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ABSTRACT 

 

 

Customer service is the service provided by a company to customers in every 

interaction before, during and after purchasing a product. Good customer service 

gives customers great experience, thus creates happy customers that will be repeat 

customers. Bad customer service could drive the customers away thus affect the 

company’s sales and profits. During the internship at Telekom Malaysia (TM), the 

researcher has noticed that the company does not provide good customer service. 

Hence, there is a need to investigate among the customers on which factors that 

contributes toward excellent customer service so that it could be suggested to TM to 

improve their customer service. This study will focus on these three factors which 

are time management, employees, and trust building. The focus will be on what the 

relationship is, the influences, and which is/ are the most crucial factors towards 

excellent customer service. This study suggests that all three factors have a positive 

relationship with excellent customer service. This study will be conducted a survey 

involving 150 targets respondents of TM’s customers in Seremban. Data will be 

analyzed using simple statistic methods, reliability and validity and Pearson 

Correlation. The findings will provide valuable insights for Telekom Malaysia to 

take appropriate measures in enhancing the customer service.  

 

Keywords: Customer service, time management, employee, trust 
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ABSTRAK 

 

 

 Khidmat pelanggan adalah khidmat yang diberikan oleh sesebuah syarikat 

kepada para pelanggan dalam setiap interaksi sebelum, semasa, dan selepas 

membeli produk. Khidmat pelanggan yang baik memberikan pelanggan pengalaman 

yang bagus, sekali gus menjadikan pelanggan gembira yang akan menjadi 

pelanggan tetap. Manakala, khidmat pelanggan yang buruk akan menjauhkan 

hubungan pelanggan dengan syarikat lalu akan terkesan pada jualan dan 

keuntungan syarikat. Semasa menjalani latihan industri di Telekom Malaysia (TM), 

pengkaji menyedari bahawa syarikat tersebut tidak memberikan khidmat pelanggan 

yang baik. Justeru itu, satu kajian terhadap para pelanggan TM perlu dijalankan 

untuk menyiasat faktor manakah yang mampu menyumbang kepada khidmat 

pelanggan yang baik, supaya ianya boleh dicadangkan kepada TM untuk menambah 

baik khidmat pelanggan mereka. Kajian ini akan fokus kepada tiga faktor iaitu faktor 

pengurusan masa, faktor pekerja, dan faktor membina kepercayaan. Fokus kajian 

akan tertumpu kepada hubungan dan pengaruh faktor- faktor serta untuk mengenal 

pasti faktor manakah yang paling mempengaruhi khidmat pelanggan yang baik. 

Kajian ini mencadangkan bahawa ketiga- tiga faktor mempunyai hubungan yang 

positif dengan khidmat pelanggan yang baik. Kajian ini juga akan menjalankan soal 

selidik ke atas 150 pelanggan TM di kawasan Seremban. Analisis data akan 

dilakukan menggunakan kaedah mudah statistik, tahap keboleh-percayaan, tahap 

kesahan, dan kaedah “Person Correlation”. Penemuan kajian akan memberikan 

maklumat berharga kepada Telekom Malaysia untuk mengambil langkah- langkah 

yang sepatutnya untuk menambah baik khidmat pelanggan mereka.  

 

Kata kunci: Khidmat pelanggan, pengurusan masa, pekerja, kepercayaan 
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CHAPTER 1 

 

 

INTRODUCTION 

 

 

1.1  Background of the Study 

 

Customer service is the service provided to customers before, during and 

after purchasing and using goods and services (Business Case Studies LLP, 2015). 

Good customer service provides an experience that meets customer expectations. It 

leads to satisfied customers that are likely to be repeat customers. Bad customer can 

generate complaints thus lost in sales. Customers will recognize bad customer 

service when they have gone through bad experience while obtaining a service. The 

purpose of this research is to identify the crucial factors that contribute towards 

excellence customer service in Telekom Malaysia (TM). Therefore, it will focus in 

identifying the crucial factors that contribute towards excellence customer service. 

For that purpose the data were collected among customers of TM in Seremban. As 

we know, each customer is very important for a business organization. Customers 

contribute towards business success. When customers buy goods, products or 

services, they usually know precisely what they are getting. They will put certain 

expectations on such products or services which could benefit them. Customer 

service plays an important role to keep the customers happy and satisfied with their 

purchase of products or services.  
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So, what does good customer service actually mean? We all know that good 

customer service is crucial, but once you get down trying to define what goes into it, 

not everyone is on the same page. To some, good customer service is as simple as 

solving problems and offering solutions in an expedient manner. To others, it means 

overall pleasantness and politeness from those who represent the frontlines of the 

company (Stuart Leung, 2014). There is no right or wrong because the factors of 

what makes customer service “good” also depends on what specific things a 

particular customer may hold valuable or their expectations form what industry 

competitors do. There are definitely basic factors that support good customer service 

such as customer feedbacks, trust building, quick resolutions to problem, and many 

others, but, which are the most crucial factors? Perhaps most important of all is to 

recognize that good customer services encompasses any interaction, online or offline, 

that a consumer or potential customer may have with your company, and it includes 

the entire experience, from the initial contact to final sale and beyond (Stuart Leung, 

2014). In fact, it is often good customer service that wins and keep customers in the 

first place, helping the company to achieve a positive and efficient service 

experience. Therefore, after reviewing some articles and researches, the researcher 

has decided to focus on these three factors which are time management, employees, 

and trust building.   
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1.2  Problem Statements 

 

As a developing country, Malaysia offers many business opportunities to the 

people. Many new businesses were established. A business without customers is not 

a business. Even with unhappy customers won’t be a business for very long (Stefani 

Amini, 2013). With respect to that, offering a good customer service would help in 

generating bonds with customers. However, not all businesses have the skills to do 

so. As in my experience during the industrial training, I have noticed that the 

company does not offer a satisfying customer service. This is because there are many 

complaints from the customers. Even though the company is one of the biggest 

telecommunication companies in Malaysia, it does not make the company to be able 

to serve their customers with good customer service. Therefore, three factors that 

contribute towards excellence customer service have been identified. 

 

First is the time management factor. Don’t make the customers wait. 

Customers blamed their frustrations on having to address an issue to multiple 

employees at different times, to be call back or transferred only to re-explain their 

problem over again, while the problem is never actually getting any closer to a 

solution. 

 

Second factor is the employees’ skills and attitude. Companies must make 

sure that their employees have the full skills and attitude to serve and provide the 

customers. The employees should be able to listen to customers’ problem, be 

respectful, understanding, and respond positively. 

 

The third factor is trust building. You are building much- needed trust when 

your company is giving customers a personalized experience when they need it. If 

companies can provide the customers what they are looking for, when they need and 

expect it, then that trust built between the company and the customer will evolve into 

invaluable customer loyalty (Stuart Leung, 2014). 
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1.3 Research Questions 

 

 The research focused on customers of TM in Seremban. The key issues are as 

follows : 

 

 What are the relationship between the customer service factors (time 

management, employees, and trust building) with excellent customer service 

in Telekom Malaysia (TM) ? 

 How are these factors (time management, employees, and trust building) 

influence the customer service in Telekom Malaysia (TM) ? 

 What is (are) the most crucial factor(s) that contribute towards excellent 

customer service in Telekom Malaysia (TM) ?  

 

1.4  Research Objectives 

 

 The research is conducted based on the following objectives: 

 To identify the relationship between the customer service factors (time 

management, employees, and trust building) with excellent customer service 

in Telekom Malaysia (TM). 

 To investigate the influence of the customer service factors (time 

management, employees, and trust building) on the customer service in 

Telekom Malaysia (TM). 

 To determine the most crucial factor(s) that contributes towards excellent 

customer service in Telekom Malaysia (TM). 
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1.5 Scope of the Study 

 

 This research focused on finding the crucial factors contributing towards 

excellent customer service at TM. Hence, the researcher has conducted a study on 

customers of TM. Due to time constraint of the study, a survey questionnaire was 

distributed to the customers in Seremban area only. The survey helped the researcher 

to find out the customers’ expectations on the company’s customer service and 

identify the crucial factors that could contribute towards excellent customer service.  

 

1.6 Limitations of the Study 

 

Limitations are the shortcomings, conditions or influences that cannot be 

controlled by the researcher, that place restrictions on the researcher methodology 

and conclusions. Limitations are influences beyond the researcher control (BCPS, 

2014). In this research, two limitations have been identified. Firstly, the study 

focused on the customers of TM in Seremban area only. The data of the study are not 

collected from other customers of other business organizations. The data is solely 

from TM customers and may not be suitable for other organizations from different 

industries. This is because customers from other business organizations may have 

different opinions and expectation from each organization.  

 

Secondly, the survey is time consuming. Customers were reluctant to 

participate in the survey. This might affect the percentage of target respondents in the 

study that could delay the data collection process. Therefore, the researcher has 

difficulties in completing the survey during the specified time. Hence, the researcher 

needs to strategize the survey process in order to encourage participation among 

respondents. 
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1.7  Significance of the Study 

 

By identifying the crucial factors that could contribute towards good 

customer service, it will boost the company’s business performances as customers 

are more satisfied. The business organization could improve their customer service 

based on the suggested factors. Both parties will benefit from each other as the 

business is providing a service that meets the customers’ needs and the customers 

will continue to support the business.  

 

 This research is important for entrepreneurs. Understanding a good customer 

service is a basic for every entrepreneur and businessman in all industries so that 

businesses can position themselves in a marketplace with highly branded name and 

good image that provide satisfying products and services. 

 

1.8  Summary 

 

 Overall, this chapter explains about the purpose of this research and what the 

researcher wants to achieve. To conclude, if we can provide the customers what they 

are looking for, when they need and expect it, it could build trust between the 

company and the customer will evolve into invaluable customer loyalty. 
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CHAPTER 2 

 

 

LITERATURE REVIEW 

 

 

2.1  Introduction 

 

A literature review is a critical and in depth evaluation of previous research. 

It is summary and synopsis of a particular area of research, allowing readers to 

establish why they pursuing the particular research program. A good literature 

review expands upon the reasons behind selecting a particular research question 

(Martyn Shuttleworth, 2009). 

 

For this chapter, the researcher has discussed on the overview of the factors 

contributing towards excellent customer service. Besides that, the relationships 

between the factors and excellent customer service are explained while, how the 

factors influence the customer service is elaborated. 

 

2.2  What is Customer Service? 

 

 Customer service is the act of taking care of the customer’s needs by 

providing and delivering professional, helpful, high quality service and assistance 

before, during, and after the customer’s requirements are met ( Paul Mckinney, 




