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ABSTRACT

This study explores the various factors that determine customer satisfaction in relation to Aver
Asia Rental Sdn Bhd (AARSB), which is a leading player within the competitive landscape of
equipment rental industry within Malaysia. A quantitative research methodology was employed
in that the information was gathered using structured questionnaires with 104 customers being
surveyed. Four independent variables were assessed for their effect on Customer Satisfaction
(dependent variable) using the Customer Perceived Value (CPV) Theory framework with
Service Quality, Responsiveness and Support, Employee Competence and Communication
Performance and Perceived Value and Adaptability as independent variables. A descriptive
analysis, correlation analysis and a multiple regression analysis were carried out on the
collected data using SPSS. The study integrated the findings of SWOT and TOWS analysis into
its strategic recommendations. To enhance the services provided by AARSB and build stronger
relationships with their customers, it is recommended that data-driven customer feedback
systems be implemented, and that digitalisation efforts should be accelerated. Additionally,
customer value propositions should be developed around customised rental packages and
partnership programs. The findings of this study provide AARSB with the necessary insights
to further develop their service offers. Therefore, build the competitive advantage necessary to
succeed in Malaysia's rapidly evolving industrial equipment rental market. The research
provides empirical and practical evidence-based techniques about how to improve AARSB
service delivery through greater customer loyalty and enhancing their competitive advantage

in Malaysia’s industrial rental marketplace.
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CHAPTER ONE: INTRODUCTION

1.1 Preamble

The competitive industrial equipment rental sector in Malaysia has grown through strategic
expansion of branch and diversification of service significantly. Therefore, customer
satisfaction is an essential component of sustainable competitive advantages for Aver Asia
Rental Sdn Bhd (AARSB). The dissertation examines the empirical gap which exists due to
lack of understanding of how customers perceive AARSB by conducting a detailed analysis of
customer satisfaction. The goal of the research is to examine the factors that influence customer
satisfaction as well as to provide recommendations that are doable. Therefore, this research will
not only contribute to AARSB's service improvement strategy but will also expand the body of

knowledge on Business to Business (B2B) equipment rental companies in Malaysia.

1.2 Background of the study
1.2.1 Industry background

The equipment rental industry is an important driver for the continued growth of the
economy in Malaysia. This industry serves various sectors of the economy such as construction,
manufacturing, oil and gas, events and entertainment and logistics without requiring the large-
scale capital investment for ownership (Abdul Rashid et al., 2020). Frost & Sullivan (2022)
emphasise that the evolution of this industry has changed the perception of the market from
being largely fragmented, consisting of many small providers to sophisticated, service-based
industry which currently valued at RM3.5 billion a year. It is also projected to continue growing,

driven by infrastructure development and changes in business models.

Malaysia started its journey through industrialisation in the 1980s, when small enterprises
dominated the industry by offering basic construction machinery. However, the Asian Financial
Crisis (1997 — 1998) was the turning point for the Malaysian equipment rental market where
Malaysian firms were forced to reconsider capital usage and recognise the advantages of
equipment rental versus ownership (Shaharoun & Haron, 2018). As a result, all the national
development plans, especially under Vision 2020 and the current Shared Prosperity Vision 2030
have created consistent demand for rental equipment through major infrastructure development

Projects including transportation networks, energy facilities and urban development initiatives
(Economic Planning Unit, 2021).



