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Abstract: The study was undertaken to describe the level of Service Quality and Customer Loyalty of Millennial
Guest in Selected Restaurant in Toril, Davao City. The study used the non-experimental quantitative research
design, employing descriptive-predictory technique. The data were gathered from 400 millennial guest in eight
different restaurant around Toril and using a downloaded questionnaire and through random sampling technique.
The result showed that the level of Customer Loyalty of Millennial guest was very high which indicated that the
items relating to the service quality were always manifested. In addition result showed that the level of Customer
Loyalty of Millenial guest in the restaurant was every high which indicated that the items relating to the customer
loyalty were always manifested Further, data showed that there was a significant relationship between the service
quality and customer loyalty of millenial guest in selected restaurants in Toril and that the overall service quality
practices of millennial guest significantly influenced the customer loyalty. Among the domains of services quality,
reliability, assurance and empathy significantly influenced customer loyalty. Likewise, between the two domains,
the assurance in its singular capacity is the best predictor of customer loyalty.

Keywords: service quality, millenial guest, Philippines.

1. INTRODUCTION

Loyalty is a tricky sentiment and was difficult to measure, because the state of being loyal is shown after an action takes
place and it’s when person’s loyalty will imply. Bob Hayes, a book author of Measuring Customer Satisfaction and
Loyalty (2013), breaks it down into three measurements; retention, advocacy and purchasing. If the outcome of the
measurement was negative, it already indicates a loss of customer, and a business won’t survive without them. Even if
there are new customers, they won’t spend as much money as loyal ones. In that case, migrating to the opponent will be
possible if a business could not pursue their customer’s loyalty.

As generation goes by, client expectations are continually increasing. The moment they enter a restaurant, their
demanding mind will play its role. Lapses upon service can give a negative impact to the establishment. Small and big
businesses nowadays are actively participating in a global competitive market for them to keep their passion burning and
the eagerness to give the best that they can because, quality has been badly needed to obtain success. According to the
study of Parasuraman (1988), the factors of service quality includes tangibility, reliability, empathy, assurance and
responsiveness.

Furthermore, there were already studies conducted that service quality has contributed a big impact to customer loyalty.
Archgova (2013) stated that in order to attain the loyalty of the customer, the company must have first listen and accept
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the feedbacks of the service they have offered. Service quality and customer loyalty are the most important element in the
process of external relations of each establishment.

Furthermore, there were already studies conducted that service quality has contributed a big impact to customer loyalty.
Archgova (2013) stated that in order to attain the loyalty of the customer, the company must have first listen and accept
the feedbacks of the service they have offered. Service quality and customer loyalty are the most important element in the
process of external relations of each establishment.

It is on the above context that the researchers decided to conduct the study of service quality and customer loyalty of
millennial guest in selected restaurants in Toril, Davao City. Indeed, there are already studies related to service quality in
hospitality industry but those studies are more focus on how to give the quality of service their customer wanted. The
domain of the service quality in this study focuses on five variables which are the tangibility, responsiveness, reliability,
assurance and empathy. In effect, the result of this study can help future researcher and will able to help for the
restaurateurs to determine and implement the things to consider in pursuing customer loyalty on their business.

This study was anchored on the proposition of Parasuramanet. Al., 1988, by which they stated that there were five
indicators in service quality. This includes tangibility, responsiveness, reliability, assurance and empathy. First, tangibility
motivator is about the physical evidence of the service, which specifically talk discussed the physical facilities,
appearance of personnel, tools or equipment used to provide the service, physical representations of the service, such as a
plastic credit card or a bank statement and other customers in the service facility. Second, responsiveness concerns the
willingness or readiness of employees to provide service. This involves timeliness of service, mailing a transaction slip
immediately, calling the customer back quickly and giving prompt service. It means that the firm performs the service
right on its first time. It also means that the firm fulfil its promises. Specifically, it involves accuracy in billing, keeping
records correctly and performing the service at the designated time. Fourth is the assurance, which is the knowledge and
courtesy of employees and their ability to inspire trust and confidence. Last is the empathy, which means caring, a
personalized attention that the companies provides to its customers.

Moreover, this theory was supported by Kulasin and Santos (2005) study of review of the SERVQUAL concept where
they have defended and addressed main controversies of this tough instrument which is the SERVQUAL. Kulasin and
Santos’s study stated that in the theory of Parasuraman et al (1985), ten indicators of Service quality were revealed and
these are the; reliability, responsiveness, competence, access, courtesy, communication, credibility, security,
understanding/knowing the customer and tangibility. But on the revised study of Parasuraman et al (1988), service
quality’s indicators collapsed into five; reliability, assurance, tangibles, empathy and responsiveness. In Kulasin and
Santos’s (2005) study, they concluded that SERVQUAL theory is a concise and informative scale which serves as a very
important tool on understanding their guests better to improve service.

In the study of Sargeant and West (2001), it is obvious that the perceptions of service quality and commitment are related
to loyalty, but each of the words mentioned factors, can have a different impact on loyalty of the customers. There are two
kinds of reasons that can determine the relationship breakdown between the customer and the establishment. Service
quality and customer satisfaction were found to be related to customer loyalty through repurchase intentions (Levesque
and Mc. Dougall, 1996; Newman, 2001; Caruana, 2002). One of the existing proof of current application on the impacts
of service quality towards customer loyalty is the study of Lam and Bojei, 2007, where Malaysian banks face the
challenges of greater market satisfaction in order to cultivate customer loyalty.

The output of the study is beneficial to the following concerns which are the restaurants, millennial, future researchers and
the hotel education students. For restaurants the findings from this study can be used by operators as baseline data to
formulate effective marketing strategies, particularly on how to gain the loyalty of the restaurant. The data and
information from this study may increase the knowledge of millennials on the different factors or motivators of service
quality a restaurant could offer. Also the hospitality management education students could benefit this study as a source of
reference in theknowledge on the different service quality indicators will increase, thus they could benefit from this
knowledge which they can apply as future hoteliers, restaurateurs, or managers of hospitality and tourism related business
establishments. Future researchers could gather data and information from this study and can be used as baseline data and
reference for future studies and research, specifically about service quality and customer loyalty.
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2. MATERIALS AND METHOD

Presented in this chapter are the discussions on the research design, the procedure in conducting and identifying the
respondents, the instrument used and the statistical tools employed.

The researchers used quantitative research using descriptive predictor method. According to Onwuegbuzie and Leech
(2006) descriptive predictory method is a technique performed on a database either to predict the response variable value
based on a predictor variable or to study the relationship between the response variable and the predictor variables. An
account is given of a recently devised method of prediction based on sample reuse techniques. It is most useful in low
structure data paradigms that involve minimal assumptions. A series of applications demonstrating the technique is
presented. An account is given of a recently devised method of prediction based on sample reuse techniques. It is most
useful in low structure data paradigms that involve minimal assumptions. A series of applications demonstrating the
technique is presented. The predictory survey method will be an appropriate research design that will be employed for the
study will try to determine the customer loyalty towards selected restaurants in Davao City.

The study was conducted within Toril District. Toril District is located in the third district of Davao City, Philippines. The
city was considered densely inhabited in Mindanao because it yields a total population of 1,632,991 according to 2015
census. Geographically, Davao City is the biggest city in Philippines For this study, Toril is the right place to conduct this
research not only because there are already existing restaurants in the area but also because Toril is a developing place in
Davao City due to the demand of the investors who wants’ to expend their money for business reasons. Since the area is
now one of the fast growing economies in Davao City, there are about more than 14 actively operating restaurants now in
Toril. The respondents of this study was randomly selected millennial customers of restaurants in Davao City using
Slovins method. The researchers used a stratified specifical equal sampling to identify and select the respondents for this
research. This study had a total sample of 400 local respondents. To get a meaningful result, statisticians agree that the
most recommended minimum sample size is 100, and that 100 is adequate. Regression analysis provides an equation that
depicts the statistical relationship between one or more predictor (Allison, 1998).

The population of this study was composed the barangay residents including barangay officials of Toril Poblacion. This
includes the criteria that only respondents that are over the age of 18 were the ones allowed to be surveyed. The owners of
the restaurants were not included in the selection of the respondents in order to consistently align the research extent of
the service quality and customer loyalty of millennial guest in selected restaurants as purely perceived by the local
residents. Their close relatives were also excluded due to familiarity and to avoid biases in the selection of range in terms
of service quality. Furthermore, it was done to make sure that the relevance of the study would not affect the outcome and
the recommendations for further studies which may be conducted for a follow up on this research.

3. RESULTS

This section presents the analysed data and discussion. The presentation were arranged as follows: Level of Service
quality of the restaurants in terms of: tangibility, responsiveness, reliability, assurance and empathy; Level of Customer
loyalty of millennial guest in terms of: retention, advocacy and purchasing; Significant relationship between Service
quality and customer loyalty of millennial guest in selected restaurant in Toril, Davao City; and the domain of Service
quality significantly influence customer loyalty of millennial guest in selected restaurants in Toril, Davao City.

Level of Service Quality of selected Restaurants in Toril, Davao City

Table 1 presents the responses of residents on the level of service quality of selected restaurants in Toril, Davao City
which registered an overall mean score of 4.38 or very high level with a standard deviation of 0.37 indicating that
majority of the items regarding the service quality of the restaurant are always manifested.

Table 1: Level of Service Quality of selected Restaurants in Toril, Davao City

Indicator SD Mean Descriptive level
Tangible 0.41 441 Very High
Responsiveness 0.48 4.38 Very High
Assurance 0.48 4.38 Very High
Empathy 0.47 4.38 Very High
Reliability 0.51 4.37 Very High
Overall 0.37 4.38 Very High
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Looking the data per indicator, it can be seen that the tangible got the highest mean rating of 4.41 and a standard deviation
of 0.41 with a descriptive level of very high; followed by responsiveness, assurance and empathy with all same mean
rating of 4.38 and a standard deviation of 0.48 for both responsiveness and assurance and 0.47 for empathy with all three
same descriptive level of very high. Lastly, the indicator reliability got a mean rating of 4.37 and a standard deviation of
0.51 with a descriptive level of very high.

Level of Customer Loyalty of Millennial Guest in Selected Restaurants in Toril, Davao City

Shown in Table 2 is the level of customer loyalty of millennial guest in selected restaurants in Toril, Davao City. The
overall mean range of customer loyalty of millennial guest is 4.40 or very high with a standard deviation of 0.34. The
indicator purchasing got the highest mean range of 4.42 or very high with a standard deviation of 0.46, this was followed
by the two remaining indicators which are the retention and advocacy which reflected both mean range of 4.39 or very
high with a standard deviation of 0.39 for retention while 0.43 for advocacy.

Table 2: Level of Customer Loyalty of Millennial Guest in Selected Restaurants in Toril, Davao City

Indicator SD Mean Descriptive level
Purchasing 0.46 4.42 Very High
Advocacy 0.43 4.39 Very High
Retention 0.39 4.39 Very High
Overall 0.34 4.40 Very High

Significant Relationship

The relationship between the service quality and customer loyalty of millennial guest is presented in Table 3. Results
revealed that the overall r-value is 0.242 with a p-value of .000. It was revealed that the p-value of .000 is less than the
level of significance 0.05. This meant that the hypothesis of no significant relationship between the level of Service
Quality and Customer Loyalty of millennial guest in Toril, Davao City is rejected.

The significant relationship between the service quality and customer loyalty in terms of advocacy, gained the r-value of
.219 with the p-value of 0.00 lesser than the significance level of 0.05. The other indicators namely retention and
purchasing also had significant relationship to the indicators of service quality, since the r-value are .159 and .193 with
p<0.00 respectively are lesser than the significance level of 0.05.

Table 3
Variable R value P value Significance 2 tailed Deccesion in Hy
Assurance/Retention 135 .007 significant Rejected
Reliability/Retention 116 .020 significant Rejected
Responsiveness/Retention 126 .012 significant Rejected
Empathy/Retention 134 .007 significant Rejected
Tangible/Retention 105 .035 significant Rejected
Assurance/Advocacy 167 .001 significant Rejected
Reliability/ Advocacy 179 .000 significant Rejected
Responsiveness/ Advocacy .009 .862 significant Rejected
Empathy/ Advocacy 195 .000 significant Rejected
Tangible/ Advocacy .160 .001 significant Rejected
Assurance/Purchasing 194 .000 significant Rejected
Reliability/ Purchasing 171 .000 significant Rejected
Responsiveness/Purchasing .168 .080 significant Rejected
Empathy/ Purchasing 114 .000 significant Rejected
Tangible/ Purchasing .093 .002 significant Rejected

*Significant at 0.05 significance level
Regression Analysis on the influence of service quality and customer loyalty of millennial guest

Presented in Table 4 is the regression analysis that revealed the indicator of service quality of selected restaurant in Toril
Davao City. The model showed that the computed R-squared value of .213 suggested that 4.5% of the variance in the
advocacy was attributed to the indicators of service quality.
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However, since the main point of this section was the determination of the domain of service quality that best influence of
customer loyalty of millennial guest, data shows that in their singular capacities, assurance is the best predictor.

Table 4: Regression Analysis on the Influence of Service Quality on Customer Loyalty

Customer Loyalty B t Significant
Service Quality

Reliability 110 1.789 .074
Empathy 114 2.100 .036*
Assurance 150 4.352 .000*
Combined Percent of Influence 4.5%
R 213a
p-value 0
Best Predictor Assurance
Prediction Model .110x1+.114x2+1.150
Alienation 55%

4. DISCUSSION

Presented in this chapter are the discussions on the data gathered and collated on the Service quality and customer loyalty
of millennial guest towards selected restaurants.

Service Quality of Selected Restaurants

The service quality level of selected restaurants is very high. Indicators with very high level are tangible, responsiveness,
reliability, assurance and empathy. One measure to check the level of service quality is tangible, which was described as
very high. This means that among the five indicators, tangible was manifested always by these selected restaurants.

Findings implied that tangible is one of the indicators that affects the most of the service quality level of these restaurants
and it was in the study of Johns and Howard (1998) on Customer Expectations and Service Quality Perception in the
Restaurant Industry that tangibility is described as the reach out to which physical facilities of work drive are sufficient.
They also stated that there are some important attributes such as low price, service, location, brand name food quality,
value of money and image. Also, according to Wilson et. Al., (2008) tangible represents the service physically.
Companies ought to give physical representations or pictures of their benefit that clients will utilize to assess quality, to
enhance picture, give coherence and flag quality. Most companies would however, combine this dimension with another
measurement to make a benefit quality technique.

Moreover, responsiveness, assurance and empathy are the second highest level indicators of service quality which was
also described as very high. This means that these three indicators are also highly manifested by those restaurants.
Responsiveness was supported by Armstrong (2012) that as service was provided promptly, it was highly appreciated by
the customer. This dimension emphasises the attentiveness and promptness in handling client requests, questions,
complaints and issues. This includes the length of your time a client should anticipate help, answers to queries or attention
to issues. Notion of flexibility and skill to customize the service to client needs. Reflect customer’s point of view, not
corporations. (Wilson et.al,2008). According to Parasuraman et al., (1985,1988), Assurance dimension indicates the
customers’ perceived security and privacy. This dimension is important when customers perceive services as high risk or
feel uncertain about their ability to evaluate outcomes. The company has to seek to build trust and loyalty between key
contact people and customers (Wilson et.al, 2008). Empathy was also supported by Zeithaml pet al., 2002, it reflects on
how information or service was tailored to fit or to meet customers’ desire. This also conforms to the study of Wilson
et.al, (2008) that Customers are unique and special and it's important that their desires and needs are understood. Each
client needs to feel vital and understood by companies that give a selected service. It might be a good strategy for
businesses to grasp their customers by name and build relationships that replicate their personal data of their needs and
preferences. In cases wherever a little firm has to vie with larger companies, the power to be empathetic to their customers
might offer the small firm a certain advantage. In business to business companies, customers wish companies to
understand their industries and problems.

The lowest level indicator that was rated by the respondents is the reliability, although this was also described as very
high. This means that reliability was also a high level factor that can affect service quality. Reliability was defined as the
“ability to perform the promised service dependably and accurately”. This conformed to the idea of Parasuraman,
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Zeithaml, and Berry (1988) that this is about the on-time service, accurate delivery, accurate product representation, and
other fulfilment issues. In the study of Wilson et.al., (2008) this includes the consistency in which service promises are
met which could include keeping schedules or appointment times, completing tasks on time, and ensuring that outcomes
are met. In the virtual environment, it is vital to make customers to trust that the organization is going to perform what it
promises to do (Omar et.al, 2015).

The statement above means that various service quality indicators such as tangible, responsiveness, assurance, reliability
and empathy was manifested effectively by these restaurants in Toril, Davao City. It was emphasized by Parasuraman et
al., 1988 that these indicators of Service Quality are the factors that can help manifest the good service quality effectively.

Customer Loyalty of Millennial Guests

The level of customer loyalty of millennial guest towards the selected restaurants is very high. Indicators with very high
responsive levels are retention, advocacy and purchasing. Customer loyalty of millennial guest towards the selected
restaurants was highly manifested particularly on purchasing. This means that restaurants strongly influenced the guests’
purchase decision. Findings implied that restaurants strongly influence the guest’s purchase decision. According to Jacoby
and Kyner (1973), Brand loyalty will be identified first from simple repeat purchasing behaviour. This is because, in
practice, only repeat purchase behaviour is rewarded and not attitude as loyalty schemes are often based on classic
promotional techniques, with delayed or immediate rewards (gifts, price reductions, points, etc.) or relationship marketing
techniques (access to privileges or services, special status, individualisation, etc.), which encourage consumers to
purchase more often and remain loyal to the store (Waarden&Benavent, 2006).

Moreover, retention and advocacy had both reflected also in a very high descriptive level. Customer advocacy is also
viewed as an essential outcome of client commitment (Morgan & Hunt 1994; Price Arnould1999). Gerpott, Rams and
Schindler (2001) stated that it is the continuity of the business relations between the customer and company. Retention
and attraction of new customer are used as drivers for increase in market share and revenues (Rust, Zohorik &
Keiningham 1995). In the retention of customer, it is significant for firm to know how to serve their customers (Saeed,
Grover & Hwang, 2005). It is important for product/service provider to emphasis on the quality of product and service. It
was found that customer satisfaction enhances reputation in the service environment. It was also discovered that
reputation partially mediates the relationship between satisfaction and loyalty, and that reputation partially mediates the
relationship between satisfaction and recommendation (Booker and Serenko,2007). Zeithamlet.al.; Bolton et al., (2000)
says that excellent service encourage customer to buy again from same provider and spread positive feedbacks regarding
the service they had received. According to Booker and Serenko (2007) Client loyalty and the probability of patron
recommendation may be more suitable by way of increasing reputation. Consequently, popularity must serve to enhance
corporate profitability. This undertaking reinforces the perception that reputation has an essential position to play in the
banking service surroundings. Service recommendation conjointly observed as advocacy and viva-voce within the client
service literature, this can be either positive or negative. Satisfied customers are more likely to interact in positive viva-
voce (Anderson et al., 1994; Athanassopoulos et al., 2001). Brown et al. (2005) argue that the antecedents of viva-voce
are not fully understood. This project defines recommendation because the consumer’s likelihood of recommending the
establishment if asked to make a recommendation by a friend.

The statements above prove that the three indicators of Customer Loyalty which are the retention, advocacy and
purchasing are in the very high level of manifestation of the millennial guests’ customer loyalty. Customer loyalty is also
the focus in the research and It turn into an important concern for management only due to concentrated competition
especially in service industry (Inamullah Khan, 2012). This was also conformed on Bob Hayess’ Measuring Customer
Satisfaction and Loyalty, that these indicators are the factors to consider upon measuring customer loyalty.

Significant Relationship

Generally, findings revealed that between the two variables there is a significant relationship. This implied that the
customer loyalty of millennial guest was strongly influenced by the service quality of the said restaurants. The findings of
the study corroborated with Doney and Cannon, (1997); Garbarino and Johnson, (1999) which stated that service quality
analysis makes an impact on the development of the customer loyalty concept. Service quality can be regarded as one of
the most frequently analysed customer loyalty determinants. Tangible and intangible constituents of service quality were
important in evaluating either customer view of an organization or customer trust in an organization.
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It has been defined that service quality is very essential for customer satisfaction, and by means of it service quality
affects customer loyalty. It can be stated, that the predicament of service quality research is the inconsistency in
identifying the link between service quality and customer loyalty. Some research had discovered that service quality
determines customer satisfaction and affects customer loyalty via satisfaction (Cronin and Taylor, 1992; Rust and Oliver,
1994).

Regression Analysis of Service Quality and Customer Loyalty

Presented on this area is the determination of service quality and customer loyalty through the use of regression analysis.
The predictors of service quality are tangibility, responsiveness, reliability, assurance and empathy. Among the predictors
of customer loyalty are retention, purchasing and advocacy. This means that the restaurants should strengthen and
intensify the manifestation of the service quality of the restaurant.

Result of the study shows a significant influence of the domains of service quality of selected restaurants on the customer
loyalty of the millennial guest as mention on the significant relationship study. The result of the study, therefore,
supported the research of Liu and Wang 2007 by which they stated that a lot of researchers on service quality as the
essential aggressive tactics and the difference from other establishment. From the element of provider recipients, the
enhancement of service fine would promote customer satisfaction and influence customers to receive the next service.

5. CONCLUSION
Based on the result of the study, the following conclusions were drawn:

It has been determined that the reliability, assurance and empathy are the domains of service quality that best influenced
the customer loyalty of millennial guest in Toril, Davao City. Likewise, between these three domains, the assurance is the
best predictor in its singular capacity.

Furthermore, the overall level of service quality of selected restaurants was very high. Its indicators revealed the
following results: very high for tangible very high for responsiveness, very high for reliability, very high for assurance
and very high for empathy. Unarguably, research hypothesize that there is a significant relationship between service
quality and customer loyalty of millennial guest in Toril, Davao City as described.

The overall service quality of selected restaurants significantly influences the customer loyalty of millennial guest in
Toril, Davao City. In their singular capacities, the said indicators can significantly influence the customer loyalty of
millennial guest in Toril, Davao City.

To sum it up, this present study has confirmed the proposition of Liu and Wang 2007 by which they stated that a lot of
researchers service quality as the essential aggressive tactics and the difference from other establishment.

6. RECOMMENDATION

In pursuit of determining the specific domain of service quality of selected restaurants in Toril, Davao City and customer
loyalty of millennial guest, and upon considering the results of this study, the researchers came up with the following
recommendations:

Result which underscores this study is that a very high level in tangible, responsiveness, reliability, assurance and
empathy significantly influence customer loyalty. The researchers therefore suggest that restaurateurs can use this study
as baseline data to formulate effective marketing strategies, particularly on how to gain the loyalty of the restaurant’s
millennial customers. This can be done by enhancing the assurance aspects of the services rendered.

However, hospitality education students may continue to increase the knowledge on the different restaurants, particularly
millennial which they could benefit from this knowledge and can be applied as future hoteliers, restaurateurs, or managers
of the hospitality industry and related business establishment. This could be done by continuous researching, reading of
books and also surfing the net.

Finally, further related to this study may also be conducted into a wider scale and on a greater population in order to
gather broader knowledge regarding the topics. This may also use the data and information from the baseline data and
references of this study for future research, specifically about service quality of restaurants and customer loyalty.

Page | 91
Research Publish Journals




ISSN 2348-3156 (Print)
International Journal of Social Science and Humanities Research I1SSN 2348-3164 (online)
Vol. 9, Issue 1, pp: (85-97), Month: January - March 2021, Available at: www.researchpublish.com

ACKNOWLEDGEMENT

Immeasurable appreciation and deepest gratitude for the help and support are extended to the following persons who
contributed in making this study possible.

To Mr. Oscar Baslao, our grammarian, for the enhancement of grammars of our research paper and specially for helping
us and sharing his knowledge;

Our statistician, Mr. Matias Mercado, who helped us in the analysis of our data and its statistical computations and
interpretations;

To our dear friends and families, it has been a great journey, completing this study knowing we all have the support from
you. We thank you for motivating us all this while.

And lastly, to our creator, the Almighty God for giving us a still functioning body and mind in order to live life and learn,
and particularly to work on our dissertation project, hereby completing the business research.

REFERENCES

[1] Alexander, J.A., Lichtenstein, R., Oh, H.J. & Ullman, E. (1998) “A causal model of voluntary turnover among
nursing personnel in long-term psychiatric settings”.PubMed-NCBI. https://www.ncbi.nlm.nih.gov/pubmed/9761139

[2] Allen & Meyer J P (1990), “The Measurement and Antecedents of Affective, Continuance and Normative
Commitment to the Organization”, Journal of Occupational Psychology, Vol. 63, pp. 1-18

[3] Ballantyne, David & Christopher, Martin & Payne, Adrian. (2003). Relationship Marketing: Looking Back, Looking
Forward. Marketing Theory

[4] Ballantyne D, (2003) "A relationship-mediated theory of internal marketing", European Journal of Marketing, Vol.
37 Issue: 9, pp.1242-1260,

[5] Bansal, H. S., &Voyer, P. A. (2000). Word-of-mouth processes within a services purchase decision context. Journal
of Service Research, 3, 166-177

[6] Bensaou, M. (1999), 'Portfolios of buyer-supplier relationships', Sloan Management Review, Vol. 40, No. 4,
Summer, 35-44.

[7] Barrett, H.C. (2001) On the functional origins of essentialism. Mind &Society 3, 1-30

[8] BarryD. Solomon, Environmental Policy Program, Department of Social Sciences, Michigan Technological
University, 1400 Townsend Dr. Houghton, M1 49931-1295.

[9] Boyer,P. (2000) “Functional origins of religious concepts: conceptual and strategic selection in evolved minds”.
Royal Anthropological Institute of Great Britain and Ireland. https://www.jstor.org/stable/2660892

[10] Boyle, D.K., Bott, M.J., Hansen, H.E., Woods, C.Q. and Tauntan, R.L. (1999) Managers’ Leadership and Critical
CareNurses’ Intent to Stay. American Journal of Critical Care, 8, 361-371.

[11] Braun, M (2003), “Financial contractibility and asset hardness, mimeo Harvard University” Modern Economy, Vol.6
No.10. UCLA, Mimeo

[12] Brothers, (1989) “A Biological Perspective on Empathy.” American Journal of Psychiatry 146 American Journal of
Psychiatry, Vol. 159, No. 6

[13] BuckR, &Ginsburg B (1997) “Communicative genes and the evolutionof empathy”. Guilford, NewYork, pp.17-43

[14] Carla (2010) "Stakeholder inclusivity in social and environmental report assurance”, Accounting, Auditing &
Accountability Journal, Vol. 23 Issue: 4, pp.532-557

[15] Cheng, Green, & WaKo (2015) The Impact of Strategic Relevance and Assurance of Sustainability Indicators on
Investors' Decisions. AUDITING: A Journal of Practice & Theory: February 2015, Vol. 34, No. 1, pp. 131-162.

Page | 92
Research Publish Journals




ISSN 2348-3156 (Print)
International Journal of Social Science and Humanities Research I1SSN 2348-3164 (online)
Vol. 9, Issue 1, pp: (85-97), Month: January - March 2021, Available at: www.researchpublish.com

[16] Christian Groonros, (1994) "From Marketing Mix to Relationship Marketing: Towards a Paradigm Shift in
Marketing", Management Decision, Vol. 32 Issue: 2, pp.4-20

[17] Christopher,M.,Payne,A.&Ballantyne, D.(1991)RelationshipMarketing: Bringing Quality Customer Service and
Marketing Together, Oxford

[18] Cronin, J.J, &Taylor S.A (1992), "Measuring Service Quality: A Re-examination and Extension," Joumal of
Marketing. Vol.56, Issue 3, pp. 55-68

[19] Crosby, L.A., Evans, K. &Cowles, D. (1990), “Relationship quality in services selling: an interpersonal influence
perspective”, American Marketing Association. Vol. 54, pp. 68-81

[20] Cummins, D.D. & Cummins, R. (1999). “Biological preparedness and evolutionary explanation. Philosophy
Department, University of California, Davis, CA 95616, USA. https://www.journals.elsevier.com/cognition

[21] Deery, M.,(2008)Talent Management, Work-Life Balance and Retention i.Strategies. International Journal of
Contemporary Hospitality ii. Management, 20, 792-806. http://dx.doi.org/10.1108/09596110810897619

[22] Dhaliwal D.S, Zhen Li, Tsang & Yang (2011) “Voluntary Nonfinancial Disclosure and the Cost of Equity Capital:
The Initiation of Corporate Social Responsibility Reporting.” The Accounting Review: January 2011, Vol. 86, No.
1, pp. 59-100

[23] Dick&Basu, K.(1994). “Customer loyalty: Toward an integrated conceptual framework”, Journal of the Academy of
Marketing Science, 22, pp. 99-133. 3.

[24] Dowlatshahi, S. (1992), “Purchasing’s role in a concurrent engineering environment”, International Journal of
Purchasing and Materials Management, Vol. 28 No. 1, pp. 21

[25] Duffield, C. & O’Brien-Pallas, L. (2003) The Causes and Consequences of Nursing Shortages: A Helicopter View
ofthe Research. Australian Health Review, 26, 186-193. http://dx.doi.org/10.1071/AH030186

[26] Eisenberger R., Fasolo P. &LaMastro V. (1990) “Perceived Organizational Support and Employee Diligence,
Commitment, and Innovation” Journal of Applied Psychology, 75, 51-59. http://dx.doi.org/10.1037/0021-9010.75.
1.51

[27] Eisenberger, R., Stinglhamber, F., Vandenberghe, C., Sucharski, I.L. & Rhoades, L. (2002) Perceived
SupervisorSupport: Contributions to Perceived Organizational Support and Employee Retention. Journal of Applied
Psychology,87, 565-573. http://dx.doi.org/10.1037/0021-9010.87.3.565

[28] Ellett, A.J., Ellis, J.I., Westbrook, T.M. & Dews, D. (2007) “A Qualitative Study of 369 Child Welfare
Professionals’Perspectives about Factors Contributing to Employee Retention and Turnover.” Children and Youth
Services Review, pp. 264-281 http://dx.doi.org/10.1016/j.childyouth.2006.07.005

[29] Ford J.H, Rubin D, & Giovanello K.S, (2013): “Effects of task instruction on autobiographical memory specificity in
young and older adults, Memory”. DOI: 10.1080/09658211.2013.820325

[30] Gary Pflugrath, Peter Roebuck, & Roger Simnett (2011) Impact of Assurance and Assurer's Professional Affiliation
on Financial Analysts' Assessment of Credibility of Corporate Social Responsibility Information. AUDITING: A
Journal of Practice & Theory: August 2011, Vol. 30, No. 3, pp. 239-254. https://doi.org/10.2308/ajpt-10047

[31] Gelderman, C.J., Van Weele, &A.J., 2005. Purchasing portfolio models: a critique and update. Journal of Supply
Chain Management 41 (3), 19-28

[32] GuptaAK, Sharma N, Shukla P. Atypical post-finasteride syndrome: A pharmacological riddle. Indian J Pharmacol
2016;48:316-7

[33] Gwinner, Kevin, Dwayne D. Gremler,& Mary Jo Bitner (1998), “Relational Benefits in Services Industries: The
Customer’s Perspective,” Journal of the Academy of Marketing Science, 26 (Spring), 101-14.

[34] Hakansson, H., Wootz, B., Andersson, O., & Hangard, P. (1979). “Industrial marketing as an organizational
problem. A case study' European Journal of Marketing, 13, 81—93.

Page | 93
Research Publish Journals




ISSN 2348-3156 (Print)
International Journal of Social Science and Humanities Research I1SSN 2348-3164 (online)
Vol. 9, Issue 1, pp: (85-97), Month: January - March 2021, Available at: www.researchpublish.com

[35] Hallowell, R. (1996).The relationships of customer satisfaction, customer loyalty and profitability International.
Journal of Service Industry Management, International Journal of Service Industry Management, Vol. 7. pp.27-42,
https://doi.org/10.1108/09564239610129931

[36] Hart, S.E. (2005) Hospital Ethical Climates and Registered Nurses’ Turnover Intentions. Journal of Nursing
Scholarship,37, 173-177. http://dx.doi.org/10.1111/j.1547-5069.2005.00030.x

[37] Hodge, K., Subramaniam, N., & Stewart, J. (2009). Assurance of sustainability reports: Impact on report users
confidence and perceptions of information credibility. Australian Accounting Review, 19(3), 178-194.

[38] Ivens, B. S., Pardo, C., & Tunisini, A., (2009). “Organizing and integrating marketing and purchasing in business
markets: An introduction to the special issue, issues and implications”. Industrial Marketing Management, 38 (8),
851-856.

[39] Jasper, M. (2007) “The Significance of the Working Environment to Nurses’ Job Satisfaction and Retention. Journal
ofNursing Management”, http://dx.doi.org/10.1111/.1365-2834.2007.00760.

[40] Jayaram, J. and Vickery, S.K. (1998), “Supply-based strategies, human resource initiatives, procurement lead time,
and firm performance”, International Journal of Purchasing and Materials Management, VVol. 34 No. 1, pp. 12-23

[41] Joo, B.K.B. (2010) Organizational Commitment for Knowledge Workers: The Roles of Perceived Organizational
Learning Culture, Leader-Member Exchange Quality, and Turnover Intention. Human Resource Development
Quarterly, 21, 69-85. http://dx.doi.org/10.1002/hrdq.20031

[42] Karatepe, O.M. (2013) High-Performance Work Practices, Work Social Support and Their Effects on Job
Embeddednessand Turnover Intentions. International Journal of Contemporary Hospitality Management, 25, 903-
921.http://dx.doi.org/10.1108/1JCHM-06-2012-0097

[43] Karmarkar, U. R., &Tormala, Z. L. (2010). Believe me, I have no idea what I’m talking about: The effects of source
certainty on consumer involvement and persuasion. Journal of Consumer Research, 36(6), 1033—1049.

[44] Kaye, B. & Jordan-Evans, S. (2002) Retention in Tough Times: Here’s What 25 Global Talent Leaders Say
aboutKeeping Good People-Especially Now. Talent Development, 56, 32-37.

[45] Kirk, Samuelsson, Argenton, Dhonye, Kalamatianos &Poston, (2009) Maternal Obesity Induced by Diet in Rats
Permanently Influences Central Processes Regulating Food Intake in Offspring. https://doi.org/10.1371/journal.
pone.0005870

[46] Kooker, B.M., Shoultz, J. &Codier, E.E. (2007) Identifying Emotional Intelligence in Professional Nursing
Practice.Journal of Professional Nursing, 23, 30-36. http://dx.doi.org/10.1016/j.profnurs.2006.12.004

[47] Kraljic, P., 1983. Purchasing must become supply management. Harvard Business Review 61(5), 109- 117.

[48] Laschinger H.K., Leiter M., Day A. & Gilin, D. (2009) Workplace Empowerment, Incivility, and Burnout: Impact
on Staff Nurse Recruitment and Retention Outcomes. Journal of Nursing Management, 17, 302-311. http://dx.doi.
0rg/10.1111/j.1365-2834.2009.00999

[49] Lee, B. A. (2005), “Behavioral commitment to the role of sport consumer: an exploratory analysis", Sociology and
Social Research, Vol. 64, pp. 405-19.

[50] Leidner, S. and Simon, M.S. (2013) Keeping Potential Job-Hoppers’ Feet on Ground. Human Resource
Managementinternational Digest, 21, 31-33. http://dx.doi.org/10.1108/09670731311296492

[51] Liao, Lin & Lin, Teng&Zhang, Yuyu. (2018). Corporate Board and Corporate Social Responsibility Assurance:
Evidence from China. Journal of Business Ethics. 150. 211-225.

[52] Lindgreen, A., Santana, A.C., and Angell, R.J. (2015), “Guest editorial: co-management of purchasing and
marketing”, Industrial Marketing Management, Vol. 53, February, pp. 4-5.

[53] Lyon, Thomas P. & Maxwell, John W., Greenwash (2011): Corporate Environmental Disclosure Under Threat of
Audit Journal of Economics & Management Strategy, Vol. 20, Issue 1, pp. 3-41, 2011.

Page | 94
Research Publish Journals




ISSN 2348-3156 (Print)
International Journal of Social Science and Humanities Research I1SSN 2348-3164 (online)
Vol. 9, Issue 1, pp: (85-97), Month: January - March 2021, Available at: www.researchpublish.com

[54] Mathieu, John & M. Zajac, Dennis. (1990). A Review and Meta-Analysis of the Antecedents, Correlates, and
Consequences of Organizational Commitment. Psychological Bulletin. 108. 10.1037//0033-2909.108.2.171.

[55] McLeod, D. & Clarke, N. (2009) Engaging for Success: enhancing performance through employee engagement. A
report to Government.

[56] McNeese-Smith D., (1995) Leadership behaviours: Effects on job satisfaction, productivity and organizational
commitment. Journal of nursing management. 9. 191-204. 10.1046/j.1365-2834.2001.00231.x.

[57] Men, L. (2014) Why Leadership Matters to Internal Communication: Linking Transformational Leadership,
Symmetrical Communication, and Employee Outcomes, Journal of Public Relations Research, 26, 3, 256-279.

[58] Messmer, M. (2000) Orientations Programs Can Be Key to Employee Retention. Strategic Finance, Volume 14,
Issue 2 PP 08-16

[59] Mignonac, K. &Richebé, N. (2013) “No Strings Attached?” How Attribution of Disinterested Support Affects
Employee Retention. Human Resource Management Journal, 23, 72- 90. http://dx.doi.org/10.1111/j.1748-8583.
2012.00195

[60] Miller, N., Erickson, A.& Yust, B. (2001) Sense of Place in the Workplace: The Relationship between
Personal Objectsand Job Satisfaction and Motivation. Journal of Interior Design, 27, 35-44. http://dx.doi.org/
10.1111/j.1939-1668.2001.tb00364

[61] Mdller, K., &Parvinen, P. (2015). An impact-oriented implementation approach in business marketing research:
Introduction to the Special Issue on “Implementing Strategies and Theories of B2B Marketing and Sales
Management.” Industrial Marketing Management, 45, 3—11.

[62] Morgan, R. & Hunt, S. (1994) The Commitment-Trust Theory of Relationship Marketing, Journal of Marketing, 58,
20-38

[63] NavaSubramaniam, Department of Accounting, Economics and Finance, Deakin University, 221 Burwood
Highway, Burwood, Victoria 3125, Australia.

[64] NeelyA., Ng I., Rajkumar R., (2014) "Complex engineering service systems", Journal of Service Management, Vol.
25 Issue

[65] Nellore, R., Soderquist, K., 2000. Portfolio approaches to procurement: analysing the missing link to specifications.
Long Range Planning 33, 245-267

[66] Noah, Y. (2008) A Study of Worker Participation in Management Decision Making within Selected Establishments
inLagos, Nigeria. Journal of Social Science, 17, 31-39.

[67] O'Dwyer, B. (2011). The case of sustainability assurance: constructing a new assurance service. Contemporary
Accounting Research, Vol. 28, No. 4. pp. 1230-1266

[68] Olsen, R.F., Ellram, L.M., 1997. A portfolio approach to supplier relationships. Industrial Marketing Management
26 (2), 101-113

[69] Osman, M.K. (2013) High-Performance Work Practices and Hotel Employee Performance: The Mediation of
WorkEngagement. International Journal of Hospitality Management, 32, 132-140.http://dx.doi.org/10.1016/j.ijhm.
2012.05.003

[70] Paillé, P. (2013) Organizational Citizenship Behaviour and Employee Retention: How Important Are Turnover
Cognitions? The International Journal of Human Resource Management, 24, 768-790. http://dx.doi.org/10.1080/
09585192.2012.697477

[71] Palmer J.W, Bailey J.P, Faraj S; The Role of Intermediaries in the Development of Trust on the Www: the Use and
Prominence of Trusted Third Parties and Privacy Statements, Journal of Computer-Mediated Communication,
Volume 5, Issue 3, 1 March 2000, JCMC532,

Page | 95
Research Publish Journals




ISSN 2348-3156 (Print)
International Journal of Social Science and Humanities Research I1SSN 2348-3164 (online)
Vol. 9, Issue 1, pp: (85-97), Month: January - March 2021, Available at: www.researchpublish.com

[72] Palmer, Susan &Wehmeyer, Michael. (1998). Students' Expectations of the Future: Hopelessness as a Barrier to
Self-Determination. Mental retardation

[73] Parasuraman, A., Zeithaml, V.A. & Berry, L.L. (1988), “SERVQUAL: a multiple-item scale for measuring
consumer perceptions of service quality”, Journal of Retailing, Vol. 64, Spring, pp. 12-40.

[74] Parasuraman, Zeithaml & Berry. (1985). A Conceptual Model of Service Quality and its Implication for Future
Research (SERVQUAL). The Journal of Marketing. 49. 41-50. 10.2307/1251430.

[75] Paul J. Coram, Gary S. Monroe, and David R. Woodliff (2009) The Value of Assurance on Voluntary Nonfinancial
Disclosure: An Experimental Evaluation. AUDITING: A Journal of Practice & Theory: May 2009, Vol. 28, No. 1,
pp. 137-151

[76] Pflugrath G., Roebuck P.J.,& Simnett R., 2011. Impact of assurance and assurer's professional affiliation on
financial analysts' assessment of credibility of corporate social responsibility information. Auditing: A Journal of
Practice & Theory 30, 239-254.

[77] Plutchick R. (1987). Evolutionary bases of empathy: Empathy and its development Cambridge, England: Cambridge
University Press. (pp. 38-46).

[78] Preston SD., &de Waal. 2002. “Empathy: Its ultimate and proximate bases.” Behavioral and Brain Sciences 25: 1-
72.

[79] Ramlall S. (2003) Managing Employee Retention as a Strategy for Increasing Organizational Competitiveness.
AppliedH.R.M. Research, 8, 63-72.

[80] Ribbink D., Van Riel A.C., & Liljander, V. (2004) Comfort Your Online Customer: Quality, Trust and Loyalty on
the Internet. Managing Service Quality: An International Journal, 14, 446-456.

[81] Simone. (1997). “Self-advocacy for People with Learning Difficulties: Does it have a future?” Disability & Society -
DISABIL SOC. 12. 647-654. 10.1080/09687599727182.

[82] Soetevent, A.R. (2009), Payment Choice, Image Motivation and Contributions to Charity: Evidence from a Field
Experiment American Economic Journal: Economic Policy, 2011, vol. 3, issue 1, 180-205

[83] Tai, T.W., Bame, S.I. and Robinson, C.D. (1998) Review of Nursing Turnover Research, 1977-1996. Social
Scienceand Medicine, 47, 1905-1924. http://dx.doi.org/10.1016/S0277-9536(98)00333-5

[84] Test, D. W., Fowler, C. H., Wood, W. M., Brewer, D. M., & Eddy, S. (2005). A Conceptual Framework of Self-
Advocacy for Students with Disabilities. Remedial and Special Education, 26(1), 43-54.

[85] Tooby, J&Cosmides, L. (1992). The psychological foundations of culture. In The adapted mind: Evolutionary
psychology and the generation of culture.Oxford: Oxford University Press pp. 19-136

[86] Townson, L. Macauley, S., Harkness, E., Docherty, A., Dias, J., Eardley, M., & Chapman, R. (2007). Research
project on advocacy and autism. Disability & Society, Vol. 22, No. 5, pp. 523 — 536

[87] Uma Karmarkar and Zakary Tormala (2010) ,"The Dynamic Effect of Source Certainty on Consumer Involvement
and Persuasion”, in NA - Advances in Consumer Research Volume 37, eds. Margaret C. Campbell, Jeff Inman, and
RikPieters, Duluth, MN : Association for Consumer Research, Pages: 126-129

[88] VanWeele, 2000. Frequently, a purchasing strategy directed towards exploitation of the buying power is pursued.
Practitioners also identify an additional strategy in this quadrant.

[89] Wang, M.C., Bohmann, D., Jasper, H. (2003). JNK signaling confers tolerance to oxidative stress and extends
lifespan in Drosophila. 10.1016/S1534-5807(03)00323-X

[90] Wehmeyer, Michael. (2004). Self-Determination and the Empowerment of People with Disabilities. American
Rehabilitation. 28. 22-29.

[91] Wells, M. and Thelen, L. (2002) What Does Your Workspace Say about You? The Influence of Personality and
Status

Page | 96
Research Publish Journals




ISSN 2348-3156 (Print)
International Journal of Social Science and Humanities Research I1SSN 2348-3164 (online)
Vol. 9, Issue 1, pp: (85-97), Month: January - March 2021, Available at: www.researchpublish.com

[92] Wolfinbarger, M. &Gilly, M.G. (2003), “entails: dimensional zing, measuring and predicting tail quality”, Journal of
Retailing, Vol. 79 No. 3, pp. 183-98

[93] Wood, M.E., Mansoor, G.F., Hashemy, P., Namey, E., Gohar, F., Ayoubi, S.F. and Todd, C.S. (2013) Factors
Influencingthe Retention of Midwives in the Public Sector in Afghanistan: A Qualitative Assessment of Midwives in
Eight Provinces. Midwifery, 29, 1137-1144. http://dx.doi.org/10.1016/j.midw.2013.07.004

[94] Workspace on Personalization. Environment and Behavior, 34, 300-321.http://dx.doi.org/10.1177/001391650203400
3002

[95] Yang, D., Sonmez, M. and Bosworth, D. (2004), “Intellectual property abuses: how should multinationals respond?”
Long Range Planning, Vol. 37 No. 5, pp. 459-75.

[96] Zeithaml, V. A. (1988). Consumer perceptions of price, quality and value: a means-end model and synthesis of
evidence, Journal of Marketing, Vol. 52, No. 3 pp. 2-22

[97] Zenithal, V.A., (2002), “service quality delivery trough websites: a critical review of extant knowledge”, Journal of
the academy of marketing science, vol.30 no.4,pp.362-75.

Page | 97
Research Publish Journals




