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Abstract

Customer attraction is a key element in modern competitive markets to remain in the market and

be able to make profits. Factors that affect customer attraction have critical importance.

The main objective of this paper is to assess the effect of extended marketing mix (Fully on the
3ps; people, process and physical evidence) and corporate image on customer attraction: case
on Ethiopian shipping and logistics service enterprise freight forwarding sector, regression use
of data of ERCA only on export facilities of three items (coffee, oilseed and spices) by taking
eleven years consecutive data from 2005 to 2015 GC. Four variables (people, process, physical
evidence and corporate image) that affect customers’ attraction were selected to analyze. The
present study is a vivid survey one. It aims to explore the effect of extended marketing mix
components and corporate image in terms of customers and some employee perspective of
Ethiopian shipping and logistics service enterprise. Four hypotheses were developed. The
population was customers and some employee of Ethiopian shipping and logistics service
enterprise and a self-administrated 100 questionnaires was disseminated to collect data.
Reliability was confirmed by cronbach’salpha. Data analysis was based on correlation and
regression analyses with SPSS software. The results indicated that of the extended marketing mix
element people have positive and statistically significant impacts on attraction, while physical
evidence and corporate image had positive and statistically insignificant impact, and finally
process had negative and statically insignificant impact. This leads the student researcher to
conclude in the last section that Ethiopian shipping and logistics service enterprise should
improve process and physical evidence targeting element dimension through the increasing
availability of sufficient and modern facilities equipment to enhance dependability. Finally,
people are the key driver of customer attraction indeed focusing and engineering the institution

and alongside with people in corporate image could enhance ESLSE better to attract customers.

Key Words; Customer attraction, extended marketing mix and corporate image
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CHAPTER ONE
INTRODUCTION

The efficient flow of international trade relies on a range of skilled service providers working
together e ffectively, including s hipping line s, por tte rminal operators, ¢ ustoms of ficials,
operators of off-dock container yards, land transport agents, and clearing and forwarding (C&F)
agents. The relatively low quality of international trade logistics in the East African Community
(EAC) as it exists today, however, limits the potential for growth in trade, which in turn limits
the potential for economic growth and development to take place throughout the region. For this
reason, the reform of international trade logistics, and in particular the quality of services offered
by t he v arious m arket actors, ¢ an yield i mportant e conomic gains t hroughout t he region.
Inefficient and 1ow quality s ervices of fered by some C &F agents, who are supposed to actas
representatives of t he i mporter, can have a n egative e ffect t hroughout the log istics chain,
hindering the flow of international trade. Customers are becoming more educated and demanded
not onl y qua lity pr oducts but a Iso hi gh1 evels of s ervicest oa ccompanyt hem. S ervice
organization; therefore, need to a daptt o customers’ views on s ervicesin or derto examine
whether the services they provide are perceived by customers as good than those provided by
other s ervice providers (Kasper et al., 1999).This c hapter pr esents; ba ckground of the S tudy,
background o f the enterprise, operational de finitions of key terms, a statement of the problem,
research questions, objective of the study, the significance of the study, the scope of the study,

limitation of the study and an organization of the study.

1.1 Background of the Study

The way o rganizations a ttract ¢ ustomers pl ay a n i mportant r ole f or t he be nefit of both t he
organization a nd ¢ ustomers. A s ¢ ustomers a re t he m ain s takeholders of t he or ganization,
attracting ¢ ustomer w ith ne eded information is ve ry fundamental. Hald et al., (2009), 1 abels

“attraction” as the force that pushes the buyer and supplier together in a dyadic relationship.




Several previous studies were conducted in the area of financial institutions, arrive more or less
the s ame findings; no doubt a bout t he function of all e xtended marketing mix e lements to

customer a ttraction, but prioritize di fferently. Both Fatemeh etal., (2015), and V inita K aura
(2013), Attraction can be attained through a positive response of people’s factor then the process
faster, and finally to physical evidence. Nahid Aqrobaee et al., (2014) put the order as Process,
people a nd ph ysical e vidence, and finally M ika B erglund and et al., (2008), s ervices c ape,
people, and process. Zeithaml et al., (2013), service marketing mix is an organization controls
that can be used to satisfy or communicate with customers. People can be an important source of
differentiation as w ell a s a com petitive advantage (Lovelock et al., 200 7;Rajetal., 2014).
Physical envi ronment r efers t o tangible cue s (Ziethaml et al., 2006) a nd P rocess is the

architecture of services (Amin et al., 2013). Corporate image has been described as the overall
impression made on the minds of the public about a firm (Kotler & Armstrong, 2010). Clearing
and forwarding a gents act as intermediaries 1n transactions b etween s hippers and suppliers o f
logistics s ervices, and are r equired by c ustoms to represent t he o wner in t he pr ocedures for
clearing cargo over international borders. In the EAC, the common practice is for C&F agents to
perform n ot onl y ¢ ustoms c¢ learance but a Iso ¢ onduct f reight f orwarding w ork, a nd w here
appropriate, p rovide s pecialized I ogistics s ervices. H owever, t he | icense r equired f or C &F
agents, which is required for an agent to act as a customs broker, is usually granted to a firm,
rather than to an individual. Currently, a logistics firm must employ at least one person who is
licensed as a C&F agent in order to perform customs brokerage services. In the past, the function
of the license-holder would sometimes be to provide access to individual customs officers and to
facilitate informal payments. This is no longer the case, although these bad practices persist to a
certain extent among small firms and individual agents. The international trade logistics industry
in East Africa is characterized by vertical segmentation, in which large firms that supply logistics
services take the largest clients, and the small logistics firms are limited to dealing with small
clients. Due to this segmentation, different sized logistics firms offer different sets of services to
their clients. Small logistics firms oftentimes limit their participation to arranging transport, and
individual agents, called “suitcase” forwarders, sometimes only handle a few shipments per year
on an informal basis. On the other hand, larger logistics firms offer a variety of logistics services
which can include warehousing, consolidation, packaging, goods inspection, and import/export
advisory services. They can also offer multimodal services in which they consolidate loans and

act as the shipper of record with a house bill of lading, in the process forming partnerships with




overseas service providers. According to Ethiopian revenue and custom authority yearly report
on fright clearing and f orwarding p erformance, ESLSE freight for warding s ervice s ector
figure demonstrates an astonishing decline, this implies there is customer lose rate and decline in
market s hare. (Refer t he be low table) The s tudy main c oncern w as to examine the ef fect of
extended marketing mix element: Fully on the 3ps;( people, process and physical evidence) and
corporate image: case on Ethiopian shipping and logistics service enterprise freight forwarding
sector; t he r esearcher e ager to know as to what e xtent the mix e lement principal to attract

customer to construct business relationships.

Table 1: Exported item data

Countrywid e ESLSE, Freight clearing
Export and forwardings
Performance performance Total number
YEARS of customers
AVOLUME IT™N VOLUME IT™ o in ESLSE
TN T
TOTAT. TOTAT.
2005 307.9207.05 121 3383.26]39.41% 312
2006 416 47271 197 182 8347 .235% 302
2007 424 970,19 171.281.0240.30%0 296
2008 338.384.99 207,027 92161.18%0 308
2009 43T 54429 116 875 2826.71%0 Z2od
2010 487 _ 00277 12878001 )26._ 4420 251
2011 463 .108.94 122119.29126.37%0 247
2012 554, 035.57 1383432 06|24.97%0 214
20132 S07.196.7o 123297 15|24.31%0 202
2014 S24. 445,02 125079 19|23 . 85%0 191
2015 S22 43291 122631 . 79|23 .47 %0 179
Table 1, Exported item data
Source: reports cumPiled from EFRCA and ESLSE.
EFERCA: Ethiopian revenue and custom authority.
ESLSE :Eithiopian Shipping and Lngisﬁcs Service Enterprise

(Source: ERCA Report, 2015)

1.2 Background of the Enterprise

This newly amalgamated enterprise came into being following the issuance of Regulation by the
Council of Ministers (Regulation No. 255/2011), and is vested with the huge responsibility of
rendering sea transport & logistics services to the country’s importers, exporters, and investors in
a more effective and efficient way, by reducing transit time, cost and handoffs. The enterprise

has four sectors led by the four deputy CEOs, namely:




1.1 Shipping Sector,

1.2 Freight Forwarding Sector,

1.3 Port & Terminal sector, and

1.4 Corporate Services Sector

The E thiopian S hipping a nd Logistics s ervice E nterprise f reight f orwarding s ector r enders
agency s ervices for i mporters a nd e xporters by performing c ustoms a nd ot her f ormalities of
sea cages. It prepares notification for importers and facilitates flow and recollection of containers
to and from the port. It also provides booking and canvassing services for the huge amount of
Ethiopian export goods defined in various parts of the world. The Freight Forwarding Sector is
mainly concerned w ith m ultimodal a nd un i-modal s ervice pr ovisions of i mport a nd e xport
cargoes.

* Multimodal transport service: Essentially, this is a door-to-door cargo service with SAD (single
administrative document) from the point of origin to the point of destination. In ESL’s case, the
cargoes are s hipped all the way from the port o f their origin via D jibouti port and finally to
Modjo Dry Portas well as ot her i nland por ts. T herefore, E SLSE as an official M ultimodal
Operator /MTO/, takes a 1l pos sible c are to the c argo under its c ustody, a s of the time the
shipment is confirmed and ordered.

» Unimodal transport service: By contrast, involves one mode of transportation, i.e. sea, rail or
road, or air freight of cargo. Here services are disintegrated, with many operators and agreements
involved. In E SLSE’s case, the unimodal service ends at the port of Djibouti, a fter w hich the
consignee w ould ¢ hoose hi s/her transmitter and/or t ransporter a nd e nter an agreement with to
receive cargo in the hinterland of the country.

* Customs and port clearing; Introducing time saving and reliable documentation process, ESLSE accomplishes, with
utmost care, port and customs formalities and enable imported/exported cargoes to arrive at the appropriate destination.
The m ain ¢ oncern of this studyis a Freight F orwarding S ector of E SLSE es pecially exports
facilitation. ESLSE is the only licensed Ethiopian company working in Djibouti in competition
with several foreign companies.

Source: ( Ethiopian S hipping and Logistics S ervices E nterprise pr ofile and Negarite Gazeta
proclamation number 255/2011).




1.3 Statement of the Problem

To build a relationship there needs to be attractive. Held et al. (2009), labels the force that pushes
the buyer and supplier together in a dyadic relationship. Obviously, customer attraction is one of
the most important activities of any profit or nonprofit making organization. Customers are the
source of profits to be earned by a profit making organization and the primary reason for being in
the ope ration f or not f or-profit or ganizations. T hus, ¢ ustomers a re t he ba ckbone and the
lifeline of organizations. ‘Often it is said that without customers there is no business’ Dwyer, et
al (1987).
Report attested Ethiopian total export volume show increment from time to time, whereas freight
forwarding sub sector of ESLSE decline its market as well as customers acceptance; assuming
that it is one of trade facilitator in the country. ESLSE is truly striving hard to control customer
reluctant to work with and declining its market share.
The rationale why conducting this study:

e To know customers fact of refusal and

e To examine the concrete effect of extended marketing mix element and corporate

image in customer attraction.

The grounds for study are existence of customer un willing to work with ESLSE and a decline in
market s hare in addition, there is no a mple study in the theme of the e xtended marketing mix
extended marketing mix (Fully on the 3ps; people, process and physical evidence) and corporate
image on customer attraction: case on E thiopian shipping and logistics service enterprise freight

forwarding sector.

1.4 Research Questions

e How customer attraction affected by the process of the organization?

e How customer attraction affected by the people (staff) who directly interact with
customers?

e How customer attraction affected by the physical evidence of the organization?

e  Which extended marketing mix elements are most important to attract customers to
being business partners’ with the enterprise?

e How customer attraction affected by the corporate image of the organization?




1.5 Objective of the Study

1.5.1 General objective

The major objective of this study is to examine the effect of extended marketing
mix elements and corporate image in determining customer attraction in the context

ESLSE.

1.5.2 Specific objective:

To examine how customer at traction affected by the p rocess factor of t he
organization

To e xamine how customer a ttraction a ffected b y the pe ople f actor of t he
organization

To examine how customer attraction affected by the physical evidence factor of the
organization

To examine the most important e xtended marketing mix e lement tha t a ttract
customers to being business partners’ with the enterprise

To examine how customer attraction affected by the corporate image factor of the

organization

1.6 Operational definitions of key terms

Customer attraction: Hald et al., (2009), labels the force that pushes the buyer and

supplier together in a dyadic relationship as “attraction”

Marketing mixes: A ccording to Zeithaml, Bitner and G remler ( 2013) e xtended
marketing mix is defined the elements an organization controls that can be used to

satisfy or communicate with customers.

Corporate image: has been described as the overall impression made on the minds

of the public about a firm (Kotler& Armstrong, 2010).




e Freight F orwarding: R egulation N o. 37/ 1998 de fines F reight F orwarding as; t he
representation of a c onsignor or consignee | ocally or internationally in fulfilling
customs, port and other facilities import and export cargo at port and includes the

transportation and delivery of same.
1.7 Significance of the Study

The out put of the study results in the i mplication on the effect of e xtended marketing mix in

relation with corporate images in customer attraction of ESLSE.

e It provides i nformation a bout e ffect of e xtended m arketing m ix e lements i n the
ESLSE freight forwarding service, and
e The finding o f the study may initiate ot her interested r esearchers t o unde rtake a

better and detailed study in the area.

1.8 Scope of the Study

The research was limite d to examine the e ffect of e xtended m arketing mix (Fully on t he 3ps;
people, pr ocess a nd ph ysical evidence) and c orporate i mage on customer at traction: cas € on
Ethiopian s hipping a nd 1 ogistics s ervice enterprise freight f orwarding s ector, onl y on e xport
facilities of Three ex ported items ( coffee, oilseed ands pices),b y taking E leven years
consecutive data from 2005 up t 0 2015 G C. Data comes from E thiopian revenue and custom
authority and E SLSE, which s hows ove rall e xport pe rformance of tr ansit a gency. T he s tudy
would be carried out in Ethiopian shipping and logistics service enterprise head office located at

Addis Ababa.




1.9 Organization of the Study

The study has five chapters. T he first c hapter c onsists of the problem and its a pproach w hich
contains the background of the study, background of the Enterprise, Statement of the problem,
objective of t he s tudy, the s ignificance of t he s tudy, the s cope of t he s tudy. C haptert wo i s
literature r eviews. C hapter t hree de als w ith t he m ethodology a pplied in t he s tudy. S ampling
techniques and size, data c ollection m ethod and data analysis m echanisms, ¢ hapter four is an
analysis and final findings, conclusion and recommendations part that deals with what to do with

regard to the subject matter under study.




CHAPTER TWO
REVIEW OF RELATED LITERATURE

This chapter p resents the theoretical framework, em pirical review, and conceptual framework

and hypotheses.

2.1 Theoretical Framework

A theoretical framework consists of concepts and, together with their definitions and reference to

relevant scholarly literature, existing theory that is used for study.

2.1.1 Meaning of Customer attraction

As a ttraction i s a m ultidimensional ¢ onstruct; di fferent a uthors i nterpret a nd unde rstand the
attraction in slightly different ways. Additionally, other terms describing the same phenomenon,
such as ‘interesting customer’ Christiansen &Maltz, (2002), have been used and concepts such as
‘reverse m arketing’ a nd ‘ preferred c ustomer’ S chiele, ( 2011), ha ve ¢ lose | inks t o ¢ ustomer
attractiveness. Nevertheless, empirical studies of attraction have remained quite scarce. Harris et
al., (2003) define attraction in professional services “as the extent to which relational partners
perceive past, current, future or potential partners as professionally appealing in terms of their
ability t o pr ovide s uperior € conomic b enefits, a ccess t o1 mportant r esources and s ocial

compatibility”.
2.1.2 Customer attraction concepts

Attraction a s a ¢ onstruct or iginates f rom i nterpersonal r elationships. H owever, t he ¢ ore
explanatory mechanism of t hes ocial e xchanget heory revolvesa roundt he relational
interdependence t hat de velops ove r t ime t hrough t he i nteractions of t he r esource exchange
partners; thus, this theory is particularly suited to a business to business context, Schiele, et al.,
(2012). S ocial e xchange t heory s uggests t hat a ttraction a lways pr ecedes non contractual,
voluntary, r eciprocal e ffort, a nd t hat m utual a ttraction ¢ reates a s ituation i n w hich bot h
relationship partners make voluntary contributions to reciprocate and remain attractive in each

other’s eyes.




2.1.3 Theoretical foundation attraction

A) Attraction in Social exchange theory

The exchange may involve both social and economic outcomes. These outcomes are compared to
other ex change al ternatives. Positive outcomes, increase trust and commitment, and over time,
norms develop that govern the relationship Lambe, et al., (2001). The unit of analysis in social
exchange theory is the relationship between actors. The actors who engage in the exchange can
be either individuals or corporate groups acting as single units.Social exchange theory adopts the
norm of reciprocity, which proposes that people who give a great deal to others try to receive a
great deal from them and that people who receive a great deal from others are pressured to give a
great deal to them.

B) Attraction in Buyer-supplier relationships

The attraction has been explored from both the buyers’ and suppliers’ perspectives. Ellegaard and Ritter (2007)
argue that attractiveness included two separate perspectives: the attractiveness of the buyer as
perceived by the supplier (defined as buyer attractiveness), and the attractiveness of the supplier
as pe rceived by the bu yer (defined as s upplier at tractiveness). These t wo perspectives ar e
theoretically inde pendent but ma y b e hi ghly correlated with each other E llegaard& R itter,
(2007). Many previous studies have suggested that the purpose of being attractive is to improve
the ability to manage value creation in the relationship and, to guarantee allocation of resources
and to increase commitment Mortensen, (2012). Christiansen and Maltz (2002) demonstrate the
need to be an interesting customer to secure satisfactory performance. If firms cannot manage
their supplier relationships through their business opportunities because of the limited business
that they offer (for instance, in a relationship between a small customer and larger supplier), they
must be attractive customers to influence their suppliers. The attraction has been described as a
dynamic concept. Ellegaardet al. (2003) argue that buyer supplier attraction changes over time.
Customer attractiveness is anticipatory and value focused La Rocca et al., (2012), Schiele et al.,
(2012). Allthough attempts to de fine and c onceptualize bu yer-supplier attraction can be found,
there is no generally accepted definition, and the concept has different interpretations. However,
there is agreement that attraction is a matter of expected economic and social r eward cost

outcomes from a relationship over time, La Rocca et al., (2012).
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2.2 Extended marketing mix

The extended marketing mix is, as the name suggests, an extension of the marketing mix which
was traditionally for products. The 4P’s are also known as a product marketing mix. As services
came more into the picture it was seen that the 4p’s could not justify the marketing mix. There
are 3 more el ements w hich are ne cessary t o actually ex plain the m arketing of services. The
traditional marketing mix components have been found to be too limited in their application of
services. T het hreen ew ¢ omponents a ddresst he uni queness of t hree of t hes ervice
characteristics. The additional com ponents of the s ervice mix can be fully controlled by the
service organization and play a vital role in ensuring that m arketing is customer focused, not

product focused (Irons, 1997).
i) People

A service is a performance and it is usually difficult to separate the performance from the people,
Shanker, (2002). The way the service is delivered by the people can be an important source of
differentiation as w ell a s a com petitive adv antage (Lovelock et al., 200 7; Rajetal., 2014 ).

Personnel are a main component in providing services (P. Dargi, 2009). These are the reasons
why the ‘People’ element forms such an important part of the 7 Ps of the services marketing mix,
Zeithaml e ta 1., ( 2008).The i deai st o ha ve pe ople a n i nsight i dentical w ith t hat of t op
management into company goals and the need to realize this. While training is undertaken, many
dimensions of top management’s perspectives are to be shared with people in order for them to

be highly productive.

ii) Process

Defined as the extent to which a service organization has set a customer oriented and systematic
procedures for a successful service delivery process. The process dimension refers to the actual
procedures, mechanisms and flow of activities by which the offering is delivered Verma, 2000.A
customer f ocused pr ocess s hould be s imple a nd e fficient t hat ont he one ha nd facilitates
employees to deliver efficiently and on the other enables customers to feel that their decision of
buying the service has been correct. That enables customers to simplify their purchase process
for the future and helps retain their business customers. Christopher Lovelock and Lauren Wright
(2001); C reatinga nd delivering pr oduct e lementst o ¢ ustomers require the de signa nd

implementation of effective processes. A process describes the method and sequence in which
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service operating systems work. Badly designed processes are likely to annoy customers because

of slow, bureaucratic, and ineffective service delivery.

iii) Physical Evidence

Physical evi dence pr ovides s ervice or ganizations w ith e xcellent oppor tunities t o s end s trong,
consistent, a nd pos itive m essages r egarding t he na ture of s ervice of ferings t o ¢ ustomers.
Accordingt oT wurleya ndM illiman, ( 2000),t hes everalc ategorizationof t he
concept demonstrates the wide variety of areas and the fields the term has been used or applied.
Physical environment refers to tangible cues, including quality service (Ziethaml et al., 2006).By
improving the procedure of providing services to customers, cooperatives can pave the ground
for c onsumers’ convenience, w hich leads i nto r epurchase a nd, finally, sales increase. Physical
assets refer to the environment and facilities needed by companies to provide services to their

customers (A. Rusta, D. Venus and A. Ebrahimi, 2005).

2.2.1 Definition of service

Zeithaml et al., (2009), c laim tha tin the s implest term services ar e de eds, processes, and
performances. Their broader definition states that services include all economic activities whose
output is not a physical product, is generally consumed at the time it is produced, and provides

added value in forms that are essentially intangible concerns of the customer.

2.2.2 Characteristics of service

Inherent di fferences t hat e xist be tween goods a nd s ervices r esult i n uni que m anagement
challenges f or s ervice or ganizations ( Zeithaml e t a 1., ( 2009), S ervices pos sess f our uni que
characteristics; na mely intangibility, perish ability, inseparability, variability, and lack of
ownership, that differentiate them from goods. These characteristics create distinctive challenges

for service marketers in attracting new customers, and keeping existing customers.
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1) Intangibility

Services are characterized by the intangibility because they lack physical properties that can be
sensed ands ot hey cannot be evaluated beforet hepur  chase.

Although the concept of intangibility is sometimes useful, it cannot be universally applied to all
services during all stages of the service delivery (Lovelock and Gummesson, 2004). Define as
the lack of tangible assets which can’t see, touch or smell prior to acquire (Kurtz and C low,
1998). H owever, s ervices vary in the de gree to which they are intangible and m ost s ervices

include some kind of tangible element.

1) Perish ability

Perish ability is a characteristic of services, meaning that they cannot be inventoried for future
use and that they should be consumed when they are produced. However, there are important
exceptions to this characteristic of services. Services could also be inventoried - in machines and

buildings (Lovelock and Gummesson, 2004). The automated teller machine is a store of cash.

The hotel building is a store of rooms while the restaurant building is a store of tables. These
could be s tored be fore pur chase o r ¢ onsumption. H owever, t hey cannot be s tored a fter
production. S ervices ¢ ould a Iso be i nventoried i n know ledge a nd p eople ( Lovelock and
Gummesson, 2004). Educational service is an example of this. Students store the knowledge they
gained in university for life. Some information-based services could be inventoried in systems.
These a re e ducational, e ntertainment, i nformation, a nd r eligious s ervices ( Lovelock a nd
Gummesson, 2004). Perish ability is the inability of a service to be inventoried or stored (Kurtz
and C low, 1998) .This ¢ haracteristic i s of m ajor ¢ oncernt o s ervice marketers be cause i t
inevitably 1 eads t o supply and d emand pr oblems. T he c apacity lost in services canneverbe

regained and to equalize supply and demand is a difficult task.
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[11)  Inseparability

Inseparability involves the simultaneous production and consumption which characterizes most
services. Fora | ongt ime i nseparability h as been considered one o ft he m ostd efining
characteristics of services (Keh and Pang, 2010). However, despite the claim that the production
and ¢ onsumption of s ervices a re i nseparable processes, t here are al ot of s ervices w hose
production and c onsumption are not simultaneous. T hey do not require t he presence and the
participation of the customer in the service development process ( Lovelock and Gummesson,
2004).Such services are freight transportation, warehousing, laundry, cleaning, landscaping, and
repair or maintenance of equipment and facilities. These services are performed in the customer's
absence as by purchasing them customers avoid on purpose performing or being involved in such
tasks. They are will to pay money to save time and effort and to have a specialist do t he task
better t han t hey would ( Lovelock and G ummesson, 2004) . T hese s ervices a re de liberately
separated and are produced only in the absence of customers. They are performed either at a
different location or sometimes they are scheduled when the customer is not around. Although
there may b e s ome ini tial c ollaboration between the customer and the s ervice p rovider when
placing the order and paying, the customer is not involved in the production process. Leaving an
item or giving instructions to the service provider does not involve participation of the customer
in the actual production of the service. Moreover, consumption of the benefits of these services
can only appear sometime after production has been completed. In some cases, consumption of
benefits actually precedes production (Lovelock and Gummesson, 2004). Inseparability refers to
the simultaneous production and c onsumption of a service (Kurtz and Clow, 1998), thusitis

often difficult to separate the service provider from the service performance.

V)  Inconsistency (Variability)

Services are considered heterogeneous mainly because it is difficult to achieve uniform output,
especially in labor-intensive services. There is a challenge of establishing standards when there is
a variability in be havior and pe rformance among s ervice w orkers, and even among the same
worker with different customers and from day to day. However, this is not the case in machine-
intensive s ervices i n ¢ omparison t o | abor-intensive s ervices, ast he us e of equi pment and

technology eliminates physical factors that cause variations.
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The us e of reliable equipment and technology r ather t han hum an | abor m akes it pos sible to
achieve high degrees of reliability and standardization (Jobber, 2007). Improvements in service
quality and automation help in achieving homogeneity in the delivery of services such as freight
transportation, house painting, oil changing for cars, dry cleaning of clothes, and warehousing of

standardized parts (Lovelock and Gummesson, 2004).

2.2.3 The services marketing triangle

The triangle s hows the t hree i nterlinked groups t hat w ork t ogether t o de velop, pr omote, a nd
deliver s ervices. Thet hree poi nts of t he s ervice t riangle representt he or ganization, the
customers, a nd t he e mployees. B etween e ach of t he t hree poi nts of t he t riangle di fferent
marketing p rocesses such as ex ternal m arketing, i nteractive marketing and internal marketing
must be successfully c arried out for s ervice processes to succeed and to build and m aintain

relationships with the internal and external customers.
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Figure 1; service triangle (Source: Zeithaml, V.A. and Bitner, M .J. 2000 Services M arketing:

integrating customer focus across the firm. 2nd Edition. New York: McGraw-Hill).
) External marketing

External ma rketing: pr omotional e fforts aimed at pot ential ¢ ustomers and guests (creating a
promise between the organization and the guest), (Morrison, 2010).

The 1l ink be tween an organization a nd i ts ¢ ustomers, i tr epresents t he pr omises w hich
organizations make to their customers with reference to products or services they offer (Kasper

et al., 1999).
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[1)Interactive marketing

Interactive marketing: direct exchanges between employees and guests (delivering the promise),
(Morrison, 2010).The interactive marketing process is about keeping the promises made by the
organization to the customer; itis the actual c ontact be tween the s ervice em ployees and the

customers and is called the "moment of truth" or service encounter, (Kasper et al., 1999).
[11) Internal marketing

Internal m arketing: t raining, ¢ ulture, a nd i nternal c ommunications ( enabling employees t o
deliver on the promise), (Morrison, 2010).According to Gronroos (2001) the meaning of internal
marketing is that the management in a hierarchical or ganization has to develop, from the top,
motivated a nd ¢ ustomer-conscious employees. T he m arketing process t hat ena bles s ervice
marketers t o deliver pr omises to customers is c¢ alled internal ma rketing. Through internal
marketing, t he or ganization r eveals t hat i t ¢ onsists of i1 ndividuals a nd de partments w ho a re

considered to be each other’s customers (Kasper et al., 1999).

2.3 Corporate image

Corporate image has been described as the overall impression made on the minds of the public
about a firm (Kotler& Armstrong, 2010). Kim and Lee (2010) described corporate image as the
perception of an organization that customers hold in their memories, because it works as a filter
through w hich a c ompany’s w hole ope ration is perceived and it reflects a company’s overall
reputation a nd p restige. A ccording t o R ayner ( 2003), corporate i mage ¢ onfers clear-cut
advantages and privileges on companies. It proves difficult to imitate, at the same time, it creates
responsibilities. Whereas, the obligations that managers and the organization owe must meet the
personal standards of the employees, the quality standards of customers, the ethical standards of

the community and the profitability standards of the investors.
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2.4 Empirical Review

Empirical evidence is information acquired by observation or experimentation. Several previous
researches were conducting on the area of financial institutions;

Nahid Aqrobaeeetal, (2014),trytoc onclude t hat no doubt about the i mportance of all
marketing mix elements: as the researcher suggests that the use of modern technologies eliminate
cumbersome pr ocesses t hat haveled toa slowdown in s ervices, w hich ha s be en identified
Process as the most influential factor, “The use of new technologies” and “improve the speed of
service" of the greatest importance and impact on their preferred customers. At the same time
employees of direct personal interaction between customers and service staff of an institution

depends due to these factors also would be invaluable.

Finally Int he area of ph ysical e vidence, a Ithough t he | owest r ank a mong t he va riables
influencing the c ustomers a ttraction, but a ccording to the c ategories you can c hoose to s hare
their direct impact on the Customer prefers service provider and hence cannot be compared to
the trivial. About pe rsonnel's mix tures, itis suggested that managers provide motivation by
investing on human sources and educating them; they can pay attention to personnel's job future
and welfare to make them more loyal.

They should pay attention to sufficient amount of salary to reduce anxious amount of personnel
and 1 ncrease pol iteness 1 evel of t hem. M oreover, m anagers s hould e valuate a nd ¢ ontrol a Il
physical equipment, m ethods and processes by regular and s ystemic m ethods, and r egarding
systemic feedbacks m odify errors a nd m ethods. T hey s hould r ebuild a nd r edecorate i nterior
design s pecifically ol der br anches; m oreover, t hey s hould allocate a s mall pl ace for pa rking

vehicles.
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Fatemeh et al., (2015), research findings shows, people, process and physical evidence have a
direct impact on attracting customer. Utilizing advanced facilities can lead to easy, rapid, and
convenient service delivery followed by developed services; further, customers make sure that
the service is properly delivered. It is suggested to use computerized and electronic distribution
systems, as muc h as p ossible, in service de livery. Itis b etter to avoid customers’ physical
appearance. T he process of working is important to customers; thus, it is necessary to review
current pr ocesses in order t o remove unne cessary s teps and facilitate t he pr ocess of s ervice
operations. Investing on human resources and offering required trainings to attract and maintain
customers as ’ p rimary sources, is ex tremely c ritical and essential. Therefore, organizations
achieve this purpose by holding marketing and sale workshops, especially direct (physical) sale

for personnel.

Vinita K aura (2013), extended e xtendedd m arketing m ix e lements r evolve around c ustomers.
Differentiating t he s ervices f rom com petitors i s t he pr incipal r equirement of eve ry s ervice
organization. Knowing customers' perceptions regarding services offered to them would help to
know t heir f eeling a bout e xtendedd m arketing m ix a nd r elationship of t hese f actors w ith
attraction and satisfaction would help marketers to decide ma rketing s trategies f or the ir

customers.

Mika B erglund e ta ., ( 2008), F inding r aveled t hat t he ph ysical e nvironment a ffects t he
customer’s ¢ hoice t o s tay and e xplore, s pend money, and general a ttractiont o t he s ervice
provider. In order to create a positive customer experience, their requirements and needs on the

physical environment have to be fulfilled.

The r esearch finding i ndicates thatitisam ean to achieve com petitive adva ntage, and thus
attracting ne w prospective clients, meanwhile it state that the perceived service quality can be

enhanced through a positive response of the services cape.

There is a significant effect for physical evidence on attracting customers and retaining them in
companies. this due to the significance of physical evidence in achieving the needed level of
quality through choosing the needed e quipment and tools to produce and provided service that

contributes in creating the company’s character.
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There is a significant effect for services providers on attracting customers and retaining them in
companies. This can be due to fact that service providers understand well customers motivations,
their c osts a nd pr ofits. This c an1ead t o i mprove t he pe rformance of companies. T hereis a
significant effect for process of services providing on attracting customers and retaining them in
companies. This due to the efficiency of marketing mix in providing distinguished programs
and techniques that help in decreasing costs, increasing inwards, and improving the customers

value then increasing their satisfaction and retaining it.

Sarif Mohammad Khan and Mohua Roy (2015), the study has found that customers have positive
relation with the process, physical evidence and their perception. If the product variety with new
category appears, process become easier and hassle free, the customers will be more satisfied but
the result of the study shows that there is not any significant relationship with the people.
They are neither satisfied nor dissatisfied with the change. The employees are also not any factor

for them to change their perception.

People; Based on A hmad Rifai (2014); the regression calculation shows that people didn’t have
significant effect customer perception, the research discovery has level of agreed but didn’t give
significant effect, however According to the research result both Physical evidence and process

have significant effect to perception.

Hameed Abdulnabi et al., (2014), a result shows that there is a relationship between people and
competitive adva ntage t hat pr ovide ex cellent s ervicest o meet t heir n eeds and desires of
customer. And also both Physical evidence and process have direct relationship to competitive
advantage; furniture is attractive and provide, ps ychological and comfort and the point which
talking about the booking and payment are attracts attention.

Hani Al-Dmourl etal., (2013), Research findings indicate that there is a statistical significant
relationship be tween S MM a nd customer attraction a nd t he r esult s howed t hat t he pr ocess,
physical evidence, and people respectively, element was the most influential, also indicate that
there is a relationship between SMM and image and it showed that process element was the most
influential one on image. Physical in order, however, the people element was found insignificant.
Mustafa Karadeniz, Nav. Cdr. (2009), corporate identity and corporate image are very important
on creating positive significance at view of consumers in marketing management. It is needed to
put forward customer attraction in order to create a powerful and efficient corporate identity and

corporate image. So the opinion that the customer is the king should be in the fore front. The
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reality that corporate identity and corporate image importantly affect the purchasing behavior of
the customers should never be forgotten. The corporations must keep their brands strong, create
significance and have a strong corporate identity and corporate image in the globalizing world of
today in order to get over their rival firms and to be one step forward. Allison etal., (2004),
corporate image having a significant impact on core service and customer perceptions. Corporate
image was found to have only a marginally significant direct influence on customer perceptions,
though the total effects of corporate image (both direct and indirect) on customer perceptions are

much more substantial.

Researches find out that there are homogeneous areas influencing the concept of corporate image
and indirectly affecting the competitive advantage. C orporate identity was identified as one of
the pow erful criteria affecting the corporate image. It was evaluated that corporate identity has
first pe rception c reation dur ing i nteraction. Logo, na me, di stinctive f eatures a nd qua lities of

advertising were acknowledged as sustainable parts of corporate identity.

Reputation is the second dimension of the corporate image discussed by the research. Reliability
and c redibility w ere di scussed t o f ind out i f reputation r equirements a re obt ained b y t he
institutions. Third and one of the crucial parts of the corporate image is represented through the
idea of corporate quality. R esearch noted factors af fecting t he cor porate qua lity, they are as
follows: acces s to services, services of fered, personal contact s ystems, security and operating
procedures. To conclude it is possible to argue that corporate identity and physical quality have

first perception creation power on customers during interaction.

From the literature reviewed, Both Fatemeh et al., (2015), and Vinita Kaura (2013), Attraction
can be attained through a positive response of People factor then to the process factor, and finally

to physical evidence.

Nahid Aqrobaee et al., (2014).put the order as Process, people and physical evidence, and finally
Mika Berglund and et al, (2008), services cape, people, and process. Different R esearchers find
out that, there are homogeneous areas influencing the concept of corporate image and indirectly
affecting the competitive advantage. The gap in the literature review have been identified were
almost all study are conducted in the same area, that is more on financial institutions. So scarcity
of research works on t he topic under study in other researchable area, the finding may initiate

other interested researchers to undertake a better and detailed study.
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2.5 Conceptual Framework and Hypothesis

2.5.1 Conceptual Framework:

The conceptual f ramework of t he s tudy—the s ystem of ¢ oncepts, a ssumptions, e xpectations,
beliefs, and theories that supports and informs the research—is a key part of the design (Miles &
Huberman, 1994; Robson, 2011). By and large the research strives to deal with attempts to find
and present the relationship be tween c oncepts of customer attraction, e xtended m arketing mix

and corporate image in very precise manner.

Conceptual Framework

Parameters D d
ependent
Independent Variable P .
Variables
Assurance

People Responsiveness

Em pathy

<

Extended
Marketing Mix

mE Process

Free From Long
Bureaucracy

Speedy

Prompt Service

Accessibility

Physical Evidence

Visual Appeal

-

Corporate
Image

Branch
coordination

-

Figure 2: Conceptual Framework

Identity

Credibility

Reliability

(Source: Tahmoures Hasangholipour, et al., 2014)
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2.5.2 Research hypothesis

A hypothesis can be t estinga concepto ritc anbe de veloped asa r esultof s tudy: A
testing hypothesis is one t hat c an be t ested, meaning, ¢ an m easure bot h w hatis b eing don e
(variables) and the outcome. A tested hypothesis is te sted with research, such as in a research
study in social science.
Research hypothesis are as follows:
H1: People have a significant a nd pos itive e ffect on a ttracting freight forwarders to E SLSE
freight forwarding service.
H2: Process has a significant a nd pos itive e ffect on a ttracting fr eight for warders t o ESLSE
freight forwarding service.
H3: P hysical evidence has a significant and positive effect on attracting freight forwarders to
ESLSE freight forwarding service.
H4: Corporate image have a significant and positive e ffect on a ttracting freight for warders to
ESLSE freight forwarding service.
Parameters or viewpoints are:
H1: people; assurance, responsiveness and empathy.
H2: process; free from long bureaucracy, speedy and prompt service.
H3: physical evidence; accessibility, visual appealing and branch coordination.

H4: corporate image; identity, creditability (trust & like) and reliability (promise keeping).

The analysis takes into consideration the conceptualization of ¢ ustomer attraction as level of

aggregation is carried out by means of the following model:
CAL= B0 + B1 extended marketing mix elements + 2 corporate image + e

CAL= B0+ B11 people + 12 process + 13 physical evidence + 21 reliability + 22 Credibility

+B23 identity + error
Where:  CAL is the customer attraction.
B.enn. is the coefficient.

€rrvnrnnns sampling error
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CHAPTER THREE
RESEARCH DESIGN AND METHODOLOGY

INTRODUCTION
This chapter gives an overview o f the research approach would adopt in the thesis. It further

looks at the research methodology and the practical approach would adopt to achieve research
objectives. Data would collect using both quantitative and qualitative research methods (mixed):
questioners, 1 nterviews, di rect obs ervation a nd doc ument a nalysis. T he s tudy | ooks a t bot h

quantitative and qualitative analysis techniques which would use for analyzing the data.

3.1 Research approach

Pragmatic approach

Pragmatism derives from the work of Peirce, James, Mead, and Dewey (Cherryholmes, 1992).
Other writers include Murphy (1990), Patton (1990), and Rorty (1990). There are many forms of
this philosophy, but for many, pragmatism as a worldview arises out of actions, situations, and
consequences rather than antecedent conditions (as in post positivism). There is a concern with
applications—what wo rks—and s olutions t o pr oblems ( Patton, 1990) . Instead of focusing on
methods, r esearchers emphasize t he r esearch problem and us e all a pproaches av ailable t o
understand the problem (Rossman & Wilson, 1985). As a philosophical underpinning for mixed
methods studies, Morgan (2007), Patton (1990), and Tashakkori and Teddlie (2010) convey its
importance for focusing attention on t he research problem in social science research and then
using pluralistic a pproaches t o de rive know ledge about t he pr oblem. Using C herryholmes
(1992), Morgan (2007), pragmatism provides a philosophical basis for research.

The s tudy would use deductive r esearch a pproach. S aunders e ta 1. ( 2003) not ed t hat t he
deductive a pproach w orks f rom t he m ore ge neral t o t he m ore s pecific. S ometimes t hisis
informally called a "top-down" approach. The study begins with a theory about topic of interest,
and then narrows down that into more specific hypotheses that would be test and finally lead to

accept or reject.
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3.2 Research method

Mixed research method would use as a research method because it consider both qualitative and
quantitative out comes. C rotty ( 1998) d efined r esearch m ethodology as: T he s trategy, plan o f
action, design lying behind the choice and use of particular methods and linking the choice and
use of methods to the desired outcomes. The choice of the research methodology is influenced by
the researcher’s theoretical perspective and also his attitude towards the ways in which the data

would be used (deductive or inductive approach) (Gray, 2004).

3.3 Research Design

Explanatory sequential mixed methods is one in which the researcher first conducts quantitative
research, analyzes the results and then builds on the results to explain them in more detail with
qualitative research. It is considered explanatory because the initial quantitative data results are
explained further with the qua litative da ta. Itis considered s equential because the ini tial
quantitative phase is followed by the qualitative phase. This type of design is popular in fields
with a strong quantitative orientation (hence the project begins with quantitative research), but it
presents cha llenges of i dentifying t he qu antitative r esults t o further explore and t he une qual
sample sizes for each phase of the study. Survey research provides a quantitative or num eric
description of t rends, a ttitudes, or opi nions of a popul ation b y s tudying a s ample of t hat
population. It includes cross-sectional and longitudinal studies using questionnaires or structured
interviews for data collection—with the intent o f generalizing from a sample to a popul ation
(Fowler, 2008). Case studies are a design of inquiry found in many fields, especially evaluation,
in which the researcher develops an in-depth analysis of a case, often a program, event, activity,
process, or one or more individuals. Cases are bounded by time and activity, and r esearchers
collect detailed information using a variety of data collection procedures over a sustained period
of t ime ( Stake, 1995; Y in, 2009, 2012) . The R esearch design for t he s tudyis explanatory,

Analysis of documents would be use to provide answers to the research questions.
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3.4 Sampling design

Table 2: Sampledesign

Total # of export sector customers in

product category on ESLSE m m

89/179160/179=]30/179

Populati rtion fact
Opulation proportion factor =0.497] 0335 [=0.168] Stratified

40 27 13
Randomly selected

Sample proportion for each stratum

Total # of export sector staffs who have

direct contact with the customer
Judgmental

Total| 100
Sample proportion for each stratum Representativeness of the sample
coffee: 89/179(80)=39.77 Sample/population: 80/179=0.4469
oilseed :60/179(80)=26.81 Sample representativeness of the

population is 44.69%, more than

ice:30/179(80)=13.4
spice:30/179(80) 30%.comrey and lee(1992).
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The sample method involves taking a representative s election of the population and using the
data collected as research information. A sample is a “subgroup of a population” (Frey et al.,
2000). It has also been described as a representative “taste” of a group (Berinstein 2003). Two
standard categories of the sampling method exist. These two categories are called probability

sampling and non-probability sampling.

Probability s ampling is s ometimes c alled random s ampling a s non - probability s ampling is
sometimes called non-random s ampling. These terms ar e i nterchangeable. The choiceto use
probability or non-probability sampling depends on the goal of the research. When a researcher
needs to have a certain level of confidence in the data collection, probability sampling should be
used (MacNealy 1999). Probability samples can be “rigorously analyzed to determine possible
bias and likely error” (Henry 1990).

Non- probability s ampling doe s not pr ovide t his a dvantage but is us eful for r esearchers “t o
achieve particular objectives of the research at hand” (Henry 1990). These objectives may allow
for s election of t he s ample a cquired b y a ccident, be cause t he s ample “ knows” t he m ost, or
because the sample is the most typical (Fink &Kosecoff 1995). Probability and non-probability
sampling ha ve a dvantages a nd di sadvantages andt heus e of e achi s de terminedb yt he

researcher’s goals in relation to data collection and validity.

Each sampling category includes various methods for the selection process. Probability sampling
is defined as having the “distinguishing characteristic that each unit in the population has a
known, nonzero probability of being included in the sample” (Henry 1990). There are four types
of probability sampling that are standard across disciplines. These four include simple random

sampling, systematic random sampling, stratified random sampling, and cluster sampling.
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Probability Sampling Methods

Type of Sampling Selection Strategy

Simple Each member of the study population has an
equal probability of being selected.

Systematic Each member of the study population is either
assembled or listed, a random start is
designated, then members of the population are
selected at equal intervals

Stratified Each member of the study population is
assigned to a group or stratum, then a simple
random sample is selected from each stratum.

Cluster Each member of the study population is
assigned to a group or cluster, then clusters are
selected at random and all members of a
selected cluster are included in the sample.

(Henry 27)

Figure 3; Probability sampling methods

Non-probability sampling the advantage of non-probability sampling is that it a convenient way
for researchers to assemble a s ample with little or no cost and/or for those research studies that

do not require representativeness of the population (Babbie 2003).

Non-probability sampling is a good method to use when conducting a pilot study, when
attempting to que stion groups w ho m ay have sensitivities to the questions being asked and
may not want answer those questions honestly, and for those situations when ethical concerns
may keep the researcher from speaking to every member of a specific group (Fink 1995). In non-
probability sampling, subjective judgments play a specific role (Henry 1990). Researchers must

be careful not to generalize results based on non-probability sampling to the general population.
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Author

Types of Non-probability Sampling

Babbie

Fink

Frey, et al.

Henry

MacMealy

[ S [

[

Purposive or judgmental sampling
Quota sampling

Reliance of available subjects
(Convenience)

Conwvenience
Snowball sampling
Quota sampling
Focus groups

Convenience
Volunteer
Purposive

Quota

Metwork (snowball)

Conwveniences samples

Most similar/most dissimilar samples
{purposive)

Typical case samples (purposive)
Critical case samples (purposive)
Snowball samples

Quota samples

Conwvenience sampling
Purposeful sampling
Snowball sampling

Figure 4; non-probability sampling

Would uses stratified sampling te chniques. Stratified samplingis a pr obability s ampling
technique where dividing the entire population into different subgroups or strata (coffee, oilseed

and spice), and then randomly selects the final subjects proportionally from the different strata.

Different strata have different sampling fractions.

The pr ecision of t his de sign i s hi ghly de pendent on t he s ampling fraction. B y c ategorizing
customers based on t ype of product exported. T o select staff respondent Judgmental sampling
technique be us e b ecause of t he n umber o f's taff w ho ha ve di rect kn ow how about freight
forwarding operations are around 20 i n number. T he reason to study the s tuff personnel is to

determine the l evel of how they are professional, e xperienced, s killful to handle c ustomer in

doing a business.
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3.5 Sources of Data

Sources of data for the study were both primary and secondary. T he primary d ata have been
collected from both employees and customers of ESLSE by using stratified sampling method and
purposive s ampling m ethod. S econdary da ta would gather from publ ished a nd unpubl ished
theoretical 1 iteratures, empirical s tudies and recorded export r elated documents, r eports a nd

books.

3.6 Data Collection Instrument.

Data to be use in the study are primary and secondary. The primary data would be col lected
using semi structured questionnaire. The questionnaire included the variables which have been
identified. The s cale of t he que stionnaire would base on 5 -point L ikert’s Scale A nalysis.
Research que stionnaire used would adopt from E SLSE employee and customers in order to
collect the primary data, questionnaires c onsisting of all the required variables for the validity
and reliability of the research result would be distribute to 100 ESLSE employees and customers.
From 100 que stionnaires, 20 and 80 would distribute to employees and customers respectively.
Mathers N, and et al., (2007), Q uestionnaires are a ve ry convenient w ay of collecting us eful
comparable data from a large number of individuals. However questionnaires can only produce
valid a nd m eaningful r esults i f't he que stions are ¢ lear a nd pr ecise a nd i ft hey a re a sked
consistently across all respondents. Also, Saunders et al. (2003) indicated that the investigator is
not requested to follow a specific order of questions but can vary the order depending on t he
flow of t he c onversation. Interestingly, s emi-structured interviews givet he r esearcher the
opportunity t o ‘ probe’ for m ore de tailed i nformation by asking the respondent to give m ore

clarification to his answer.

3.7 Validity and Reliability

3.7.1 Validity

Hammersley (1987) asserted that “an account is valid or true ifit represents ac curately those
features of the phenomena, that it is intended to describe, explain or theories”. In so far, validity
is concerned with two main issues: whether the instruments used for measurement are accurate
and whether they are actually measuring what they want to measure (winter, 2000). Ritchie and
Lewis (2003) indicated that the validity of research is conceived as the precision or correctness

of the research finding. Arksey and Knight (1999) and winter (2000) identified t wo di fferent
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dimensions t o the ¢ oncept of validity, n amely internal and external validity. Internal validity
ensures that the researcher inve stigates w hat he claims to be inve stigating. External va lidity
concerned with the extent to which the research findings can be generalized to wider population.
According to Yalew Eindawok (2006) validity can be categorized in four types: face validity,
content validity, criterion-related validity and construct validity. Denscombe (1998) added that
the use of multi methods for examining one issue corroborates the findings of the research and
increases t he v alidity o ft he data. In terms of the current research, construct validity would
achieve b y unde rtaking m ultiple m ethods to i nvestigate t he p roblem of't he ¢ ontents from
different angles a nd s trengthen t he va lidity of t he f indings. Would also c onsider s electing
multiple/representative causal studies to cover the entire issues related to the study and increase

the probability of generalization.

3.7.2 Reliability

Reliability is known as to what extent the research findings can be replicated, if another study is
undertaken using the same research methods (Ritchie and Lewis, 2003). they asserted that “the
reliability of the findings depends on the likely recurrence of the original data and the way they
are interpreted” (Ritchie and Lewis, 2003 ). A ccording to Kothari, (2004), s ound m easurement
must me et the te sts of validity, reliability and practicality. In fact, these are the three m ajor
considerations one should use in evaluating a measurement tool. “Validity refers to the extent to

which a test measures what we actually wish to measure.

Reliability has to do w ith the accuracy and precision of a measurement procedure. T herefore,
would use cronbach alpha, coefficient alpha reliability test method, the scale of the questionnaire
would base on 5 -point Likert’s Scale A nalysis, and the researcher briefly take up the relevant

details concerning these tests of sound measurement.

Cronbach’s alpha

Cronbach’s alpha was used to examine the reliability of the measurement instrument. For this
purpose, que stionnaires w ere di stributed and using t he da ta obt ained w here t he r eliability
coefficient w as ¢ alculated by C ronbach’s alpha hi ghert han 0.7,t her eliability o ft he

questionnaire is satisfactory (Hair et.al. 2006).
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Multi co linearity assumption

This assumption is c oncerned w ith the relationship e xist be tween e xplanatory v ariables. If an
independent variable is an exact linear combination of the other independent variables, then we
say the m odel s uffers from pe rfect co linearity, and it c annot be e stimated by O LS ( Brooks
2008). M ulti co linearity condition e xists w here t here 1 s hi gh, but no t pe rfect, correlation
between t wo or m ore explanatory v ariables ( Cameron and T rivedi 200 9; W ooldridge 2006) .
According to Churchill and Iacobucci (2005), w hen there is multi co linearity, the amount of

information about the effect of explanatory variables on dependent variables decreases.

R-Squared

Also known as coefficient of determination which is a statistical term saying how good one term
is at predicting another. The higher the value of R-Square, the better is the prediction of one term

from another said by Cameron & Windmeijer (1996).

Descriptive Statistics

Hair et al (2006) argue that correlation c oefficient below 0.9 m ay not cause serious Multi co
linearity problem. M alhotra ( 2007) s tated t hat Multi co linearity problem e xists w hen t he
correlation coefficient among variables is greater than 0.75. Kennedy (2008) suggests that any
correlation c oefficient above 0.7 ¢ ould cause a serious Multi co linearity problem le ading to

inefficient estimation and less reliable results.

3.8 Data analysis techniques

After collecting the required data, Statistical Package for the Social Sciences (SPSS) version 20
would use for the purpose of processing and analysis of the results. To examine at the aggregate
level, the main effects of m arketing mix el ements and corporate i mage influence cus tomer
attraction. The analysis takes into consideration the conceptualization of customer attraction as

level of aggregation is carried out by means of the designed model.
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3.9 Ethical Considerations

Ethical C onsiderations ¢ an be s pecified as on e of t he m ost i mportant parts of t he r esearch.
According to Bryman and Bell (2007) there are ten principles of ethical considerations have been
compiled as a result of analyzing the ethical guidelines of the research. In this research any type
of communication in relation to the research should be done with honesty and transparency, the
Research participants would not be subjected to harm in any ways what so ever, and adequate

level of confident.
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CHAPTER FOUR
RESULTS AND PRESENTATION

This chapter presents the results and findings of the study based on the research objectives. The
Results are presented in the form of summary tables. Regression and Correlation analysis are

used to analyses the data to answer the research objective.

4.1 Respondent’s profile.
Table 3: Respondent’sprofile

Gender Male ? -
Female 11 55.0
Age 23-35 14 70.0
36-45 6 30.0
< lyear 3 15.0
Experience 13 years A 200
3-5 years 6 30.0
>5 years 7 35.0
Diploma 8 40.0
MA degree 10.0

Junior officer 25.0

2
5
Officer 9 45.0
3
2

Statusin theorganization | Senior officer 15.0
Coordinator 10.0
Division Manager 1 5.0
Accounting 7 35.0
Business Administration 4 20.0

Field of study Economics 2 10.0
Insurance 1 5.0
Marketing 6 30.0

(Source: survey data, 2016)
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Asitcanseefromtable 1,out of20 respondent f emale employees 11( 55%) w hile m ale
employees are 9 (45%). 14(70%) of the respondent are engaged between the age of 23-35 while
the reset 6(30%) are between the age of 36-45 this implies that the research holds response of
every age group. With regarded to experience 3(15%) of the respondent are have experience less
than a year, while 4(20%) have 1-3 years stay in the organization, 6(30%) of the respondent have
3-5 years’ experience in the organization the rest 7(35%) of the respondent have more than five
years’ experience this implies that the respondent have a good ground and information about the
organization. A's far as their educational background concerned 8(40%) are diploma 10 ( 50%)
BA degree 2 (10%) MA Degree. Out of this 5(25%) of the respondent are junior officer 9(45%)
are officers 3(15%) senior officer 2(10%) are coordinator and the rest 1(5%) is division manager.
With regarded to the Field of specialization 7(35%) of the respondents are from accounting,
4(20%) are from business administration 2(10%) are from economics 1(5%) are from insurance

and 6(30%) are from marketing field of study.

4.2 Test results for general information about customers.

Table 4: General information of customers

<5 10 12.5
5-10 23 28.8
Opened 11-15 12 15.0
operation  per | 1620 11 13.8
year
>20 18 22.5
Total 74 92.5
Unreturned questionnaire 6 7.5
Coffee 38 47.5
Oil seed 23 28.8
Company Spice 13 16.3
Total 74 92.5
Unreturned questionnaire | 6 7.5

(Source: survey data, 2016)
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As it can see from table 2, out of 80 customers which responded for the questions 10(12.5%) of
the respondent Opened operation is less than five times in a year, 23 (28.8%) Opened operation
5-10 times per year 12 ( 15%) O pened ope ration 11 -15 t imes pe r year 11( 13.8%) O pened
operation 16-20 times per year 18 (22.5%) Opened operation more than twenty times per year
while the reaming 6(7.5%) do not respond this question. as far as the type of company based on
the c ommodity t hey are e xporting 38( 47.5%) are c offee e xporters 23( 28.8%) are oi | s eed
13(16.3%) are spice exporters while the remaining 6(7.5%) do not respond for this question.

4.3 Test results for the classical linear regression model assumptions

In this study as mentioned in chapter three diagnostic tests were carried out to ensure that the
data fits the basic assumptions of classical linear regression model. Consequently, the results for
model misspecification tests are presented as follows:

Table 5. Cronbach’salphafor customer and employee

Cronbach’s alpha scorefor customer

vasial ey Simpec

People 3 0.852

Process 3 0.928

Physical evidence 3 0.721

Corporate image 3 0.705

Customer attraction 3 0.872

Cronbach’s alpha scorefor employee

Variable quber Cronbach’s
of item Alpha

Staff 3 0.773

(Sour ce: survey data, 2016)
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In the questionnaire, questions were included to examine the effect of extended marketing mix
components and corporate image on customer attraction of ESLSE. Customer attraction included
effect of customer 1 oses rate and declining m arket pe rformance and customer fact of r efusal
being partner of ESLSE. Marketing mix components also include people, process and physical
evidence. T he reliability of the qu estionnaire was first computed by Cronbach’s alpha. Since

Cronbach’s alpha is more than 0.7 according to the table above, the questionnaire is reliable.

Normality Test:

The normality tests for this study as shown in the coefficient of kurtosis was close to 2.114, and
the P -value of 0.9406 implyingt hatt he d ata w ere consistent w ith a nor mal di stribution
assumption. The C lassical Linear R egression Model (CLRM) as sumes thatthe errortermis
normally distributed with the mean of error being zero as positive error would offset the negative
error. Finally, the researcher ex amines the values of the standardized df beta and standardized
residual va lues t o 1 dentify out liers a nd 1 nfluential ¢ ases. Large va lues s uggest out liers or

influential cases. N ote that the results thus far (histograms and s catter p lots of the continuous
variables and residuals) showed no d ata point(s) that stood out as outliers. Thus, it is unlikely
that the researcher find large standardized df beta or standardized residual values. N onetheless,
the standardized df beta values can verify this. Outliers or influential cases have large (< -2 or
>2) standardized df beta. Instead of manually scrolling through the values of each variable to
check this, the researcher can cal culate maximum and minimum values. The results show no

standardized df beta values < -2 or > 2. I can conclude that the data set does not include outliers
or influential cases. In descriptive s tatistics r esult the skewenes and kurtosis are s mall w hich
indicate that variables most likely do not include influential case or out line. In this paper the
linear regression assumption that the relationship between dependent and independent variables

is line ar in order to cheek the a ssumption by examining s catter pl ots of't he de pendent i n
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dependent v ariables. T he r egression result s hows t hat t here i s pos itive cor relation between
people and corporate image and also there is a positive relationship between people and customer
attraction on t he ot her hand there is w eek correlation pe ople and pr ocess and also ne gative

linearity relationship between people and physical evidence.

Regression analysis

This section presents over all the empirical results of the regressions. The regression result was
made and coefficients of the variables were estimated by SPSS software. As stated earlier in this
study | inear regression model i s us ed t he m odel us ed t o e xamine t he i mpact of e xtended
marketing mix and corporate image on customer attraction in ESLSE. The model estimated in
the regression is mostly pointed out Variables that have close link with customer attraction.

In doing t he r egression s tudent r esearcher a Iso ¢ heck t he m odel r equirement t hat i s out liner
influential case and multeicolinality among independent variables. The R2 is .114. This means
that the independent variables explain 11.4% of the variation in the dependent variable.

P value of thisresultisless than (<0.05) this means atlist one of the de pendent variableis
significant predictor of the standardized reading score the sig c olumn in the c oefficient s how
which variable are significant. In this result multicollinearity is not a concern because the VIF
scores ar € 1 ess than three (<3). The result al so s hows ( physical evi dence, process, corporeal
image are not s ignificant pr edictor of t he s tandardized reading s core so these variables are
removed fro the m odel and t he r esearcher r erun t he for fitting final mo del pr ocess ph ysical
evidence and corporate image are not significant we remove them from analysis’s. The revised
list variable is dependent variable customer attraction and the independent variable people that is
staff willingness and r eadiness t o r esponded ¢ ustomer r equest. The ANOVA't aste forthe
selected variables s hows t he ex planatory variables in the r egression model are s ignificant in

explaining the impact of credit risk on performances. The calculated F value appears larger than
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the significance value. In other words the calculated significance value stood below 0.05. A s
shown in the table the calculated significance value is lower than the expected significance value
(0.05). Sig. value for test F is less than 0.05 therefore the model explains the dependence of the
constructed variables through a linear relation, which is considered significant. The p v alue for
the F statistic is < .05. This means that at least one of the independent variables is a significant
predictor of the DV (standardized reading scores). The “Sig.” column in the Coefficients table
shows which variables are significant. The histogram of residuals allows us to check the extent to
which t he r esiduals are normally di stributed. T he r esiduals hi stogram s hows a fairly no rmal
distribution. Thus, based on these results, the normality of residuals assumption is satisfied.

The researchers examine a scatter plot of the residuals against the predicted values to evaluate
whether the homogeneity of variance assumption is met. If it is met, there should be no pattern to
the residuals plotted against the predicted values. In the following scatter plot, I see a slanting
pattern, w hich s uggests he teroscedasticity, ( i.e., vi olation of t he hom ogeneity of v ariance

assumption).
Model Specification

The aim of this study is to examine the impact of extended marketing mix and corporate image
on customer attraction in ESLSE. T his study used customer attraction as de pendent v ariables
whereas extended marketing mix and corporate image are used as an explanatory variable. These

variables were chosen since they are widely existent in most researches.

Costumer attraction = Betat+ people ; — process ; + physical evidence ; +

corporateimage ;.
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Coefficients®

I ——————————————
Model Unstandardized Coefficients | Standardized t 3ig. Collnearty Statistics
Coeficients . F
B Std. Emor Beta

(Constant) 8.043 31% 2518 04

peaple 21 13 K1 BE | B % M
o pooes o m ol s H 1064

physical 051 119 00| 43| 668 n 108

corporate image 092 161 1168 S0 Y AT 0 1.101

Unstandardized standardzed 1Sige. 05 then I1VIF >3 there
coefficlents coefficlents are that variable is couldbe
are usedin the used for signficantand multicolinearity
prediction and comparingthe shouldbe kept. I problems,
interpretation eflectsof the Sig> 05thenthe
independent variableis not a
variables .
good predictor
andcan be
removed from
the model

The r esearcher ex amines t he coe fficients t able t o examine and interpret t he r esults. The

prediction equation is based on the Unstandardized coefficients, as follows:

Costumer attraction = 8.049 + 0.291people; - 0.004process; + 0.051physical evidence+

0.92cor porate image.

The student researcher can use the Unstandardized coefficients to interpret the results.
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The Constant is the predicted value of the de pendent variable when all of the independent
variables have a value of zero. In the context of this analysis, the predicted reading score for
customer attraction is 8.049.

The pe ople are valued by K nowledge t 0 a nswer ¢ ustomers que stions ( Assurance).Have
Willingness and r eadiness t o r espond ¢ ustomer r equest ( Responsiveness) a nd G iving
customer individual attentions to Make feel free in the transaction (Empathy) the coefficient
is reading 0.291 t his means a unit change in pe ople variable brings 0.709 t ime c hange in
attraction in the same direction. Especially the attraction element is hi ghly influenced by
employee willingness and readiness to respond customer.

The pr ocesses ar ¢ weighted bye asy, quickand immediate P rocedures, (free f rom
bureaucracy), qui ck and i mmediate i n hous e O perating s ystem ( Speedy) and pr oviding
prompt service to customers as promised. (Based on t he standards that clearly specified on
customer charter) the result shows -0.004 this means a unit change in process variable brings
0.996 time change in attraction in opposite direction.

Physical e vidence is me asured by E asy a ccessibility, reachability & s uitability, Visual
appearance of facilities and equipment and Branch coordination and integration the result
indicates 0.051, and this means a unit change in physical evidence variable brings 0.049 time
change in attraction in the same direction.

corporate image is calculated by Identity (Well-known corporate image, give power to attract
customers), creditability (Trust lead customers to secure and accept offer that Providing by
the enterprise) and reliability (Keeping promise has power to attract customers) the product is
0.92 this means a unit change in corporate image variable brings 0.08 time change in

attraction in the same direction.

40




4.4 Summary for the Hypotheses Testing
Table 6: Hypotheses Testing.

H1: P eople have a s ignificant and positive ef fect on | Positive and Failed
attracting f reight forwarderst oE SLSEf reight | significant .

to Rejected
forwarding service.
H2: Process has as ignificant and positive ef fect on | Negative Rejected
attracting f reight forwarderst oE SLSE f reight | and
forwarding service. insignificant
H3: P hysical ev idence h as a s ignificant and positive | Positive and Rejected
effect on attracting freight forwarders to ESLSE freight | insignificant
forwarding service.
H4: Corpora te i mage ha ve a s ignificant a nd pos itive | Positive and Rejected

effect on attracting freight forwarders to ESLSE freight

forwarding service

insignificant

All null hypotheses except H1, Failed to Rejected

(Sour ce: survey data, 2016)
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In addition to closed-ended que stions intended t o m easure c ustomer a ttraction, the r esearcher
raised questionnaire to the i ssue regarding with: M ost important ma rketing mix e lements,
potential source of customer switching, EMM impact on customer switch, problem area to fix,
Conducive w ork e nvironment, bos s s upportive i n t he w ork e nvironment, M otivational t ool,
customer experience and future ex pectation. This prove how researcher try to triangulate t he
hypothesis test result by gathering response from the different direction and the result confirms

test result are representative.

Customers’ response to open ended questionnaires

Figure 5, Most important marketing mix elements

. . ) OTHER FACTORS
Most important Marketing mix
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(Source: survey data, 2016)
Asseenin figure 1,35 % of ther espondents are r esponded a s p eoples a re m ost i mportant
marketing mix tool to induced customer being business partners’, 15% physical evidence, 23%

process & 27% other factors.
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Other f actors i nduced c ustomer be ing bus iness pa rtners’ a re i ncluded s ervice qua lity, pr ice,
dependability and time. This support the hypothesis result regarding peoples are most important

marketing mix tool to induced customer being business partners.

Figure 6, Potential source of customer switching

potential sources of customer switching regarding freight
forwarding service.

involuntary switch

ethical issue

attraction to competitor
response to service failures

inconvinience

pricing issue

Recommendations

service encouter failures

core service failures 27%

0% 5% 10% 15% 20% 25% 30%

percentage of respondents

(Sour ce: survey data, 2016)

As seen in figure 2, 27% of the respondents are responded c ore s ervice failures are potential
sources o f ¢ ustomer s witching regarding freight f orwarding s ervice,12% s ervice encounter
failures, 19% pricing issue, 9% inconvenience, 15% response to service failures, 7% attraction to
competitor, 8% ethical issue and 3% involuntary switch.

Core service failures are: systems in efficiency, lack of service quality, lag in transit period, slow
service, couldn’t ha ve been w orking 24/ 7 hour to compete, 1 ack of internal a udit, 1 ack of
proactive manager, lack of good management, lack of efficient data management and the like.
Service e ncounter f ailures a re: 1 ack | evel of a ttention, unus ual a ction, r esponse ¢ ustomers’

implicit ne eds, r esponse ¢ ustomers’ explicit ne eds, unpr ompted a nd u nsolicited employee
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action and the like. Pricing issue is: costly.

Inconveniences are: lack of coordination, unreachable, office dispersion, lack of integrations and
the like. Responses to service failures are: lack of communication, unsolicited employee action
and the like. A ttractions to competitors are: Lack of customer care, unacceptable service, and
lack of p rofessional s taff, service de lays andt hel ike. Ethical i ssues ar e: 1 ack of good
management, negligence in task to be done, unusual action and the like. Involuntary switch are:

insolvency of customer business, change the area of the business and the like.

Figure 7, EMM impact on customer switch

EMM impact on customers switching

82%

100%

18%

0% + R ——

YES NO

50%

percentage of
respondents

Recommendations

(Source: survey data, 2016)

As seen in figure 3, 82% of the respondents are responded as yes for the que stion E xtended
marketing mix practices of the Enterprise have an impact on customers switching and 18% no.
Most of the reason for the YES answerers are: exaggerating price to a normal offering will create
dissatisfaction a nd f inally op en t he r oom f or s witching, | ack of vi sual a ppealing w ill ¢ ost
switching customer ,lack of right staff personal in the right place ,lack of service quality, lack of
prompt service, service lag, lack of appropriate communication and the like. In one way or other
the overall system is affected by marketing practice either positively or negatively. R eason for
the No answerer: itis a government or ganization and its direction and p olicy through directly

from c ountrywide to the respective or ganization. This support the h ypothesis r esult regarding
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extended marketing mix pr actices of the E nterprise have an i mpact on cus tomers attraction
and\or switching.

Figure 8, Problem area to fix

problem area to fix .
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(Source: survey data, 2016)

As seen in figure 4, 35 % of the respondents are responded as work on management issue are
solutions f or pr oblems r egarding customer attraction,49% s yetem,4% f acilities, a nd 12%
coordination.

Coordination area should be amended to attract customers are: avoid lack of coordination, avoid
office di spersion\scatter ( implement one w indow s ervice activity), s hould Improve B ranch
coordination and integration.

Facilitation area should be amended to attract customers are: should need to be Improve Visual
appearance of facilities and equipment, and the like.

Management area should be amended to attract customers are: avoid favoritism and nepotism ,
and create equal chance for everyone, managers should be tolerance to their stuff, avoid sabotage
in f ront of t he publ ic, should be c onstructive atall, a void s taffi llegal r elationship w ith

customers, should be proactive, should be respectful between themselves ,exert maximum effort
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to reduce staff turnover rate, avoid biasness and friendship selection to some
contest, should not been end result oriented, should give more care to the staff, avoid un ethical
act, avoid unprompted and unsolicited employee action, should need to have internal audit, avoid
lack of commitment and the like.

System area should be amended to attract customers are: should be use modern systems , should
be a void m inimal i nternal ¢ ommunication a nd c reate i ntegration, s hould b e a void minimal
internal communication system, should be reduce or avoid information gap between top-middle-
subordinate level of the system hierarchy, should need to be reduce inflexibility, should provide
service as promised ,avoid service lag, should need to be reduce level of bureaucracy, should
need to be Improve in house Operating system as quick as possible, should need apply all in one
window s ervice, s hould ne ed t o i mprove s ervice qua lity, a void r igidity, s hould be c reate
appropriate communication system with branch office as well as customers to give valid and
timely information, should apply paperless technology to save time and resources, avoid lack of
efficient da ta m anagement, avoid lack of s peedy, avoid slow s ervice, s hould be r e ar ranges
working hour possible use 24/7 as much as possible to compete in the market, should need avoid

systems in efficiency and the like.
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Employee response to open ended questionnaires

Figure 9, Conducive work environment
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(Sour ce: survey data, 2016)

As seen in figure 5, 25 % of the respondents are responded as yes for the question conducive
work environment have in the enterprise and 75% no.

Yes responses are surveyed from respondents: give priority to the internal staff for vacant post
for pr omotion, i nterpersonal r elationshipi s g ood, e very s taff p ersonnel ha vet heirj ob
description, the enterprise respect socialization, and the door is open to communicate with the
manager and the like.

No responses are surveyed from respondents: Because the environment is polluted by favoritism
and ne potism a mong p ersonal, and any b enefit is distributed from top to bottom is based on
proximity t hey bui Id, bur eaucratic na ture of t he playground is not createas paceto serve
customer, Managers are intolerance of their stuff, they sabotage in front of the public ,they are
not constructive at all, systems are old and an attractive, Management do not arrange stuff lounge
,Fatigue and un necessarily meeting schedule and this also create discomfort toward customers ,
they didn’t r eceive the indented service with desired time frame, management live with talk

without action, minimal internal communication and integration system within the enterprise and
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among s takeholders. , even managements ar e di srespected between themselves, exert mini mal
effort to reduce employee turnover rate, have information gap between top-middle-subordinate
level of the system hierarchy, and the like.

Figure 10, Boss supportive in the work environment

bosses are highly supportive in the
work environment.
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(Sour ce: survey data, 2016)

As seen in figure 6, 30% of the respondents are responded as yes for the question bosses are
highly supportive in the work environment and 70% no.

No responses are surveyed from respondents are: e ven m anagers ha ven't t he ability to be ing
manager, inflexible, bias, fearful (not risk taker they are risk averse), respect less, sabotage the
employee in front of the public, e nd r esult or iented, not vi sionary e ven e xert m ore of t heir
precious time on operational concern, they don’t care about the staff, have no power to exercise
simply they are symbol, un ethical and the like.

Yes responses are surveyed from respondents are: supportive and arrange program for induction,
arrange induction, try to exercise to create more friendly environment, give a way to respect, try

to being more professional, work as a tutor and the like.
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Figure 11, Motivational tool

motivation tool that the enterprise apply to satisfy the
need and want of the staff personnel.

Nothing is visiable to speak loudly

Promotion, traning and try to replenish
staff teution fee.

Clearly seen lack of motivational tool in the
system.

Nothing even they try to incalcate the
bonouse with Bsc.

Recommendations

Don’t care about the staff. 359

Bonus + salery inceriment.

0% 5% 10% 15% 20% 25% 30% 35% 40%

percentage of respondents

(Source: survey data, 2016)

As seen in figure 7, 20 % of the respondents are responded Bonus + salary increments are the
main motivation tool that the enterprise apply to satisfy the need and want of the staff personnel,
35% Don’t care about the staff, 5% Nothing even they try to inculcate the bonus with Bsc, 5%
Clearly seen lack of motivational tool in the system, 10% Promotion, training & try to replenish
staff tuition fee, and 25% Nothing is visible to speak loudly.

Positive reinforcements are according to the respondent survey: salary increments plus bonus,
giving r egular t raining, replenish s taff t uition fee a nd t he I ike. N egative r einforcements a re
according to the respondent survey: Don’t care about the staff: it is not as such exercising staff
motivation tool even they try the reverse they ignore staff at all, they didn't seen staff as human
capital, giving bonus by ignoring staff gate together, they don’t care about the staff even they try

to control the voice by promoting fake l abor union, irregularity and i nconsistency e ven s ome
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time ignore salary hierarchical increments and the like.

Figure 12, Employee opinion

Employee Opinions toward competitive market.

40% 60%

c

]

'g 0% - T f

8_ Faverable factor Repealing factor

§ being competitive being

“ enough in the competitive

) market enough in the

g enviroment. market

c enviroment.

]

(3] o

5 Recommendations

o

(Source: survey data, 2016)

Asseenin figure 8,40 % of the respondents a re r esponded a s ha ve f avorable f actor be ing
competitive enough in the market environment and 60% have repealing factor.

Favorable factor be ing competitive e nough i n t he m arket e nvironment: ha ve r esponsiveness,
have empathy, dependable, facilitate discount and credits ,high trust, giving facilitation service,
the only company have an of fice in port D jibouti,itisa government organizationanditis
dependable at all and the like.

Repealing factor being competitive enough in the market environment: office dispersion, lack of
promptness, couldn’t have been working 24 /7 hour to compete, bureaucracies, lack of internal
audit, lack of efficient data management, lack of speedy, rigidity, lack of quality, lag of transit
period, lack of coordination and the like.

Note t hat t he r esponses of ¢ ustomers 1 isted be low a s s trengths a nd weakness and f uture
expectations are listed directly as indicated by the respondents. No scientific approach to refine
the responses was followed given the variability and open-ended nature of the responses; and

hence not conclusive. Itis meantonlyto give certain insight about the feelings of customers
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given what they faced at least once in their service relationship with ESLSE.

Table 7, Strength and weakness

Strengths

Weaknesses

Big contribution to
national development
and a national pride

Problem associated with inability to
find containers

Friendly approach of
ESLSE employees and
service delivery

Weak ship scheduling, poor problem
solving capacity and unable to handle
customer requirements

Credit service provision
for their customers

Very high freight charges,

The transit service for
export is good

Unable to update the website daily

Unable to provide information on time

Absence of modern equipment’s

Reliability in service
provision

Some employees are not polite and
lack responsibility and make repeated
mistakes

Having ethical and
responsible employee

Poor documentation, complex
bureaucracy

Lack of competition has resulted in
poor service

Long process by ESLSE leads us to
demurrage costs

Lack of ships creates delays and
information gap

Lack of consistency in pricing

Bureaucratic to use uni-modal

Always prefer to penalize customers

(Source: survey data, 2016)
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Discussion on findings:

e (Couldn’t have been working 24 /7 hour to compete in today’s market
environment

e Lack of communication

e Lack of coordination and integrations

e Lack of customer care

e Lack of efficient data management system

e Lack of internal audit

e Lack of proactive manager

e Lack of prompt service

e Lack of right staff personal in the right place

e Lack of service quality

e Lack of visual appealing

e Lag in transit period

e Office dispersion

e Systems in efficiency

e Unprompted and unsolicited employee action

e Unreachable

e Exaggerating price to normal
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Future Expectations

Customers were asked to reveal their future expectations in an open ended question. T he main
points f orwarded are mainly ( time, s ervice quality a nd c ost va riables), t o g ain ¢ ustomer
attraction. Summarized as follows:-

e Avoid lack of commitment

e Avoid lack of coordination

e Avoid lack of efficient data management

e Avoid office dispersion\scatter (implement one window service activity)

e Avoid rigidity

e Avoid service lag

e Avoid unprompted and unsolicited employee action

e Exert maximum effort to reduce staff turnover rate

e Managers should be tolerance to their stuff

e Revisit the cost of services

e Should apply paperless technology to save time and resources

e Should be avoid minimal internal communication and create integration

e Should be create appropriate communication system with branch office as
well as customers to give valid and timely information

e Should be proactive

e Should be re arranges working hour 24/7 as much as possible to compete
in the market

e Should be managers respectful between themselves

e Should be use modern systems

e Should need to be Improve Visual appearance of facilities and equipment

e Should need to have internal audit

e Should need to improve service quality

e Should provide service as promised
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CHAPTER FIVE
CONCLUSIONS AND RECOMMENDATIONS

5.1 Conclusions

The aim of the s tudy istoidentify t he e ffect of e xtended m arketing mix ¢ omponents a nd
corporate image on c ustomer attraction. The basic questions that the paper tries to address are;
How customer attraction affected by the process of the organization, How customer attraction
affected by the p eople (staff) who directly interact with customers, How c ustomer a ttraction
affected by the physical evidence of the organization, Which extended marketing mix elements
are most important to attract customers to being business partners’ with the enterprise, and How

corporate image affect customer attraction

Customer attraction is a key element in modern competitive markets to remain in the market and
be able to make profits. Factors that affect customer attraction have critical importance.
To have com petitive ad vantage, therefore, a nalyzing t he pe rceptions o f c ustomers a bout t he

services can be a good starting point for managerial actions.

From the study, the researcher is able to conclude that:

¢ Since all the independent variables (people, corporate image, and physical evidence)
except process have positive correlation with the dependent variable (customer
attraction), they have the potential to affect the customer attraction of ESLSE.

e A person which is one of the extended marketing mix elements is most important and
significant to attract customersto being business partners’ with the enterprise, the
reasons behind enterprise declining marketing performance and customer acceptance are
core service failures, pricing issue, response to service failures, ethical issue, involuntary

switch, inefficiency in the service process have impact on customers lose rate of the
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enterprise.

e The current system is not convenient for customers

e In view of the mess Service Quality

5.2 Limitation of the Study

The research had also limitations. In this research, the effect of the marketing mix components
including pe ople, process, and physical e vidence is onl y e xamined. O ther c omponents of the
marketing mix a re not examined i ncluding pr ice, di stribution, pr omotion a nd t he 1 ike. In
addition, the study is only conducted Ethiopian shipping and logistics service enterprise freight
forwarding sector. So, the generalizability of the findings is limited.

The s carcity of r esearch w orks on t he t opic u nder s tudy, s hortage of time a nd i nsufficient

financial fund are some limitation which hindered the researcher to study the topic in-depth.

5.3 Recommendation

Since al 1 1 ndependent v ariables except pr ocess, ha ve pos itive ef fect o n customer attraction
whether s ignificantly or not, E SLSE s hould t ake the following m easure to i mprove and gain

more acceptances in the market environment:

People

Help employees to love t heir w orks a nd pr oduce s ense of b elongingness t hrough pr oviding
benefit package and creating conducive work environment to them. The package may include:
Salary increments, bonus, facilitate credit installment to buy house & auto, provide short term
training a nd e ducation oppor tunities, ba sed on ¢ mployee experience ESLSE s hould pr ovide
benefit scheme of freight charge exemption when importing goods from abroad. By doing this

ESLSE can; minimize employee turnover rate, improve employees willingness to help customer.
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Corporateimage

ESLSE have to design good succession plan, which allow image transfer without any problem

for a long time.

Physical evidence

ESLSE ha ve t o i mprove t he vi sual a ppearance b y c onducting t he following m ain a ctivities;
Provide and pe rsuade e mployee t o put on uni forms, m ake a ppropriate pa rking I ot f or t he

customers and launch aggressive sales promotion campaign.

Process

Increase availability of modern technology; create branch coordination and integration, serving
customers as promised, should work and open 24/7, should try to apply paperless technology. By

doing this; ESLSE can improve overall quality of the service.

Revisiting the cost of the service

Suggestions for Future Research

Suggestions that can be offered for future research are as follows. This research considered only
three components of the marketing mix; In addition, the results obtained from evaluating the
effect of the extended marketing mix components and c orporate image on customer attraction
differ among different companies and industries. Therefore, similar researches can be conducted

in other companies to increase the generalizability of the results.
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Addis Ababa University.
AMN:ANN:RZACAT

SCHOOL OF COMMERCE

QUESTIONNAIRE FOR CUSTOMERS

Dear Sir/Madam,

I am a master’s s tudent i n A ddis A baba uni versity s chool of ¢ ommerce D epartment of
marketing Management, conducting a research on the effect of extended marketing mix
and corporate image in customer attraction on the case of Ethiopian shipping and
logistics service enterprise” and your o rganization ha s be en's elected a s on e of t he
respondent for the study. I request your utmost assistance in providing relevant information
to the attached questionnaire. I am therefore soliciting your maximum cooperation with full
guarantee t hat all i nformation supplied will be treated c onfidentially and us ed s trictly for

academic purposes.

SECTION I:

General Information

Direction: please put (V) thick mark on your response.

I) How often do you use the service per year?

[]<s [ Is-10 [ J11-15
[ Ji6-20 [ ]>20

II) Company by commodity:

|:| Coffee |:| Oil seed |:| Spice

Ethiopian shipping and logistics service enterprise (ESLSE).



SECTION II:

Extended M arketing Mix and Corporate image

In this section, please answer the following questions by circling the number which best indicates

your opinion to what extent you agree with each statement on a scale from 1 to 5,

Direction: the scale means as follow where;

1 = Strongly Disagree (SD), 2 = Disagree (D), 3 = Neutral (N), 4 = Agree (A) and 5 = strongly
agree (SA).

(1). Staffs (people) influence\affects customer attraction; because they ....

. 1 2
No. Questions D D
1.1 | Have Knowledget oa nswer ¢ ustomers 1 2
questions (Assurance).
1.2 | Have Willingness and readiness to respond 1 2
customer request (Responsiveness).
13 Giving ¢ ustomer i1 ndividual a ttentions t o 1 5
| Makef eelf reei nt he transaction
(Empathy).
(2).Process influence\affects customer attraction; because ....
1 2
No. Questions D D
21 | Procedures are easy,qui cka nd 1 2
immediate.(free from long bureaucracy)
2.2 | In house Operating system are quick and 1 2
immediate.(Speedy)
Providing prompt service to c ustomers
2.3 | as promised. 1 2
(based ont hes tandardst hatc learly
specified on customer charter)




(3). Physical evidence influence\affects customer attraction; because.. ..
1 2 8 4 5
No. Questions D D N A sA
3.1 | Easilyac cessible and reachable, 1 2 3 4 5
suitable.
Visual appe arance of facilities and
39 equipmentf  ort ransportation, 1 5 3 4 5
"~ | warehousing and ¢ ommunication i n
the enterprise are attractive.
33 Branch ¢ oordination a nd 1 ntegration 1 2 3 4 5
| are good enough.

4).cor por ate image influence\affects customer attraction; because.. ..
1 2 3 4 5
No. Questions D D N A SA
4.1 | Well know n c orporate i mage, give pow er 1 2 3 4 5
to attract customers (Identity).
Trust lead customers to secure and accept
4.2 offert hat Providing byt he e nterprise 1 2 8 4 S
(creditability).
4.3 | Keeping promise has powert o attract 1 2 3 4 5
customers (reliability).

5). customer at traction af fected by both extended marketing m ix pr actices and corporate i mage;
because...

. 1 2 3 4 5
No. Questions D D N A A
Inappropriate pr actices on extended
marketing  mix  increase  customer
51 reluctant to work and declining m arket 1 2 3 4 °
performance.
Inappropriate pr  actices on extended
5.2 | marketing mix are cus tomers’ f acts of 1 2 3 4 5
refusal to being business partner.
5.3 | Attraction mainly l ay under the i mage of 1 2 3 4 5
the firm.




6). W hich marketing mix e lements are most im portant to induced customers to be ing bus iness

partners’ with the Enterprise? Why?

|:| People |:| Process |:|Physical evidence If any other specify

7). What are the potential sources of customer switching regarding freight forwarding service?

8). Do you think that marketing mix practices of the Enterprise have an i mpact on ¢ ustomers

switching? How?

9). What can be the alternative solutions for problems regarding customer attraction and corporate

image in Enterprise freight forwarding service?

Thank you!!



Addis Ababa University.
MAN:RICAL

SCHOOL OF COMMERCE

Dear Sir/Madam,

I am a m aster’s s tudent i n A ddis A baba uni versity s chool of ¢ ommerce D epartment of
marketing Management, conducting a research on the effect of extended marketing mix
and corporate image in customer attraction on the case of Ethiopian shipping and
logistics service enterprise” and you are judgmentally selected as one of the respondent for
the study. I request your utmost assistance in providing relevant information to the attached
questionnaire. I am therefore soliciting your maximum cooperation with full guarantee that
all i nformation s upplied w ill be t reated ¢ onfidentially a nd us ed strictly f or academic

purposes.

SECTION |: General I nformation

1) Gender: Male [ ] Female [ ]
2) Age: [ 1522 [ 23-35 [ 36-45
[]46-55 [] >55

3) Experience:

<lyear [ ] 1-3years [ | 3 -5years [ | >5years [ ]

4) Status in the organization

5) Educational status

Certificate [ ] diploma [ ] 1%degree [ | 2degree [ | PhD andabove [ |
6) Field of study




SECTIONI II:

Please answer the following questions by ticking the number which best indicates your opinion

to what extent you agree with each statement on a scale from 1 to 5.
Instruction: the scale means as follow;

1 = strongly disagree, 2 = Disagree, 3 = moderate, 4 = Agree and 5 = strongly agree

(1). Staffs (people) influence\ affect customer attraction; because:

1 2 3 4 5

No. Questions iyongly Disagree | Moderate | Agree Strongly
isagree agree

Training helps to acquire knowledge
in order to answer customers’
questions.

11

Giving bundle of benefit package
1.2 | for staffs create high motivation to
providing services quickly.

Treating staff as a special and
valued employee ignite Willingness
and readiness to respond customer
request.

13

2). Is there conducive work environment in the enterprise? (If your answer is yes pleas mention it).

3). Is bosses are highly supportive in the work environment?

4).What is the main motivation tool that the enterprise apply to satisfy the need and want of the
staff personnel?

5). Do you think the enterprise is more competitive enough in the market environment?

Thank you!!



Case Processing Summary

N %
Valid 74 92.5
Cases Excluded ? 6 7.5
Total 80 100.0
a. Listwise deletion based on all variables in the procedure.
Reliability Statistics
Cronbach's Alpha Cronbach's Alpha Based on N of Items
Standardized Items
.852 .865 3
Item Statistics
Mean Std. Deviation N
Have Knowledge to answer customers questions
4.65 .607 74
(Assurance).
Have Willingness and readiness to respond customer
. 4.53 726 74
request (Responsiveness).
Giving customer individual attentions to Make feel
. . 4.64 .587 74
free in the transaction (Empathy).

Inter-ltem Correlation Matrix

Have Knowledge to

answer customers

questions (Assurance).

Have Willingness and
readiness to respond
customer request

(Responsiveness).

Giving customer individual
attentions to Make feel free in

the transaction (Empathy).

Have Knowledge to answer customers

) 1.000 .582 .905
guestions (Assurance).
Have Willingness and readiness to respond
) .582 1.000 .554
customer request (Responsiveness).
Giving customer individual attentions to Make
] ) .905 .554 1.000
feel free in the transaction (Empathy).
Scale Statistics
Mean Variance Std. Deviation N of ltems
13.81 2.868 1.693 3
Case Processing Summary
N %
Valid 74 92.5
Cases Excluded ? 6 75
Total 80 100.0




a. Listwise deletion based on all variables in the procedure.

Reliability Statistics

Cronbach's Alpha

Cronbach's Alpha Based on

Standardized Items

N of Items

.928 .929 3
Item Statistics
Mean Std. Deviation N
Procedures are easy, quick and immediate.(free
3.92 1.017 74

from bureaucracy)
In house Operating system are quick and
) ] 3.82 1.102 74
immediate.(Speedy)
Providing prompt service to customers as promised.
(based on the standards that clearly specified on 3.93 1.025 74
customer charter)

Inter-ltem Correlation Matrix

Procedures are easy, In house Operating Providing prompt service to
quick and system are quick and customers as promised.
immediate.(free from immediate.(Speedy) (based on the standards that
bureaucracy) clearly specified on customer
charter)
Procedures are easy, quick and
immediate.(free from bureaucracy) 1.000 842 770
In house Operating system are quick and
immediate.(Speedy) 842 1000 826
Providing prompt service to customers as
promised. (based on the standards that 770 .826 1.000
clearly specified on customer charter)
Scale Statistics
Mean Variance Std. Deviation N of ltems
11.68 8.660 2.943 3
Case Processing Summary
%
Valid 74 92.5
Cases Excluded ? 6 7.5
Total 80 100.0




a. Listwise deletion based on all variables in the procedure.

Reliability Statistics

Cronbach's Alpha

Cronbach's Alpha Based

on Standardized Items

N of Items

721 722 3
Item Statistics
Mean Std. Deviation N
Easily accessible and reachable, suitable. 4.62 .635 74
Visual appearance of facilities and
equipment for transportation, warehousing
and communication in the enterprise are 499 039 74
attractive.
Branch coordination and integration are
good enough. 4.58 .641 74
Inter-ltem Correlation Matrix
Easily accessible and Visual appearance of Branch coordination and
reachable, suitable. facilities and equipment integration are good enough.
for transportation,
warehousing and
communication in the
enterprise are attractive.
Easily accessible and reachable, suitable. 1.000 .596 447
Visual appearance of facilities and
equipment for transportation, warehousing
and communication in the enterprise are 596 1.000 349
attractive.
Branch coordination and integration are
good enough. 447 .349 1.000
Scale Statistics
Mean Variance Std. Deviation N of ltems
13.80 2.356 1.535 3
Case Processing Summary
N %
Valid 74 92.5
Cases Excluded® 6 7.5
Total 80 100.0




a. Listwise deletion based on all variables in the

procedure.
Reliability Statistics
Cronbach's Cronbach's Alpha Based on N of ltems
Alpha Standardized Items
.705 .705 3
Item Statistics
Mean Std. Deviation N
Well known corporate
image, give power to attract 4.78 .504 74
customers (ldentity).
Trust lead customers to
secure and accept offer that
Providing by the enterprise 480 523 74
(creditability).
Keeping promise has power
to attract customers 4.81 459 74
(reliability).
Inter-ltem Correlation Matrix
Well known Trust lead Keeping promise has power to attract customers (reliability).
corporate customers to
image, give secure and
power to attract | accept offer that
customers Providing by the
(Identity). enterprise
(creditability).
Well known corporate
image, give power to attract 1.000 .507 A73
customers (ldentity).
Trust lead customers to
secure and accept offer that
Providing by the enterprise 507 1.000 392
(creditability).
Keeping promise has power
to attract customers 473 .352 1.000
(reliability).
Scale Statistics
Mean Variance | Std. Deviation N of Items
14.39 1.392 1.180 3




Case Processing Summary

N %
a. Listwise deletion based on all variables in the procedure. 5
Reliability Statistics
Cronbach's Alpha Cronbach's Alpha Based on Standardized N of Items
Items
.872 .875 3
Scale Statistics
Mean Variance Std. Deviation N of ltems
14.05 2.545 1.595 3
Descriptive Statistics
Mean Std. Deviation N
attraction 14.05 1.595 74
people 13.81 1.693 74
process 11.68 2.943 74
physical 13.80 1.535 74
corporate image 14.39 1.180 74
Correlations
attraction people process physical corporate image
attraction 1.000 .328 -.066 .038 .149
people .328 1.000 -177 -.020 .278
Pearson Correlation process -.066 =177 1.000 -.142 .045
physical .038 -.020 -.142 1.000 -.092
corporate image .149 .278 .045 -.092 1.000
attraction .002 .287 374 .103
people .002 .065 432 .008
Sig. (1-tailed) process .287 .065 114 .352
physical 374 432 114 .219
corporate image .103 .008 .352 .219
attraction 74 74 74 74 74
people 74 74 74 74 74
N process 74 74 74 74 74
physical 74 74 74 74 74
corporate image 74 74 74 74 74

Variables Entered/Removed 2




Model

Variables Entered

Variables Removed

Method

peopleb

corporate image, process, physical,

Enter

a. Dependent Variable: attractionn

b. All requested variables entered.

Model Summaryb

Model R R Square Adjusted R Std. Error of the Change Statistics
Square Estimate R Square F Change dfl
Change
1 .338% 114 .063 1.545 114 2.219 4
Model Summaryb
Model Change Statistics Durbin-Watson
df2 Sig. F Change
1 69° .076 2.359
a. Predictors: (Constant), corporate image, process, physical, people
b. Dependent Variable: attraction
ANOVA?

Model Sum of Squares df Mean Square F Sig.

Regression 21.178 4 5.294 2.219 076"
1 Residual 164.606 69 2.386

Total 185.784 73

a. Dependent Variable: attraction
b. Predictors: (Constant), corporate image, process, physical, people
Coefficients®
Model Unstandardized Coefficients Standardized t Sig.
Coefficients
B Std. Error Beta

(Constant) 8.049 3.196 2.518 .014

people .291 113 .309 2.569 .012
1 process -.004 .063 -.007 -.063 .950

physical .051 119 .050 431 .668

corporate image .092 161 .068 .570 571




Coefficients?

Model Collinearity Statistics
Tolerance VIFE
(Constant)
people .886 1.128
1 process .940 1.064
physical .972 1.029
corporate image .909 1.101
a. Dependent Variable: attractionn
Collinearity Diagnostics®
Model Dimension Eigenvalue Condition Index Variance Proportions
(Constant) people process physical
1 4.923 1.000 .00 .00 .00 .00
2 .054 9.587 .00 .02 .82 .01
1 3 .014 18.805 .00 .36 .00 .48
4 .007 26.768 .02 .57 A1 .15
5 .002 45.918 .97 .04 .07 .35
Collinearity Diagnostics®
Model Dimension Variance Proportions
corporate image
1 .00
2 .00
1 3 .01
4 A7
5 51
a. Dependent Variable: attraction
Residuals Statistics®
Minimum Maximum Mean Std. Deviation N
Predicted Value 12.33 14.54 14.05 .539 74
Residual -5.505 2.557 .000 1.502 74
Std. Predicted Value -3.198 .904 .000 1.000 74
Std. Residual -3.564 1.656 .000 .972 74




a. Dependent Variable: attraction

Normal P-P Plot of Regression Standardized Residual
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Correlations

people process physical | corporate image attraction
Pearson Correlation 1 -177 -.020 278 328"
people Sig. (2-tailed) 131 .864 .017 .004
N 74 74 74 74 74
Pearson Correlation =177 1 -.142 .045 -.066
process Sig. (2-tailed) 131 .227 .703 .575
N 74 74 74 74 74
Pearson Correlation -.020 -.142 1 -.092 .038
physical Sig. (2-tailed) .864 .227 437 747
N 74 74 74 74 74
Pearson Correlation 278 .045 -.092 1 .149
corporate image Sig. (2-tailed) .017 .703 437 .206
N 74 74 74 74 74
Pearson Correlation 328" -.066 .038 149 1
attraction Sig. (2-tailed) .004 .575 747 .206
N 74 74 74 74 74

*, Correlation is significant at the 0.05 level (2-tailed).

**_Correlation is significant at the 0.01 level (2-tailed).




Scale: ALL VARIABLES

Case Processing Summary

N %

Valid 20 100.0
Cases Excluded® 0 .0

Total 20 100.0
a. Listwise deletion based on all variables in the procedure.

Reliability Statistics
Cronbach's Alpha Cronbach's Alpha Based on Standardized N of Items
ltems
762 772 3




People Process Physical evidence | Corporat image | Attraction |Pe |Pr|Evi [Im [Att

15112] 15[ 15 15

13111] 13[ 15 15

13110 15f 13 13

11| 7] 15[ 15 15

14| 7] 15[ 15 13

13| 7] 13[ 12 13

15| 9] 15[ 15 12

15112] 13[ 15 15

15111 13[ 15 15

13110] 12{ 14 15

13112] 15[ 14 9

ASS |REP |[EMP |UnB|Sp|csH|cO |vI |coo |ID |CR |RE |Lr|Rf |I TOtalea‘ﬁnb‘;ieaCh L&
4 4 4 41 4 4 5 5 5 5 5 5[ b 3 51 12112 15| 15 13|Assurance ASS
5 5 5 4] 4 3 5 5 3 5 5 5[ 5 5 5| 15]11| 13] 15 15]Attraction Att
4 4 4 5] 5 5 3 5 5 5 5 5] 5| b 5| 12{15] 13| 15 15|Customer charter |CsH
3 3 3 5| 5 4 5 5 5 5 5 5] 5| 3 5| 9[14] 15| 15 13|Convinent Cco
5 5 5 5| 5 4 5 5 5 3 4 5] 5] 5 51 15[14| 15| 12 15|Coordination (600]
5 5 5 5] 5 5 4] 5 5 5 5 5] 5] 5 5] 15[(15] 14| 15 15|Corporat image Im
4 4 4 3| 4 3 41 4 4 5 5 5] 4| 4 41 12110 12| 15 12|Credblity CR
5 5 5 3] 3 3 5] 5 5 3 4 41 5] 5 51 15| 9| 15| 11 15|Empathy EMP
5 5 5 3l 2 2 5 5 5 5 5 5[ b5 5 5| 15| 7] 15| 15 15|Fact of refusal Rf
5 5 5 3l 2 2 5 5 5 5 5 5[ b5 5 5| 15[ 7| 15| 15 15|Identity ID
5 5 5 3l 2 2 4] 3 5 5 5 5| 4| 5 5 15| 7] 12| 15 14 [Image 1
5 5 5 3l 2 2 4 4 5 5 5 5 4 5 5] 15 7] 13| 15 14|Lossrate Lr
5 5 5 3] 2 2 5 5 5 5 5 5[ b5 5 5[ 151 7{ 15] 15 15|People Pe
5 5 5 3| 2 2 5] 5 5 4 4 41 5 5 5| 15| 7| 15] 12 15|Physical evidence |Evi
5 5 5 2] 2 2 5 5 5 5 5 5] 4 5 5| 15] 6] 15] 15 14|Process Pr
5 5 5 21 3 3 3 4 5 5 5 5] 5| b 51 15| 8| 12| 15 15|Reliablity RE
5 5 5 21 2 2 5] 5 5 5 5 5] 4| 3 5| 15 6] 15| 15 12|Responsivnes REP
5 5 5 3| 4 4 41 4 5 5 5 5] 5| b5 5| 15[11] 13| 15 15|Speedy Sp
5 5 5 3| 3 4 3l 4 4 5 5 5] 4] 5 5| 15[10] 11| 15 14|Un burocat UnB
5 5 4 3| 3 4 5] 5 5 5 5 5] 5] 5 5| 14{10] 15| 15 15|Visual VI
5 5 5 3] 3 4 5] 5 5 5 5 5] 5 5 5| 15]10| 15] 15 15
4 3 4 3] 3 3 5 5 5 5 5 31 4 4 41 111 9] 15] 13 12
5 4 4 3] 3 3 5] 3 5 5 5 5] 5 5 51 13] 9| 13] 15 15
5 5 4 3] 3 3 5 5 5 4 5 41 5 5 5] 14] 9| 15] 13 15
4 5 4 3] 3 3 41 4 4 4 5 41 5 5 51 13] 9| 12] 13 15
5 5 5 3] 3 3 5 5 5 5 5 5[ b5 5 5| 15] 9| 15] 15 15
5 5 5 3] 3 3 5] 5 5 5 3 5] 5] 5 5| 15] 9| 15] 13 15
5 5 5 4| 3 5 5 5 5 5 5 5[ b5 5 5
5 4 4 4] 3 4 5] 3 5 5 5 5] 5 5 5
4 4 5 3] 3 4 5 5 5 5 3 5[ 5 5 3
3 4 4 2] 2 3 5] 5 5 5 5 5] 5| 5 5
4 5 5 2] 2 3 5 5 5 5 5 5] 4 5 4
3 5 5 2| 2 3 5 5 3 4 4 41 4 5 4
5 5 5 3] 3 3 5] 5 5 5 5 5] 41 4 4
5 5 5 4] 4 4 41 5 4 5 5 5] 5] 5 5
5 5 5 3] 4 4 4] 5 4 5 5 5] 5 5 5
5 4 4 4] 3 3 41 4 4 4 5 5] 5 5 5
5 4 4 4] 4 4 5 5 5 4 5 5] 3 3 3
4 4 4 4| 3 3 5] 5 5 5 5 5] 5 5 5

12110] 15[ 15 15
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Juniour Assessesement and clerance officer

Marketing

1 2 3[senior Assessesement and clerance officer 3[(Economices 4 4 4
1 2 3|Assessesement and clerance officer 2|Marketing 3 3 4
1 3 4|Assessesement and clerance officer 2|Accounting 4 3 2
1 3 4|Assessesement and clerance officer 3|Accounting 4 3 3
2 2 1[Juniour Assessesement and clerance officer 2|Accounting 3 3 2
2 3 4|Assessesement and clerance officer 2|Accounting 3 4 3
2 2 4|Sales officer 2|Accounting 2 2 2
2 2 2|Sales officer 3[Marketing 3 3 4
2 2 2|Customer service officer 3[Economices 2 3 2
1 2 3|Sales officer 3|Marketing 3 3 3
2 2 3[Juniour Customer service officer 2|Business Administration 4 3 3
2 2 3|Marketing coordinator 4|Business Administration 3 3 3
1 3 4|Special support coordinator 3|Accounting 4 3 4
2 2 2|Juniour Customer service officer 2|Insurance 2 2 2
1 2 2|senior Marketing officer 3|Business Administration 2 2 3
1 3 4|Marketing Division Manager 4|Marketing 4 3 4
1 3 3|senior Marketing officer 3|Business Administration 2 2 2
2 2 4| Assessesement and clerance officer 3|Accounting 3 3 4
2 2 1{Juniour Marketing officer 3|Marketing 3 2 2
2 2 1 3 3 2 3
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