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ABSTRAK

Kunci kejayaan untuk kelangsungan setiap organisasi ialah mengekalkan kesetiaan
jenama dan hal ini menjadi lebih mencabar terutamanya apabila berlakunya krisis.
Kesilapan kecil dalam tindak balas kepada krisis jenama akan menjejaskan imej jenama
bagi organisasi. Isu ini merupakan satu isu yang serius. Namun, pemahaman mengenai
cara tindak balas krisis yang dapat mempengaruhi kesetiaan jenama pascakrisis masih
kurang dikaji. Oleh itu, kajian i bertuyjuan untuk mengenal pasti hubungan di antara
strategi tindak balas krisis jenama yang dinamakan sebagai strategi tindak balas krisis
utama dan strategi tindak balas krisis kedua serta penjenamaan semula korporat terhadap
kesetiaan jenama selepas krisis jenama berlaku. Reputasi jenama telah diambil kira
sebagai pengantara. Kerangka kajian ini telah dibangunkan berdasarkan “Situational
Crisis Communication Theory” dan “Reciprocity Theory”. Data dikumpulkan melalui
soal selidik daripada penumpang penerbangan di bahagian utara Malaysia dengan sampel
saiz sebanyak 384 orang responden. PLS-SEM telah digunakan untuk menganalisis data
tersebut. Dapatan kajian menunjukkan bahawa strategi tindak balas krisis jenama dan
penjenamaan semula korporat mempunyai hubungan yang signifikan kepada kesetiaan
Jenama. Selain itu, reputasi jenama mempunyai kesan pengantara di antara strategi tindak
balas krisis jenama dan penjenamaan semula korporat terhadap kesetiaan jenama. Hasil
kajian ini telah mengukuhkan lagi teori dan sorotan kajian yang berkaitan kesetiaan
jenama serta mengemukakan cadangan untuk penstrukturan strategi tindak balas krisis
jenama secara menyeluruh. Kajian ini memberi sumbangan secara teori dan praktikal
untuk ahli akademik serta profesional. Batasan kajian untuk kajian ini telah dinyatakan,
dan beberapa cadangan yang berharga untuk kajian akan datang juga telah dicadangkan.

Katakunci: Kesetiaan jenama, reputasi jenama, strategi tindak balas krisis jenama dan
penjenamaan semula korporat
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CHAPTER 1

INTRODUCTION

This chapter provides fundamental information regarding the present study. Starting with
a brief discussion on the background and the 1ssues of the research, the discussion
continues with the problem statement. The discussion then proceeds with the research
objectives, research questions, significances of the study and the scope of the study. The
last section of this chapter is the definition of key terms used in this study and also the

organisation of the thesis.

1.1 Background of Study

Brand loyalty is the vital survival factor for any organisation, especially in term of
gaining the competitive advantages and dominates the market share in which brand
loyalty will help to increase the organisation's competitive advantage and market share
(Dick & Basu, 1994). Organisations with high brand loyalty gain the advantages of
charging the premium prices and gain a higher percentage of profit, higher return on
investment as well as to create the entry barrier to the competitive brands (Denoue &
Saykiewicz, 2009). Furthermore, in facing tremendous market challenges and
competitiveness, brand loyalty is considered as the asset and key success factor for
organisation sustainability (Gurau, 2012). Gradually, more organisations are recognising
the need to expand and maintain brand loyalty to certify long-term profitability, creating
and maintaining loyal customers become increasingly complicated in today's competitive

environment.
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APPENDIX A

Approval letter te collect data in the airports

Ry Kamiz  MASBIPRIQL LD 11
Taskh 0 22 Needa 2000

Rosdizimsaki Bz Ahasad

Pedajusr %,

Oftwsan Yeop Abdulinh Geaduss School of Resinu,
Ulnoversit s Makayods,

L6110 Kisstok,

Kednls Daenl Amnn

P,

KEBERARAN UNTUK MUENGEDARKAN SOAL SELIDEK BASLAR D) LAPANGAN
TERBANG ANTARABANGES PULAU PINANG

Merajud. kepada paakura di plus dan seent pamn beclakh 13 Noy 2014,

2 Behovila  dimuklambos  biuove  porsolivssl g0 uikek menjulaaknn uﬁm
pesrelldie e adeluly ailigeskan, Di Bbamben kajin gkan dialsdan ishsdeg peosn

kupal berkang d Lapanpe Tubung Adisaboigsa Peles Pinng duril Die 2016 woblsggn M
lrenrd 2007, Pilek pues dlkchends] untub senglsd borang “Noos Disdosure A greomond
{NIIA} yang dilaenpickinn b, becusg Sl beihlal disentliban kspada Pagssu| Tmtages,

3 Silo berhubusy devamas Popawnl Gortagas & |apangss Tabenp il mclaial talian
wlcfan $4-2570143 stau 812-3043000 bugl poaab luesun Laji sclidil. Sila bporias kehodinen
winds e Popavend Dettugas sctap ball ands e oleden penyeidibe.

Dokt sorims kuslh

buaer,
b MALAYSIA ATRPGETS SDN BILO,,

%A

Tenguras Kuselamato (AVSECE
Vosekalf K sman Operes
Pesvein Benugas (Operasi |

o~ i M AEAYSIA ATRMMT S SO, B jomn 1y
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Rujkan  MASBASADMIZI( 113}
Tarnkh: 05.01.2117

Polagar Pric,

Siewazah Pernisgasn Cthman Yaop Abdallah
Unbenralfs Uoars Maluysia,

CA010, Stk Kedah Dand Agian.

Fuan,

KEBENARAN UNTUK MENGEDAR SOAL SELIDH D LAPANGAN TERBANG
SULTAN ABOUL HALIM

Dengan fymainya says menjuk kepada perkars. d atas dan Smes puSn yag bertarikh
QS Jan 2017 adulsh barkedan.

2 Malaysia Arpors mengucapicen ribuan tarima kaslh Kedsns plak pusn baminat
umMuk Mengedarkan soal seadik & Lapangan Terbang Sultan Abdiyl Hedm Al Selar
pada;

Tkt 01 Dindrmbige 2045 hingoa 18 Januar 2017

3 itk kami Hada halangan untuk mengedarkan 5o seddik df kawasan termingl
LADARQNG Gabang Nutten Abdul Helim satle d rssngen balel berepas peds tankh
sepertimana yang lelah dletapkan,

4 Dihacag peryefidikan i dépat meancarkan paqslanan dan kafah puan

Saklan, arena kanih,

Yanag banar,
bp. MALAYSIA AIRRORTS SOH BHD

/5

BN RAMLI
unss Lagangen Temang Suftan Abded Halim

=] MALAYSLA p)RPOATS SDM, BHO. jsxes - o 1

i 4 A wolprDmms sdsadery of B Sorerd Hosloge Bades)

Lagargpet Tofleu Sulhan Aletd Fanr R Acs feviy . Koaha Loas usina, pleryen
b e T P st

214




Ly Genaol » PERMONONAN KERENAIUAR UNTUK B SOAL SELICIK KARAK DI LAMNGAN TERBANG

M Gmail

togizawati ahmad <roslizawxtiahmadf@gmall.com>

PERMOHONAN KEBENARAN UNTUK EDAR SOAL SELIDIK KAJIAN DI LAPANGAN

TERBANG

hamidahk@mal ayslaairports com.my <hamidahkgmalizysiaairports.com.my>

To: oatiz awati ahmad <rodkzawath

29 March 2017 at 15:48

ishmad@omal.com>
Ce: abiullanh@matayslazimonts.com.my, denlaimi@malayslaakpors com.y, azamihmalays askpods.com my,
wizainigmalaysiaanpos. com.my, jovyngdmalaysiaairports. com.my, mohdz anok@malaysiaakports. com.my

Wsalam

Meruk kepada perkara o atas,

Pitiak panguruian MASE Lengkarw lela member kobenacan barts hekiusan kepsda phak puan unfuh manjstankan akiiviy

sirvey sepertimana yang djaduakan.

Sehubungan llu, beberana parkara dan peraliran peru df palubi oieh phak puan sepaniang lempah besada o LTAB Langkewd.

1. Pamaislsn Pag Kesplwnalpn «

* Boish 6 pacckihi i Kaurdar Pas Kesdlamalin MASS Langkawh dargn cagarsn 10 / Kad Panganian / Lesen Memand
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* Caf RM 2.00 skan dikenakan.
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3 Pemakalan yang kemas.

4 Momakhumkan hepada Pegaws! Bertugas { Dufy Officer ) teriabil dahuly sebalum akbvitl dl Lis anakan
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Sekian lerima kasty
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Senior Executive Operations
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APPENDIX B

Set of questionnaire

Serial no:

%’ Universiti Utara Malaysia

RESEARCH QUESTIONNAIRE
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Dear Respected Respondent,

My name is Roslizawati binti Ahmad, a PhD student of Universiti Utara Malaysia. |
am currently conducting a research on examining the relationship between brand
loyalty, brand reputation and post crisis response strategy among the airline
passengers in Northern Region of Malaysia. [ would very much appreciate if you
could spend of your valuable time to answer enclosed questions. Your responses are
very important and significant to the accuracy of the information pertaining to my
research. The information gathered from here is STRICTLY FOR AN ACADEMIC
PURPOSES only and will be treated STRICTLY CONFIDENTIAL. If you have any

inquiries, do not hesitate to contact me at:

Roslizawati binti Ahmad
School of Business Management,
Universiti Utara Malaysia,
06010, Sintok, Kedah Darul Aman.
Tel: 011-36311588
E-mail: roslizawatiahmad@gmail.com

or my Supervisor:

Dr Hasnizam bin Shaari
School of Business Management,
Universiti Utara Malaysia,
06010, Sintok, Kedah Darul Aman.
Tel: 04-9284000

Your kind cooperation and participation is highly appreciated. Thank you

ROSLIZAWATI BINTI AHMAD
PhD Student,

School of Business Management,
Universiti Utara Malaysia.
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Kepada Responden yang dihormati,

Nama saya Roslizawati binti Ahmad, seorang pelajar PhD di Universiti Utara
Malaysia. Saya kini sedang menjalankan penyelidikan mengenai perhubungan
antara kesetiaan jenama, reputasi jenama dan strategi tindak balas selepas krisis
dikalangan penumpang syarikat penerbangan di Wilayah Utara Malaysia. Saya
sangat menghargai sekiranya anda sudi meluangkan masa berharga anda untuk
menjawab soal selidik ini. Jawapan anda adalah sangat penting kepada ketepatan
maklumat yang berkaitan dengan kajian saya. Maklumat yang dikumpulkan adalah
'HANYA UNTUK TUJUAN AKADEMIK SAHAJA dan ianya adalah SULIT. Jika anda

mempunyai sebarang pertanyaan, jangan teragak-agak untuk menghubungi saya di:

Roslizawati binti Ahmad
School of Business Management,
Universiti Utara Malaysia,
06010, Sintok, Kedah Darul Aman.
Tel:011-36311588
E-mail : roslizawatiahmad@gmail.com

atau Penyelia saya:

Dr. Hasnizam bin Shaari
School of Business Management,
Universiti Utara Malaysia,
06010, Sintok, Kedah Darul Aman.
Tel : 04-9284000

Kesudian dan kerjasama dari anda amat saya hargai. Terima kasih.

ROSLIZAWATI BINTI AHMAD
Pelajar PhD,

School of Business Management,
Universiti Utara Malaysia.
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R
THE NEWSPAPER

Newspaper.com THE WORLDS FAVOURITE NEWSPAPER 9 SEPT 2016

Malaysia Airlines 'technically bankrupt'

Malaysia Airlimes is 'technically bankirupt", its chief executive bhas said, as he
anpounced a restimcturing programme and plans to cut about 6.000 jobs. The
anowcement follows the nwin aw disasters which forced its nationalization last vear. The
airline said it had "offered jobs” 10 14.000 of its 20.000 workforce. The move was expected
and follows the appointment of new chief executive Cluistoph Mueller in May “We are
technically bankrupt,” Mr. Mueller told a news conference. "The decline of performance
started long before the tragic evenis of 2014

The airline is operating as nonmal and no flights are currently affected. In March last vear,
Malaysia Airlines flight MH370 disappeared with 239 passengers and crew aboarc. The
plane is stili missing. Four months later, flight MH17 was shot down by a suspected grownd-
to-air missile while in Ukrainian aispace, with the loss of 298 passengers and crew. The
two disasters proved to be the final straw for the already struggling business, which had
reported losses for several vears as a result of strong regional conpetition,
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O T
BERITA KINI

Denitakanl.cont AKHBAR TERBATIK DUNIA 9 SEPT 2016

Malaysia Airlines “secara teknikalnya muflis”

Malaysia Advlimes “secara tcknikalnya mufis", Kata Retua eksekatifuya ketika mengumutokan prograw
penyusunan semula dan nerancang untuk mengurangkan kira-kira 6,000 pekerja. Pengumuinan it susulan
bencana udma berkembar yvang memaksa nasionalisasinya taliuy lgpas. Syarikat penetbangan ita baikata ia
mempunyai pekerjaan yaug ditawarkan sebanyak 14,000, manakala tenaga kerja sedia ada adalah sebamyak
20.000. Langkah itu tefah dijangka setelal pelannikan Kenwn Eksekutif bam Cluistoph Mueller pada bulan Mei
lalu. "Kami secara teknikalnya felall bankrap.” kata Mueller pada sidang akhbar. “Pemuunan prestasi telah

bernila sekian lama sebelun peristhwa-peristiwa tragis 2014 lagi”

" Syarikat penerbangan itu beroperasi seperti biasa dan tiads penerbangan yang terjejas. Pada Mac tahun lepas.
Malaysia Allines telab kehilangan MH370 bersama 239 pennpang dan anak Kapal. Empat bulan kenmundian.
penerbangan MHL telal ditemubak jatuh oleh peluru berpandu di ruang udara Ukraine. mengakibatkan kebilangan
298 pepwnpang dan anak kapal. Kedua-dua bencaua im menjadi kennwerk kepada permiagaan yang sudah lmna
berniasalall. yang mana tetal melaporkan kerugian selama beberapa faliun akibat persaingan serantau yang

mencabar.

220



SECTION C: POST CRISES RESPONSE STRATEGY/ STRATEGI TINDAK BALAS SELEPAS KRISIS

Using the scale of 1 - 7, please circle the apprepriate number that best describe your perception based on
the news provided in page 4.
Dengan menggunakan skala 1 - 7, sila bulatkan nombor yang sesual yang paling menggambarkan persepsi anda
berdasarkan keratan akhbar dihalaman 5.
(1= strongly disagree/sangat tidak setuju, 4= natural/natural, 7= strongly agree/sangat setuju)

PC 1: Primary crisis response strategy
PC 1:Strateqgi tindak balas krisis utama

Strongly Disagree....
Sangat TIDAK Setuju

..... Strongly Agree

vooene SANGAL Se

fuju

PC1

MAS should confront the person or group claiming something is
wrong with this airlines carrier.

MAS perlu bersemuka dengan orang atau kumpulan yang mendakwva
sesuatu yang tidak kena dengan syarikat penerbangan ini.

PC2

MAS should artack the accuser or the accusation.
MAS periu menverang penuduh atau tuduhan itu.

PC3

MAS's Crisis Manager should assert that there is no crisis in this
airlines carrier.

Pengurus Krisis MAS perlu menegaskan bahawa tidak ada krisis
dalam syarikar penerbangen ini.

PC4

MAS should deny of the accusation.
MAS perlu mmenafikan tuduhan tersebut.

PC5

MAS should blame other person or group cutside this organization
for the crisis happened.

MAS pertu menyalahkan orang atau kumpulan lain di luar erganisasi
ini bagi krisis it berlaku.

PC6

MAS should state that this crisis is a reasonable response to
someone else’s act or to pubtic policy change.

MAS perlu menvatakan bahawa krisis ini adalah tindakbalas yang
munasabal untuk perbuatan orang lnin atew wituk perubahan dasar
awaiit,

FC7

MAS should state that the organization has been framed by
irresponsible party.

MAS periu menyatekan bahawa organisasi it velah diperangkap oleh
pihak yang tidak bertanggungjawab.

PC8

MAS shiould state that the company lacked the resources or had no
ability to prevent the event from happening.

MAS perlu menyatakan bahawa syarikat ity kekurangan sumber atau
ridak mempunyai keupayaan untuk mencegah kejadian itu daripada
berlaku.

PC9

MAS should state that the event stemmied from the corporation’s
good intentions,

MAS periu menyatakan bahawa peristiwa itu berpunca daripada niat
baik organisasi itu.

PC
10

MAS should focus on new issues cccur after the crisis.
MAS pertu memberi tunpuan kepada isu-isu baru berlaku selepas
krisis tersebut.

PC
11

MAS should show concern and/or soirow to express the feelings.
MAS perlu menunjukkan keprihatinan dan / atau kesedihan untuk
melualikan perasaan.
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PC 1: Primary crisis response strategy
PC 1: Strategi tindak balas krisis utama

Strongly Disagree....Strongly Agree
Sangat TIDAK Setuju...Sangat Setuju

MAS should state those others airlines carrier had similar or more

PC | offensive crisis events. 1 2 3a]s 6 7
12 | MAS perlu menyatakan bahmwa syarikat penerbangan lain

mempunyai peristiwa yang sama atau lebih menyakitkan .
PC MAS should explain the cause of this airlines carrier’s crisis to the
13 | custower. 11213 |4]|5 6 7

MAS perlu menjelaskan punca krisis itu kepada pelanggan.

MAS should state that the event is not as serious as outsider views
PC | it
14 | MAS periu menyatakan bahawa kiisis it tidak begitu serius L2 |8 |48 G 7

sebagaimana anggapan crang luar.

MAS should reframe the facets or the causes of the crisis in a more
PC | advantageous view. 1l213lals 6 7
15 | MAS perlu merangka semula aspek atau punca-punca krisis di

dalam pandangan yang lebil berfaedah.
PC | MAS should admit the alleged accusation. tl213lalslel 7
16 | MAS perlu mengaku pertuduhan yang dituduh.
PC | MAS should promise to change the corporate public policy. 1 2 3|4 5 6 7
17 | MAS perlu berjanji untuk mengubah dasar awam korporar.

MAS should provide the public with instructive information, (e.g,

how to react to a crisis in terms of actual behaviour) and adaptive

information, (e.g., informing the people how to react to a crisis in
pe | terms of psychological reactions).

MAS perlu menyediakan orang ramai dengan maklumat berbentuk 1|23 |4]°5 6 7
18 N 5 :

pengajaran, (contohnya, bagainana untuk bertindak balas kepada

krisis daii segi tingkalt laku sebenar) dan maklumat berbentuk

penyesuaian, (conteiya, inemberitahu rakyat bagaimana untuk

bertindak balas kepada krisis dari segi tindak balas psikelogi).
PC | MAS should promise to compensate the victims. 1 2 3|45 6 7
19 | MAS perlu berjanji untuk membayar pampasan kepada mangsa.

MAS should take full responsibility for the crisis and asks for
PC | forgiveness.

- 123 |[4]|S5 6 7

20 | MAS perlu bertanggungjawalb sepermihnya ke atas krisis dan

memohoin maaf.
PC | MAS should apologize and/or ask for forgiveness. 1l213als 6 7
21 | MAS perlu memohon maaf dan / atau meninta ampui.

MAS should promise to correct the wrong and/or make proactive
PC | actions for the future. 1 2 3lals 6 7
22 | MAS perlu berjanyi untuk membetulkan yang salah dan / atau

membuat tindakan proaktif untuk masa depan.
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SC 1: Secondary crisis response strategy Strangly Disagree..........Strongly Agree/
SC 1: Strategi tindak balas krisis kedua Sangat TIDAK Setuju..........Sangat Setuju
MAS should offer more price-off promotien to the customers
sc after the crisis.
1 - | MAS periu tawar lebili proinosi potongan harga kepada pelanggan | 1 2 3 4 3 6 7
selepas krisis bertaku.
MAS should give more (ree gifts 1o their customers after the
sc crisis,
~ | MAS pertu membert hadiah percwnna kepada pelanggan mereka 1 2 3 4 5 6 7
T | selepas krisis berlaku.
MAS should oftfer more coupons to their customer s after the crisis.
Sf MAS perlit memberi kupon kepada pelanggan mereka selepas krisis 1 9 3 4 5 6 7
3 | bericku.
MAS should offer grearer rewards points to be redeemed after the
sC crisis.
4 | MAS perlu menavearkan ganjaran mata yaug lebih besar unfuk 1 2 3 4 5 6 7
ditebus selepas krisis bertaku.
MAS should more aggressively advertise their aiclines services in
sc media after the crisis.
s | MAS perlu lebil agrestf mengikiankan perkhidmatan penerbangan 1 2 3 4 5 6 7
T | mereka dalam wedia selepas krisis berlaku.
MAS should offer otlier support to the victims of the crisis
personally other 1han compeusation.
SC | MAS perlu menawarkan sokongan lain kepada mangsa-mangsa
eel i | : 2P 1 2 3 4 5 6 7
& | Arisis secara peribadi selain daripada pampasan selepas Krisis
beriaki.
MAS should praise the support or loyalty of their customers ou their
gC | Wain website after the crisis.
7 | MAS pertu memyi sokongan aran kesetiaan pelauggan meveka di i 2 3 4 5 6 7
faman web utama mereka selepas krisis berlaku.
MAS should infonu that they leam a lot from: the customer’s
sc feedback.
8 MAS periu memaklumkan bahawa mereka banyvak belajar daripada 1 2 3 4 5 6 7
makhun balas pelanggan.
MAS should implement most of the improvewent suggestion by
their customners on their service after the ¢risis.
SC | MAS perlu melaksanakan kebanyakan cadangan pencibahbaikan i 2 3 4 5 6 7
9 | oleh pelanggan meveka pada perkhidmaran maeka selepas krisis
berlaku.
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SC
10

MAS should inform personally fo their customer about their
previous and cwrent achievements.

MAS perlu memakhunkan secara penbadi kepada pelanggan
mengenai pencapaian sebelun dan semasa yang telah dicapai.

SC
11

MAS should rentind the customers that they are also the vietim of
the erisis.

MAS perlu mengingatkan pelanggan bahavwa niereka juga adalah
nrangsa kvisis.

SC
12

MAS should state they had no abiliry ro prevent the event from
happening.

MAS pertu menvatakan bahawa mereka tidak mempunyai keupayami
untuk mencegah kejadian int daripada berlaku.

sC
13

MasS should confess thar the crisis is normal events and frequently
happened 10 other airlines carier also.

MAS pertu mengakui bahawa krisis ini adalah perisiwa biasa dan
sering berlaku kepada dengan syarikai penerbangan lain juga.

SC
14

MAS should eniphasize their previous positive records and their
noble actions as proves that they are NOT intentionally involved in
the crisis.

MAS pertu menekankan rekod posinf merveka sebelum im dan
tindakan nilia mereka sebagai membukitkan bahawa mereka
TIDAK sengaja terlibat dalam kvisis.

226




SECTION D: CORPORATE REBRANDING,/PENJENAMAAN SEMULA KORPORAT

Using the scale of 1 - 7, please circle the appropriate number that best describe your perception
based on the statement given below.

Dengan menggunakan skala ! - 7, sila bulatkan nombor yang sesuei yang paling menggambarkan persepsi anda
berdasarkan kenyataan yang diberi dibawabh.

(1= strongly disagree/sangat tidek setuju, 4= natural/natural, 7= strongly agree /sangat setuju)

“On 1 September 2015, Malaysia Airlines started their business as a new entity when its holding
company, Malaysian Airline System Berhad (MAS), changed to Malaysia Airlines Berhad (MAB)”

“Pada 1 September 2015, Malaysia Airlines memulakan perniagaan mereka sebagai entiti baru
apabila syarikat indukmea, Malaysian Airline System Berhad (MAS), ditukar kepada Malaysia Airlines
Berhad (MAB)"

CR 1: Corporate rebranding Strongly Disagree.........Strongly Agree/
CR 1: Penjenamaan semula korporat Sangat TIDAK Setuju.......... Sangat Setuju

cRy | ! prefer MAB brand name than MAS brand name, 1 2 3 4 5 6 7
Saya lebih suka jenamn MAB daripada jenama MAS.

cRrz2 | 1 think MAB is a positive brm}d nanie. - 1 2 3 4 5 6 7
Sava rasa MAB adalali nama jenama yang positif.

cRr3 | think MAB is a favourable b?and name. . L 2 3 4 5 6 7
Saya rasa MAB adalah nama jenama yang digemari.

CR4 | 1 think MAB is a good brand name. ) 1 2 3 4 5 & 7
Saya rasa MAB adalah nama jenama yang baik

cRrs | Tknow very much about airline services. 1 2 3 4 £ 6 7
Saya tahu banvak mengenal perkhidmatan syarikar penerbangan.

I am experienced in using airline services.
CR6 | Saya adalah searaug yang berpengalamian dalan: menggunakan 1 2 3 4 5 6 7
perkhiidmatan syarikat penerbangan.

Iam informed about the airlines services-refated information.
CRY | sava sedia makhun mengenai maklymat syarikat penerbangan 1 2 3 4 5 6 7
perkhidmatan yang berkaitan.

Compared with average, | am an expert airlines services user.

CR8 | Secara purata, saya adalah pengguna yang pakar mengenai Ll 234567
syartkat penerbangarn.
1like MAB.
3 4 5 6 7
Chy Saya suka MAB. : .
CR | My overall opinion on MAB is positive. 1l 21 3| als| el 7
10 | Pada pendapat saya secara keseluruhan di MAB adalah positif.
CR | I'think MAB is a good brand. tl2l 3l 4556l

11 | Seya rasa MAB adalah satu jenana yang baik.

CR I'will choose MAB the next time to fly.
12 Saya akan memilih MAB untuk penerbangan pada masa akan 1 2 3 4 G 6 7
datang.
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SECTION E: DEMOGRAPHIC INFORMATION/ MAKLUMAT DEMOGRAFI

Please tick (/) at appropriate box that sult yourself.
Sila tendakan (/) pada kotak yang berkenaan dengan andc.

What is your gender? D Male/ Lelaki Female/Perempuan
Apakah jantina anda?

What is your age? [ ]2s35 36-46

Berapakah umur anda? D 47-57 57 and above/57 dan lebilt

What is your cltizenship? :] Mataysia

Non Malaysia/bukan Malaysia
Apakakh kerakyatan anda?

What is your education level? |:| High school/Menengat:

Bachelor degree/fjazal Sarfana
Apakah tahap pendidiken anda?

Muda

|:| Master/lfazah Sarjana PLD/ Doktor Falsafah

Stla nyatakan keturunan anda. |___'| India Others/ Lain-lain
What Is your current job? Government servant/ Private sector /
Apakah pekerjaan anda sekarang? Kakitangan kerajaan Pekerja sektor swasta

|:| Self-emploved/
Bekerja sendiri

Retired/
Pesarn

What category best describe vour "] < RM2000
monthly Income? /Apakalk kategori Ij RM 4001 - RM 6000
pendapatan anda?

RM2001 -~ RM 40600
> RM6001

1]
[
[]
]
[
]
Please specify vour race, [ Malay/Melayu [ ] Chinese/Cina
]
]
]
]
L]
L]

Please specily your preferable alvline company/Sila MAS Alr Asia
nyatakan syarikar penerbangan kegemaran anda. Others. please specify/ Lain-latn, stla nyatakan

How often you use airline service? Atleast once in a week/Seminggu sekali

Berapa kerap anda menggunakan perkhidmaran At least once in a month/ Sebulan sekali

syaitkat penerbangan? At least once in a year/ Serahun sekali

How did you first hear about MAS's crisis? v Radio

Bagaimana anda pertama kali mendengar Newspaper/Surat khaber Magazine/Majalah
mengenai brrsis MAS? Word of mouth/ Internet

nradut ke mulut
[:] Others, ptease specify/ Lafn-lain, sfle nyatakan.

THANK YOU VERY MUCH FOR YOUR ASSISTANCE IN COMPLETING THIS QUESTIONNAIRE.
TERIMA KASIH DIATAS BANTUAN ANDA UNTUK MENGISI SOAL SELIDIK INI.
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APPENDIX C

Reliability result for pilot test

1. Brand Loyalty

Refiability Statistics

Cronbach's Cronbach's N of ltems
Alpha Alpha Based on
Standardized
items
.915 917 7

Item-Total Statistics

Scale Mean if | Scale Variance | Corrected ltem- Squared Cronbach's
Item Deleted if Iltem Deleted Total Multiple Alpha if Item
Correlation Correlation Deleted

Brand Loyalty 1 28.10 58.714 876 865 .888
Brand Loyaity 2 2847 63.223 870 872 .888
Brand Loyalty 3 28.27 71.099 573 433 .921
Brand Loyalty 4 28.30 67.666 .784 697 .898
Brand Loyalty 5 28.23 68.944 742 660 902
Brand Loyalty 6 27.47 72.189 715 T11 9086
Brand Loyalty 7 27.77 75.013 680 .705 910
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2. Brand reputation

Reliabllity Statistics
Cronbach's Cronbach's N of Items
Alpha Alpha Based on
Standardized
ltems
812 857 10
item-Total Statistics
Scale Mean if | Scale Variance | Corrected Item- Squared Cronbach’s
liem Deleted if ltem Deleted Total Multiple Alpha if [tem
Correlation Correlation Deleted
Brand Reputation 1 46.30 45183 749 719 VA
Brand Reputation 2 46.60 42.524 701 762 .769
Brand Reputation 3 48.50 63.500 -.349 271 903
Brand Reputation 4 46.23 43.771 824 812 761
Brand Reputation 5 45,87 45,292 706 741 774
Brand Reputation 6 46.37 44.516 .785 725 766
Brand Reputation 7 45.87 46.051 .699 .696 776
Brand Reputation 8 46.03 46.654 681 665 779
Brand Reputation 9 46.60 41.076 795 750 756
Brand Reputation 10 46.33 52.782 12 176 .839
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. Primary crisis response strategy

Reliability Statistics

Cronbach's Cronbach's N of Items
Alpha Alpha Based on
Standardized
ltems
.780 797 22

Item-Total Statistics

Scale Mean if | Scale Variance | Cofrected ltem- Squared Cronbach'’s
Item Deleted if itemn Deleted | Total Correlation Multiple Alpha if Item
Correlation Deleted
Primary Crisis Response
98.54 168.110 .352 .806 T71
Strategy 1
Primary Crisis Response
97.64 161.497 484 .948 .761
Strategy 2
Primary Crisis Response
97.46 171.962 313 953 T73
Strategy 3
Primary Crisis Response
99.00 175,333 220 916 778
Strategy 4
Primary Crisis Response
97.93 162.143 518 957 759
Strategy 5
Prima Crisis Response
i P 98.25 174.585 198 .954 781
Strategy 6
Primary Crisis Response
97.57 165.143 452 838 764
Strategy 7
Prima Crisis Response
i P 98.11 169.433 .330 962 T72
Strategy 8
Prima Crisis Response
¥ P 96.32 166.004 5985 910 759
Strategy 9
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Primary  Crisis
Strategy 10

Primary Crisis
Strategy 11
PrimaryCrisis
Strategy 12

Primary  Crisis
Strategy 13

“| PrimaryCrisis
| Strategy 14

Primary Crisis
Strategy 15

Primary  Crisis
Strategy 16

Primary Crisis
Strategy 17

Primary Crisis
Strategy 18
PrimaryCrisis
Strategy 19

PrimaryCrisis
Strategy 20

Primary Crisis
Strategy 21

Primary Crisis
Strategy 22

Response

Response

Response

Respanse

Response

Response

Response

Response

Response

Response

Response

Response

Response

96.43

97.75

05.86

98.14

96.14

98.00

96.64

96.50

95.89

96.82

96.54

95.79

96.18

166.476
159.602
164.127
178.720
172.201
172.741
173.053
171.963
169.8‘03
185.115
180.258
184.101

172.671

510

.687

.601

.099

338

264

317

348

518

-.049

066

007

415

855

844

917

935

.894

.967

924

.864

918

.932

965

.938

799

762

751

757

787

T2

776

J73

A7

764

799

.789

.788

.769
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. Secondary crisis response strategy

Reliability Statistics

Cronbach's Cronbach's N of Items
Alpha Alpha Based on
Standardized
Items
821 .848 14

Item-Total Statistics

233

Scale Mean if | Scale Variance | Corrected ltem- Squared Cronbach's
Item Deleted if tem Deleted | Total Correlation Multiple Alpha if Item
Correlation Deleted
‘| Secondary Crisis Response
67.46 92.554 857 957 .801
Strategy 1
Secondary Crisis Response
67.36 92.831 552 262 .801
Strategy 2
Secondary Crisis Response
67.18 90.671 .588 799 798
Strategy 3
Secondary Crisis Response
66.46 98.406 .643 .836 .800
Strategy 4
Secondary Crisis Response
66.54 97.962 .599 .818 .801
Strategy 5
Secondary Crisis Response
66.29 99.841 640 830 .802
Strategy 6
Secondary Crisis Response
v e 66.39 98.766 622 927 .801
Strategy 7
Secondary Crisis Response
66.64 98.460 577 .780 .803
Strategy 8




Secondary Crisis
Strategy 9

Secondary Crisis
Strategy 10

Secondary Crisis
Strategy 11

Secondary Crisis
Strategy 12

-| Secondary Crisis
Strategy 13

| Secondary Crisis
Strategy 14

Response

Respaonse

Response

Response

Response

Response

66.93

67.18

67.46

68.57

66.79

69.86

95.847

93.041

104.036

99.069

96.249

117.757

.663

631

A7

302

494

-.234

697

592

597

623

649

460

797

786

.833

.823

.806

858
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. Corporate rebranding

Reliability Statistics

Cronbach's Cronbach's N of ltems
Alpha Alpha Based on
Standardized
ltems
845 823 12
Item-Total Statistics
Scale Mean if | Scale Variance | Corrected Iltem- Squared Cronbach's
Item Deleted if item Deleted | Total Correlation Multiple Alpha if Item
Correlation Deleted
'] Corporate Rebranding 1 43.59 89.823 628 .798 .824
Corporate Rebranding 2 42.30 84.310 779 873 811
Corporate Rebranding 3 43.38 85.458 J75 953 812
Corporate Rebranding 4 43.17 84.219 .765 953 812
Corporate Rebranding 5 44.72 108.350 017 .582 .863
Corporate Rebranding 6 40.83 108.362 -.023 817 .865
Corporate Rebranding 7 41.28 108.707 .018 .871 .860
Corporate Rebranding 8 42.03 97.534 413 609 .840
Corporate Rebranding 9 42.72 85.421 783 922 811
Corporate Rebranding 10 4224 92.190 .598 .758 827
Corporate Rebranding 11 42.52 85.901 757 829 813
Corporate Rebranding 12 41.90 95.953 442 716 839
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APPENDIX D

Independent Sample t-test

Independent Samples Test

Levene’s Test for Equality of

t-test for Equality of Mear

Variances
F Sig. t df Sig. (2- Mean Std. Ei
taited) Difference Differe
Equal variances
i assumed 1.086 .298 794 381 428 09181 1
Equal variances not
assumed 802 | 258.385 423 .09181 3
el | vemes 3.605 058  .025| 382 980 00279 A
e EqsuLiarln ariances  not
v i
assumed 026 282.344 .979 00279 A
Equal variances
i assumed 019 .892 -.790 382 430 -.10840 K|
Equal variances not .
assumed -790| 254.655 430 -.10840 A
Equal variances
MY assumad 006 .939 -.460 380 646 -.03532 .C
Equal variances not
assumed - 457 | 248,633 648 -.03532 G
Equal variances
5 assumed 2.441 119 .B68 382 .386 13672 A
Equal wvariances not
assumed 894 | 275.838 372 13672 =
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APPENDIX E

BL1 <-
BL

.BL1 <-
Attitude

BL2 <-
BL

BL2 <-
Attitude

BL3 <-
BL

BL3 <-
Afttitude

BL4 <
BL

BL4 <-
Behaviour

BLS <-
BL

BLS <-
Behaviour

BL6 <-
BL

BL6 <-
Behaviour

BL7 <-
BL

Original
Sample
(0)

0.888058

0.936961

0.881084

0.937738

0.793044

0.857423

0.899978

0.876005

0.822585

0.848819

0.851948

0.919843

0.849301

Sample
Mean (M)

0.889326

0.938089

0.882287

0.938397

0.790952

0.855043

0.900357

0.875982

0.822420

0.848612

0.849382

0.918179

0.846841

Standard
Deviation
(STDEYV)

0.020612

0.012238

0.023389

0.011969

0.042540

0.034884

0.021142

0.023763

0.042404

0.034748

0.036535

0.022572

0.036146

Standard
Error
(STERR)

0.020612

0.012238

0.023389

0.011969

0.042540

0.034884

0.021142

0.023763

0.042404

0.034748

0.036535

0.022572

0.036146

T Statistics

(|O/STERR))

43.086247

76.561683

37.670209

78.349260

18.642127

24.579441

42.569050

36.864352

19.398547

24427676

23.318461

40.751501

23.496576
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BL7 <-
Behaviour

BR1 <-
BR
BR10 <-
BR
BR2 <-
BR

BR3 <-
BR

BR4 <-
BR

BRS <-
BR

BR6 <-
BR
BR7 <-
BR
BRS8 <-
BR
BRY <-
BR
CR1 <-
CR
CR10 <-
CR
CR11 <-

0.918396

0.732217

0.881382

0.663018

0.884100

0.867100

0.746177

0.868755

0.782895

0.765021

0.693929

0.767757

0.738388

0.514753

0.916864

0.731609

0.883162

0.661409

0.885776

0.869626

0.744522

0.869994

0.783032

0.767382

0.691549

0.770713

0.739370

0.514471

0.020563

0.060969

0.019461

0.082918

0.018976

0.025493

0.047693

0.029346

0.049393

0.056135

0.070854

0.053374

0.057029

0.113884

0.020563

0.060969

0.019461

0.082918

0.018976

0.025493

0.047693

0.029346

0.049393

0.056135

0.070854

0.053374

0.057029

0.113884

44.661834

12.009688
45.290659
7.996072
46.590069
34.013320
15.645328
29.604372
15.850301
13.628157
9.793820
14.384566
12.947657

4.519963
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"CR
CR12 <-
CR
CR2 <-
CR
CR3 <-
CR

CR4 <-
CR
CRS <-
CR
CR6 <-
CR
CR7 <-
CR
CRS <-
CR
CR9 <-
CR

PC1 <-
BCRS

PC10 <-
BCRS

PC11 <-
BCRS

PC12 <-
BCRS

PC13 <-
BCRS

0.511029

0.762063

0.663847

0.825407

0.824390

0.735201

0.863048

0.781816

0.836780

0.876193

0.889704

0.886380

0.774251

0.867094

0.510981

0.762064

0.661815

0.826899

0.825984

0.733712

0.864817

0.782526

0.837361

0.877716

0.891557

0.887972

0.771861

0.867618

0.114417

0.056161

0.082805

0.034243

0.035605

0.047424

0.026980

0.048867

0.043749

0.036642

0.019161

0.022649

0.044689

0.031561

0.114417

0.056161

0.082805

0.034243

0.035605

0.047424

0.026980

0.048867

0.043749

0.036642

0.019161

0.022649

0.044689

0.031561

4.466365

13.569320

8.016999

24.104360

23153515

15.502555

31.989007

15.998728

19.126860

23.912420

46.433760

39.135198

17.325285

27473824
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PC14 <-
BCRS

PC15 <-
BCRS

PC16 <-
BCRS

PC17 <-
BCRS

PC18 <-
BCRS

PC19 <-
BCRS

PC2 <-
BCRS

PC20 <-
BCRS

PC21 <-
BCRS

PC22 <-
BCRS

PC3 <-
BCRS

PC4 <
BCRS

PCS <~
BCRS

PC6 <-
BCRS

PC7 <-
BCRS

PC8 <-
BCRS

PC9 <-
BCRS

0.769421

0.719506

0.650671

0.888220

0.699294

0.628106

0.878022

0.865120

0.877135

0.763741

0.774212

0.877534

0.771103

0.806855

0.671221

0.684879

0.625218

0.769712

0.722733

0.649936

0.890011

0.698288

0.626533

0.879674

0.867347

0.878475

0.760845

0.771616

0.878429

0.771365

0.806593

0.672685

0.685951

0.622576

0.052450

0.063465

0.073801

0.019743

0.066673

0.087041

0.030060

0.035086

0.027565

0.052845

0.044378

0.027045

0.052040

0.039857

0.065796

0.071685

0.089047

0.052450

0.063465

0.073801

0.019743

0.066673

0.087041

0.030060

0.035086

0.027565

0.052845

0.044378

0.027045

0.052040

0.039857

0.065796

0.071685

0.089047

14.669489

11.336970

8.816516

44 988836

10.488374

7.216180

29.209011

24.657399

31.820561

14.452465

17.446008

32.447133

14.817527

20.243949

10.201552

9.554028

7.021205
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. SCl1 <-
BCRS

SC10 <-
BCRS

SC11 <-
BCRS

SC12 <-
BCRS

SC13 <-
BCRS

SC14 <-
BCRS

SC2 <-
BCRS

SC3 <-
BCRS

SC4 <-
BCRS

SCS <-
BCRS

SC6 <-
BCRS

SC7 <-
BCRS

SC8 <-
BCRS

SC9 <-
BCRS

0.702211

0.887454

0.889417

0.892562

0.780911

0.871138

0.623378

0.878479

0.878528

0.776125

0.856415

0.736578

0.710748

0.650211

0.701041

0.889629

0.891277

0.894134

0.778184

0.873303

0.621558

0.881377

0.879950

0.773785

0.857148

0.737735

0.715368

0.649054

0.067154

0.018955

0.018552

0.020821

0.043051

0.028630

0.087612

0.030119

0.027281

0.044434

0.042817

0.064767

0.069237

0.073917

0.067154

0.018955

0.018552

0.020821

0.043051

0.028630

0.087612

0.030119

0.027281

0.044434

0.042817

0.064767

0.069237

0.073917

10.456716

46.818440

47.942675

42.867430

18.139145

30.427590

7.115195

29.167222

32.203187

17.466811

20.001602

11.372796

10.265381

8.796492
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APPENDIX F
Average Variance Extracted (AVE)

AVE
Attitude 0.830807
BCRS 0.629860
BL 0.732526
"BR 0.627730
Behaviour 0.794361
CR 0.553329
Composite Reliability (CR)
CR
Attitude 0.936330
BCRS 0.983723
BL 0.950343
BR 0.943501
Behaviour 0.939151
CR 0.935601
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APPENDIX G
Cross Loading

VYariables

Attitude

BCRS

BL

BR

Behaviour

CR

Brand Loyalty
(BL)

Brand
Reputation

(BR)

BL1
BL1
BL2
BL2
BL3
BL3
BlLA
BL4
BLS
BLS
BL6
BL6
BL7
BL7
BR1

BR10

BR2
BR3
BR4
BRS
BR6
BR7
BR&

0.936961
0.936961
0.937738
0.937738
0.857423
0.857423
0.829783
0.829783
0.698341
0.698341
0.673408
0.673408
0.669741
(.669741
0.464135
0.671834
0.410862
0.677350
0.701591
0.625707
0.611739
0.506917

0.493721

0.677838
0.677838
0.675715
0.675715
0.626782
0.626782
0.677469
0.677469
0.585688
0.585688
0.615493
0.615493
0.594853
0.594853
0.709210
0.892352
0.645318
0.896230
0.890092
0.775594
0.873465
0.769802
0.725041

0.888098
0.888098
0.881084
0.881084
0.793044
0.793044
0.899978
0.899978
0.822585
0.822585
0.851948
0.851 948
0.849301
0.849301
0.543634
0.631181
0.450659
0.638090
0.657616
0.565209
0.683057
0.627504
0.579209

0.673862
0.673862
0.662058
0.662058
0.608830
0.608830
0.678748
0.678748
0.600312
0.600312
0.619041
0.61904]
0.596042
0.596042
0.732217
0.881382
0.663018
0.884100
0.867100
0.746177
0.868755
0.782895
0.765021

0.772236
0.772236
0.759740
0.759740
0.672697
0.672697
0.876005
0.876005
0.848819
0.848819
0.919843
0.919843
0.9183%6
0.918396
0.559462
0.544252
0.443164
0.551665
0.565805
0.467845
0.679129
0.667973
0.596000

0.658323
0.658323
0.650954
0.650954
0.617170
0.617170
0.694100
0.694100
0.615847
0.615847
0.668342
0.668342
0.646282
0.646282
0.76151%
0.832988
0.674433
0.837946
0.830789
0.729441
0.855939
0.777383
0.770199
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Brand Crisis
Response
Strategy
(BCRS)

BRS
PC1
PC10
PC11
PC12
PCL3
PC14
PC15
PClé
PC17
PC18
PC19
RC2
PC20
PES |
PC22
PC3
PC4
PC5
PC6
PC7
PC8
PC9
SC1
SC10
SC11

SCl2

0.395299
0.661640
0.668105
0.695415
0.624226
0.606128
0.504372
0.489029
0.396623
0.663158
0.459706
0.403627
0.688857
0.639425
0.695092
0.631580
0.621152
0.619781
0.511602
0.538626
0.442497
0.445166
0.393084
0.460233
0.665216
0.672052
0.704027

0.650551
0.876193
0.889704
0.886380
0.774251
0.867094
0.769421
0.719506
0.650671
0.888220
0.699294
0.628106
0.878022
0.865120
0.877135
0.763741
0.774212
0.877534
0.771103
0.806855
0.671221
0.684879
0.625218
0.702211
0.887454
0.889417

0.892562

0.451888
0.621164
0.633811
0.653156
0.564004
0.676957
0.625867
0.573935
0.452453
0.625357
0.531011
0.435343
0.641783
0.600234
0.649581
0.572004
0.565169
0.686919
0.630176
0.673264
0.501676
0.522379
0.432509
0.533838
0.624622
0.634996

0.661756

0.693929
0.862083
0.877358
0.863832
0.745000
0.861922
0.782758
0.759143
0.693051
0.876524
0.716721
0.640237
0.855470
0.849650
0.852249
0.733251
0.746480
0.869887
0.781869
0.802854
0.675394
0.705684
0.641823
0.720108
0.876254
0.876851
0.869359

0.457301
0.535265
0.551651
0.563089
0.466959
0.673150
0.667171
0.590732
0.457190
0.541233
0.541397
0.422754
0.54889]
0.517162
0.557276
0.474822
0.471439
0.679341
0.668805
0.721740
0.505122
0.538238
0.426266
0.545825
0.538301
0.550570

0.570950

0.669903
0.817302
0.831120
0.825374
0.728551
0.852777
0.776950
0.762937
0.669183
0.829378
0.743584
0.649415
0.819577
0.801464
0.814972
0.712597
0.726861
0.865907
0.782210
0.844426
0.730579
0.734824
0.653060
0.748020
0.827677
0.831098
(.834946

244



Corporate
Rebranding
(CR)

SC13
SC14
SC2
SC3
SC4
SCs
SCé
SC7
SC8
SC9
CRI
CR10
CR11
CR12
CR2
CR3
CR4
CRS
CR6
CR7
CRS8
CR9

0.629744
0.615458
0.396432
0.657343
0.692822
0.626396
0.597680
0.477208
0.483522
0.395900
0.490148
0.429444
0.326007
0.334206
0.464662
0.397189
0.665656
0.719311
0.636706
0.619950
0.517448

0.542280

0.780911
0.871138
0.623378
0.878479
0.878528
0.776125
0.856415
0.736578
0.710748
0.650211
0.721674
0.674359
0.407400
0.403781
0.709255
0.632109
0.873912
0.869449
0.778776
0.870726
0.768927
0.797792

0.571469
0.681905
0.430226
0.619395
0.645815
0.565733
0.666310
0.597412
0.569535
0.451803
0.575576
0.491462
0.350403
0.355660
0.543831
0.436836
0.626253
0.676527
0.580722
0.692618
0.635773

0.675729

0.751678
0.862822
0.635474
0.863546
0.854062
0.746252
0.850024
0.747810
0.747723
0.693294
0.761551
0.679119
0.418718
0.416009
0.732229
0.650468
0.861920
0.848016
0.750023
0.864435
0.779822

0.793335

0.475317
0.674221]
0.419778
0.535626
0.552641
0.468201
0.661706
0.640193
0.587579
0.456692
0.592636
0.458037
(0.338883
0.341358
0.559372
0.430420
0.540758
0.583955
0.485580
0.688919
0.673709
0.723110

0.733870
0.860097
0.646454
0.816728
0.816361
0.727351
0.839733
0.745096
0.755478
0.669236
0.767757
0.738388
0.514753
0.511029
0.762063
0.663847
0.825407
0.824390
0.735201
0.863048
0.781816
0.836780
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APPENDIX H

Fornell-Larcker Criterion

Attitude BCRS BL BR Behaviour CR
Attitude  1.000000
BCRS 0.724631 1.000000
BL 0.938260 0.744525 1.000000
BR 0.711886 0.995390 0.741940 1.000000
Behaviour 0.807717 0.695370 0.961796 0.701013  1.000000
CR 0.704629 0.977009 0.759953 0980346 0.737491  1.000000
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APPENDIX L
Construct Cross Validated Redundancy

SSO SSE Q* (=1-SSE/SS0)
Brand Loyalty 384.0000 13.1050 0.9659
Brand Reputation 384.0000 5.3992 0.9859
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