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ABSTRACT

Incorporated on March 17, 1978, PNB was conceived as a pivotal instrument of the
Government's New Economic Policy to promote share ownership in the corporate sector
among the Bumiputera, and develop opportunities for suitable Bumiputera professionals
to participate in the creation and management of wealth.

The main objective of this research is to study on “The Complexity Of Relationship
Marketing For Service Customer; A Study On Permodalan Nasional Berhad”. PNB is one
of most leading company in its sector and they have a high degree of service encounter
everyday.

For the purpose ofthe study, the descriptive research was used, 40 sets of questionnaires
had been distributed, but only 32 set of them had been returned.

The researcher finds that all of three independent variables that had been formed in the
theoretical framework have a weak relationship with the dependent variable. This is
because there are too many people in Menara PNB and that makes it will be too many
type of people in there, which contribute this result.



TABLE OF CONTENTS

ACKNOWLEDGMENT
TABLE OF CONTENTS
LIST OF TABLES
ABSTRACT

CHAPTER 1- INTRODUCTION

1.1 Background of Study
1.2 Problem Statement

1.3 Theoretical Framework
1.4 Hypotheses

1.5 Research Objective

1.6 Research Question

1.7 Scope of Study

1.8 Limitation

1.9 Significance of Study
1.10 Definition of Term

CHAPTER 2 - LITERATURE REVIEW

2.1 Background of Company

2.2 Relationship Importance

2.3 Relationship Duration

2.4 Frequency of Relationship (Service Encounter)
2.5 Relationship Strength

CHAPTER 3- RESEARCH METHODOLOGY

3.1 Research Design

3.2 Population

3.3 Sampling

3.4 Data Collection Method

3.5 Data Analysis and Interpretation
3.6 Questionnaire Design

CHAPTER 4 - ANALYSIS AND INTERPRETATION OF DATA

4.1 Reliability Test

4.2 Respondent Profile

4.3 Elements Considered in Relationship
4.4 Customer Relationship Importance
4.5 Relationship Duration

4.6 Relationship Frequency

4.7 Relationship Strength

© 0000 ~NNO O WN

[{e]

1
13
14
15
16

17
17
18
19
21
22

23
24
39
45
49
53
58





