Theory and Practice Vol. 5, No. 2, 2017

Haywood, K. L., Garratt, A. M., Carrivick, S., Mangnall, J., & Skevington, S. M. (2009). Continence
specialists use of quality of life information in routine practice: A national survey of practitioners.
Quality of Life Research, 18(4), 423-33. https://doi.org/10.1007/s11136-009-9459-1

Hemphill, T. A., & Perry, M. J. (2012). A U.S. manufacturing strategy for the 21st century: What
policies yield national sector competitiveness? Business Economics, 47, 126-147.
https://doi.org/10.1057/be.2012.4

Hunt, L. (2014). In defense of qualitative research. Journal of Dental Hygiene (Online), 88(2), 64-65.
Retrieved from http://jdh.adha.org

Hunter, L. (2012). Challenging the reported disadvantages of e-questionnaires and addressing
methodological issues of online data collection. Nurse Researcher, 20(1), 11-20.
https://doi.org/10.7748/mr2012.09.20.1.11.¢9303

Ishiguro, H., & Amasaka, K. (2012). Establishment of A strategic total direct mail model to bring
customers into auto dealerships. Journal of Business & Economics Research (Online), 10(8),
493-n/a. https://doi.org/10.19030/jber.v10i8.7177

Jackson, E. C., & Narasimhan, R. (2010). A dynamic pricing game investigating the interaction of price
and quality on sales response. Journal of Business & Economics Research, 8(9), 37-52.
https://doi.org/10.19030/jber.v8i9.757

Jacoby, J., & Kyner, D. B. (1973). Brand Loyalty vs. Repeat Purchasing Behavior. Journal of
Marketing Research, 1, 1-9. https://doi.org/10.2307/3149402

Jobber, D. (2010). In Principles and Practices of marketing (6th ed.). Maidenhend Berkshire
McGraw-Hill.

Kahreh, M. S., & Kahreh, Z. S. (2012). An empirical analysis to design enhanced customer lifetime
value based on customer loyalty: Evidences from Iranian banking sector. [ranian Journal of
Management Studies, 5(2), 145-167A.

Karam, K. A., da Silva, J. F., Schmidt, F. H., Teixeira, J. M., & Carneiro, M. (2009). Customer
Defection. Insights from a Major Brazilian Newspaper Publisher.

Keller, K. L. (2001). Building customer based brand equity. Marketing Management, 10(2), 14-19.

Khan, B., & Rizwan, M. (2014). Factors Contributing to Customer Loyalty in Commercial Banking.
International ~ Journal of Accounting and  Financial Reporting, 4(2), 413-436.
https://doi.org/10.5296/ijafr.v4i2.6537

Khuong, M. N., & Dai, N. Q. (2016). The factors affecting customer satisfaction and customer
loyalty—A study of local taxi companies in ho chi minh city, vietnam. International Journal of
Innovation, Management and Technology, 7(5), 228-233.
doi:http://dx.doi.org/10.18178/ijimt.2016.7.5.678

Kloviene, L., & Gimzauskiene, E. (2014). Development of Accounting System According to an
Information Technology. Review of Economic Studies and Research Virgil Madgearu, 7(2),
59-74.

Kolb, S. M. (2012). Grounded theory and the constant comparative method: Valid research strategies for
educators. Journal of Emerging Trends in Educational Research and Policy Studies, 3, 83-86.
Retrieved from http://www.jeteraps.scholarlinkresearch.org

Krom, I. (2015). Global online entreprencurship and the impact of innovation on brands. Emerging
Markets Journal, 5(2), 90-101. https://doi.org/10.5195/EMAJ.2015.90

115
Published by SCHOLINK INC.



www.scholink.org/ojs/index.php/jbtp Journal of Business Theory and Practice Vol. 5, No. 2, 2017

Kumar, R. K., & Srivastava, M. (2013). The antecedents of customer loyalty: An empirical
investigation in  life  insurance context. Journal of  Competitiveness,  5(2).
https://doi.org/10.7441/j0c.2013.02.10

Kuo, Y. F.,, Hu, T. L., & Yang, S. C. (2013). Effects of inertia and satisfaction in female online
shoppers on repeat-purchase intention: The moderating roles of word-of-mouth and alternative
attraction. Managing Service Quality: An  International Journal, 23(3), 168-187.
https://doi.org/10.1108/09604521311312219

Kwek, C. L., Tan, H. P., & Lau, T. (2010). Investigating the shopping orientations on online purchase
intention in the e-commerce environment: A malaysian study. Journal of Internet Banking and
Commerce, 15(2), 1-22.

Lewis, M. (2004). The Influence of Loyalty Programs and Short-Term Promotions on Customer
Retention. Journal of Marketing Research, 41(3), 281-292.
https://doi.org/10.1509/jmkr.41.3.281.35986

Lyong, H. C. (1998). The theory of reasoned action applied to brand loyalty. Journal of Product &
Brand Management, 7(1), 51-61. https://doi.org/10.1108/10610429810209737

Macintosh, G., & Lockshin, L. S. (1997). Retail Relationships and Store Loyalty: A Multi-Level
Perspective.  International — Journal of Research in  Marketing, 14, 487-497.
https://doi.org/10.1016/S0167-8116(97)00030-X

Maity, M., & Gupta, S. (2016). Mediating Effect of Loyalty Program Membership on the Relationship
between Advertising Effectiveness and Brand Loyalty. Journal of Marketing Theory and Practice,
24(4), 462-481. https://doi.org/10.1080/10696679.2016.1205450

Mandina, S. P., & Karisambudzi, J. (2016). Customer retention strategies: A panacea to reducing
attrition in the Zimbabwean airline industry. Journal of Marketing Development and
Competitiveness, 10(2), 91-110.

Mao, J. (2010). Customer brand loyalty. International journal of business and management, 5(7),
213-217. https://doi.org/10.5539/ijbm.v5n7p213

Mavengere, N. B. (2013). Role of information systems for strategic agility in supply chain setting:
Telecommunication industry study. Electronic Journal of Information Systems Evaluation, 16(4),
327-340.

Meutia, & Ismail, T. (2015). The Influence of Competitive Pressure on Innovative Creativity. Academy
of Strategic Management Journal, 14(2), 117-127.

Mistarihi, A., Al Refai, M., Al Qaid, B., & Qeed, M. (2012). Competency requirements for managing
public private partnerships (PPPS): The case of infrastructure projects in Jordan. International
Journal of Business and Management, 7(12), 60-73. https://doi.org/10.5539/ijbm.v7n12p60

Mithas, S., Krishnan, M., & Fornell, C. (2005). Why do customer relationship management
applications affect customer satisfaction? Journal of Marketing, 69(4), 201-2009.
http://dx.doi.org/10.1509/ jmkg.2005.69.4.201

Mittal, V., & Kamakura, W. A. (2001). Satisfaction, repurchase intent, and repurchase behavior:
Investigating the moderating effect of customer characteristics. Journal of Marketing Research,
38(1), 131-142. https://doi.org/10.1509/jmkr.38.1.131.18832

Mohamed, A. (2016). The relationship between revenue management and profitability—A proposed
model. Journal of Business Studies Quarterly, 7(4), 44-63.

Mohd, M. S. S., & Yusr, M. M. (2016). Exploring the antecedents of customer loyalty in the malaysian

retail sector. International Review of Management and Marketing, 6(3).

116
Published by SCHOLINK INC.



www.scholink.org/ojs/index.php/jbtp Journal of Business Theory and Practice Vol. 5, No. 2, 2017

Monroe, K. B. (1990). Priceing: Marking Profitable Decisions (2nd ed.). New York, McGran-Hill.

Okutomi, H., & Amasaka, K. (2013). Researching customer satisfaction and loyalty to boost marketing
effectiveness: A look at japan’s auto dealerships. International Journal of Management &
Information Systems (Online), 17(4), 193. https://doi.org/10.19030/ijmis.v17i4.8093

Oliver, R. (2010). Satisfaction A Behavioral Perspective on the Consumer. Armonk: M.E. Sharpe.

Oliver, R. L. (1999). Whence Customer Loyalty? Journal of Marketing, 63(Special Issue), 33-44.

Otieno, O., Liyala, S., Odongo, B., & Abeka, S. (2016). Theory of Reasoned Action as an Underpinning
to Technological Innovation Adoption Studies. World Journal of Computer Application and
Technology, 4, 1-7. https://doi.org/10.2307/1252099

Pei-Yu, C., & Hitt, L. M. (2002). Measuring switching costs and the determinants of customers
retention in internet-enabled businesses: A study of the online brokerage industry. Information
Systems Research, 13(3), 255-274. https://doi.org/10.1287/isre.13.3.255.78

Polit, D. F., & Beck, C. T. (2004). Nursing research: Principles and methods (7th ed.). Philadelphia,
PA: Lippincott, Williams, & Wilkins.

Rahim, A. G., Uche, 1. 1., & Adeoti, O. E. (2012). Is customer satisfaction an indicator of customer
loyalty? Australian Journal of Business and Management Research, 2(7), 14.

Rahman, M. K., & Abdul, J. M. (2014). Exploring Factors Influencing Customer Loyalty: An Empirical
Study on Malaysian Hypermarkets Perspective. British Journal of Applied Science & Technology,
4(12), 1772-1790. https://doi.org/10.9734/BJAST/2014/9001

Rani, S., & Kannan, S. (2015). Service Quality Dimensions and Customers’ Satisfactions in Mobile
Communications. Paper Presented at the 3rd Global Conference on Business and Social Sciences,
Malaysia

Raymond, M., & Tanner, J. (1994). Maintaining customer relationships in direct sales. Journal of
Personal Selling and Sales Management, 14(3), 67.

Reichheld, F. F., & Earl, S. W. (1990). Zero defections: Quality comes to services. Harvard Business
Review, 68(5), 105-111.

Ruchi. (2014). Customer Relationship Management: A Customer Retention Strategy. International
Journal of Management Research and Reviews, 4(5), 624-631.

Salegna, G. J., & Fazel, F. (2012). Loyalty Reward Programs for Different Service Classifications.
Journal of Marketing and Operations Management Research, 2(2), 79-91.

Sandada, M., & Matibiri, B. (2015). The Mediating Influence of Passenger Satisfaction on the
Relationship between Passenger Loyalty Programmes and Passenger Loyalty. Studia Universitatis
Babes-Bolyai, 60(3), 55-68.

Sandada, M., & Matibiri, B. (2016). An Investigation Into the Impact of Service Quality, Frequent Flier
Programs and Safety Perception on Satisfaction and Customer Loyalty in the Airline Industry in
Southern Africa. South East European Journal of Economics and Business (Online), 11(1), 41-53.
https://doi.org/10.1515/jeb-2016-0006

Saxena, K., Gupta, R., & Ruohonen, H. (2012). Strategies for software-based hybrid business models.
The Journal of Strategic Information Systems, 12, 443-455.
https://doi.org/10.1016/].jsis.2012.06.001

Sirgy, J., & Samli, C. (1985). A Path Analytic Model of Store Loyalty Involving Self-Concept, Store
Image, Geographic Loyalty, and Socioeconomic Status. Journal of the Academy of Marketing
Science, 265-291. https://doi.org/10.1007/BF02729950

117
Published by SCHOLINK INC.



www.scholink.org/ojs/index.php/jbtp Journal of Business Theory and Practice Vol. 5, No. 2, 2017

Smith, R. E., & Wright, W. F. (2004). Determinants of customer loyalty and financial performance.
Journal of Management Accounting Research, 16, 183-205.
https://doi.org/10.2308/jmar.2004.16.1.183

Southey, G. (2011). The Theories of Reasoned Action and Planned Behaviour Applied to Business
Decisions: A Selective Annotated Bibliography. Journal of New Business Ideas & Trends, 9,
43-50. Retrieved from http://www.jnbit.org/upload/JINBIT Southey 2011 1.pdf

Sreenivasulu, M., & Rajasekhar, M. (2014). Customer Satisfaction and Brand Loyalty towards
Corporate Retail Store-[A Case Study of Big Bazaar Retail Store in Banglore City]. IOSR Journal
of Economics and Finance, 16(4), 1-8.

Stan, V., Caemmerer, B., & Cattan-Jallet, R. (2013). Customer loyalty development: The role of
switching  costs.  Journal of  Applied  Business  Research, 29(5), 1541-n/a.
https://doi.org/10.19030/jabr.v29i5.8069

Stefko, R., Gburova, J., & Jurkova, J. (2011). Marketing Pricing Strategies Used by the Branches of
China Stores. Journal of Advanced Studies in Finance, 2(2), 21-22.

Stolze, E. D. (2015). A billion dollar franchise fee? tesla motors’ battle for direct sales: State dealer
franchise law and politics. Franchise Law Journal, 34(3), 293-309.

Stone, M., & Liyanearachchi, D. (2007). Managing retention—Who does it well? Journal of Database
Marketing & Customer Strategy Management, 14(2), 90-103.
https://doi.org/10.1057/palgrave.dbm.3250042

Surujlal, J., & Dhurup, M. (2012). Establishing and maintaining customer relationships in commercial
health and fitness centers in south Africa. International Journal of Trade, Economics and Finance,
3(1), 14. https://doi.org/10.7763/1JTEF.2012.V3.165

TaghiPourian, M., & Bakhsh, M. M. (2015). Loyalty: From Single-Stage Loyalty to Four-Stage
Loyalty. International Journal of New Technology and Research, 1(6), 48-51.

Tang, C. S., & Yin, R. (2007). Joint ordering and pricing strategies for managing substitutable products.
Production and Operations Management, 16(1), 138-153.
https://doi.org/10.1111/.1937-5956.2007.tb00171.x

Tarasova, T. F., Snitko, L. T., Matuzenko, E. V., Meshechkina, R. P., & Voishscheva, O. S. (2016).
Theoretical and methodological aspects of organization’s competitive strategy formation.
International Journal of Economics and Financial Issues, 6(5).

Tatikonda, L. U. (2013). The hidden costs of customer dissatisfaction. Management Accounting
Quarterly, 14(3), 34-43.

Thomas, S. (2013). Linking customer loyalty to customer satisfaction and store image: A structural
model for retail stores. Decision, 40(1), 15-25. https://doi.org/10.1007/s40622-013-0007-z

Townsend, N. (2010). Evaluation of the 2009 rehearsal and lessons learned for the 2011 census.
Population Trends, 140, 125-152. https://doi.org/10.1057/pt.2010.15

Trotter, R. T. (2012). Qualitative research sample design and sample size: Resolving and unresolved
issues and inferential imperatives. Preventive Medicine, 55, 398-400.
https://doi.org/10.1016/j.ypmed.2012.07.003

Tsai, M., Tsai, C., & Chang, H. (2010). The effect of customer value, customer satisfaction, and
switching costs on customer loyalty: An empirical study of hypermarkets in Taiwan. Social
Behavior and Personality, 38(6), 729-740. https://doi.org/10.2224/sbp.2010.38.6.729

118
Published by SCHOLINK INC.



www.scholink.org/ojs/index.php/jbtp Journal of Business Theory and Practice Vol. 5, No. 2, 2017

Viljoen, K., & Roberts-Lombard, M. (2016). Customer retention strategies for disintermediated travel
agents: How to stop customers from migrating to online booking channels. Journal of Applied
Business Research, 32(2), 541-n/a. https://doi.org/10.19030/jabr.v32i3.9669

Vissak, T. (2010). Recommendations for Using the Case Study Method in International Business
Research. The Qualitative Report, 15(2), 370-388. Retrieved from
http://nsuworks.nova.edu/tqr/vol15/iss2/8

Vu, M. V., & Huan, H. H. (2016). The relationship between service quality, customer satisfaction and
customer loyalty: An investigation in Vietnamese retail banking sector. Journal of
Competitiveness, 8(2). https://doi.org/10.7441/j0c.2016.02.08

Wernerfelt, B. (1991). Brand Loyalty and Market Equilibrium. Marketing Science (1986-1998), 10(3),
229. https://doi.org/10.1287/mksc.10.3.229

Wu, Y., Wu, C,, Lee, C., & Tsai, L. (2014). The Relationship between Package Redesing and Purchase
Intention. International Journal of Organizational Innovation (Online), 6(3), 50-62.

Xu, L., Blankson, C., & Prybutok, V. (2017). Relative contributions of product quality and service
quality in the automobile industry. The Quality Management Journal, 24(1), 21-36.

Yeng, L. C., & Mat, N. K. N. (2012). The customer loyalty in malaysian retailing: Using the
appropriate measurement scale. GSTF Business Review (GBR), 2(1), 59-64.

Yin, R. (2009). Case study research: Design and methods (4th ed.). Thousand Oaks, CA: Sage.

Yin, R. K. (2011). Qualitative research from start to finish. New York, NY: The Guilford press.

Zboja, J. J., & Voorhees, C. M. (2006). The impact of brand trust and satisfaction on retailer repurchase
intentions. Journal of Services Marketing, 20(0), 381-390.
https://doi.org/10.1108/08876040610691275

Zeithaml, V. A. (1988). Consumer Perceptions of Price, Quality, and Value: A Means-End Model and
Synthesis of Evidence. Journal of Marketing, 52(3), 2-22. https://doi.org/10.2307/1251446

Zhang, J. Q., Dixit, A., & Friedmann, R. (2010). Customer Loyalty and Lifetime Value: An Empirical
Investigation of Consumer Packaged goods. Journal of Marketing Theory and Practice, 18(2),
127-139. https://doi.org/10.2753/MTP1069-6679180202

119
Published by SCHOLINK INC.



