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Factors Affecting Customer Retention : A Case Study of a GPS

Tracking and Mobile Data Service Provider
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Abstract

The objectives of the research were 1) to study the level of
customer retention of a GPS Tracking and Mobile Data Service
Provider, and 2) to study the factors affecting customer retention of
a GPS Tracking and Mobile Data Service Provider. This research used
sample data from 81 customers, who were drawn by simple random
sampling method. Data were analyzed by using a statistical program.
The statistics used were percentage, arithmetic mean and standard
deviation. Multiple linear regression analysis was used to test the
hypothesis. The results revealed that the level of customer retention
was at a high level, in addition, the service quality and technology
utilization could affect the customer retention at statistical

significance level of 0.01.

Keywords: Customer Retention, GPS Tracking, Technology

Application, Services Quality
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