L

——
ot

i
A S s . s
il

R walrod TN =17 ¥ poY & ooe oo 43 T sl <71 5 M
Market-Driven Logistics Strategies of the Logistics Service Provider

by

Ms. Sarinya Choosanit

4 Alx

)

A Final Report of the Three-Credit Course
CE 6998 Project

Submitted in Partial Fulfillment
of the Requirements for the Degree of
Master of Science
in Computer and Engineering Management
Assumption University

November 2004



St. Gabriel’s Library, Au

Market-Driven Logistics Strategies of the Logistics Service Provider

by
Ms. Sarinya Choosanit

A Final Report of the Three-Credit Course
CE 6998 Project

Submitted in Partial Fulfillment
of the Requirements for the Degree of
Master of Science
in Computer and Engineering Management
Assumption University

November 2004



Project Title Market-Driven Logistics Strategies of the Logistics Service

Provider
Name Ms. Sarinya Choosanit
Project Advisor Dr. Chamnong Jungthirapanich
Academic Y ear November 2004

The Graduate School of Assumption University has approved this final report of the
three-credit course, CE 6998 PROJECT, submitted in partial fulfillment of the
requirements for the degree of Master of Science in Computer and Engineering
Management.

Approval Committee:

X e D

(Dr. ChamnongUJLﬁ{gthirapanich) (Prof.Dr. Srisakdi Charmonman)
Dean and Advisor Chairman

%5»7\\4j

(Assoc.Prof. Somchai Thayarflyong)
CHE Representative

November 2004



ABSTRACT

The objectives of this project are identification of the level of importance of the
attnbutes that are valued by the customers, comparison of these attributes between the
selected company and its competitors, determination of the customer’s selection criteria
for a Logistic Service Provider and total establishment of the market-driven strategy for
a selected Logistic Service Provider according to the result of marketing research.

Survey was used to gather data from 45 customers through questionnaires. It
comprises of three parts: General data that covered 2 objectives, Customer satisfaction
by comparing between the customer’s expectation and perception in terms of importarit
attributes and Demographic Profile. Descriptive analysis and T-test analysis were
utilized through the SPSS 11.5 program.

Results of the analysis indicated that 1) attributes that are valued mn the
customers’ perspective are Accuracy, Speed and Service respectively, 2) the customers
compare that their own company has Business experience, Reputation with Other
clients, Strategic Direction, Physical Facilities and Equipment, Operations, Chemistry
and compatibility factors better than the other 3PLs they used, 3) influencing factors for
the selection criteria are Business Experience, Reputation, Information Technology and
Cost, 4) the customers are dissatisfied according to the attributes especially in Cost,
Security, Accuracy respectively.

Market-driven strategies focusing on direction to the customer needs according to
market research results on this study are Cost reduction, Performance improvement,
Responsiveness enhancing, Healthy Relationship and increase in Competiive

advantages.
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L INTRODUCTION

1.1 Background of the Project

Recently, the dynamics of the market place have changed. Markets are
increasingly characterized by sophisticated and demanding customers and consumers
within a competitive environment that is far more volatile and less predictable than
before. Under these conditions marketing’s reliance on the classic “4Ps™ of product,
price, promotion and place is no longer sufficient to achieve market leadership.
Instead, winning companies are these that ean speed up the rate of innovation, bring
new products and services to the market place faster, and replenish demand in shorter
lead time and with greater reliability- these companies are more responsive. Creating
the responsive organization has to be the main priority of management in any
business, and achieving it requires a much greater focus on the processes through
which demand is met. This is the arena of marketing logistics: the critical interface
between the market place and the organization seeking to satisfy customer
requirements along with marketing logistics networks described in terms of “the
system of efficiently and effectively making and getting products and services to end-
users who are far from the “Supply chains™ and “ marketing channels™.

Traditionally, marketing and logistics have been managed separately within
most businesses. The linkages between the two have been poorly understood and the
strategic importance of customer service, until recently, was not always recognized.
As markets become commoditiesed and as customers become more time and service
sensitive, the need to manage the marketing and logistics interface increases.

To win and retain customers requires an understanding of what those customers

value and a focus on the processes whereby the value can consistently be delivered.



Customer value equation is the ratio between the value that customers perceive they
are getting and the price they are prepared to pay. Hence, the challenge is to identify
ways in which customer value can be enhanced through marketing strategies that go
beyond the traditional focus on brands and images.

Today’s successful integrated logistics service provider is a dynamic firm,
utilizing a combination of systems, facilities, transportation, and materials-handling
techniques. It is managed and staffed with logistics professionals. As a result, it is the
significant reason why many companies have been in the process of extending their
logistics organization beyond the boundaries through the use of a supplier of third-
party or contract logistics services. The growth of the Logistic Service Provider (3PL)
industry had been known as a major phenomenon of the 1990s.

The purpose of this project is to study the marketing logistics strategies through
the customer’s value of a Logistics Service Provider as a case study. The survey
method 15 used to determine customers’ perspectives in terms of the selecting criteria
factors, customer value, satisfaction, perceptions and expectations of performance and
best used for tracking performance on a sociological approach.

1.2 Objectives of the Project

(1) To determine the level of the important factors of the selection criteria for a
Logistic Service Provider

(2) To compare factors of the selection criteria between the selected company and
its competitors.

(3) To identify the level of importance of the attributes that are valued by the

customers of the selected Logistics Service Providers.
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(4) To establish a guideline for developing a market-driven logistics strategy of
Logistics Service Business
1.3 Scope of the Project
As this project emphasizes the Logistics Service Providers’ branches in
Thailand, The scope of this project is studying the customer satisfaction, in which a
part of marketing-logistics integration, of the existing customers will-select a Logistics

Service Provider based on the existing business process.
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II. LITERATURE REVIEW

Recently, firms have directed considerable attention toward working more
closely with other supply chain participants, including customers, suppliers and
various types of logistics suppliers that has resulted in the development of more
meaningtul relationships among the companies involved in overall supply chain
activity. As a result, many companies have been in the process of extending logistics
organizations into those of other supply chain participants and facilitators. One-way
beyond the boundaries of the company is through the use of a supplier of third-party
or contract logistics services.

2.1 Definition of Logistics Service Provider (Third-Party Logistics: 3PL)

Essentially, a third-party-logistics firm may be defined as an external supplier
that performs all or part of a company’s logistics functions. This definition is
purposely broad and is intended to encompass suppliers of services such as
transportation, warehousing, distribution, financial services, and so on.

Depending on the firm and its positioning in the industry, the terms contract
logistics and outsourcing are sometimes used in place of third-party logistics.

2.2 Types of Logistics Service Provider (Third-Party Logistics: 3PL)

Although most Logistic Service Provider (3PL) firms promote themselves as
providers of a comprehensive range of logistics services, it is categorized in one of
several ways as follows:

2.2.1 Transportation Based
Included among the transportation-based suppliers are firms such as

Ryder, Monlo Logistics, Schneider Logistics, FedEx Logistics, and UPS Logistics,



most of which are subsidiaries or major divisions of large transportation firms. Some
of the services provided by these firms are leveraged, in that they utilize the assets of
other companies, and some are nonleveraged, where the principal emphasis is on
utilizing the transportation-based assets of the parent organization. These firms extend
beyond the transportation activity to provide a more comprehensive set of logistics
offerings. The major elements that fits corporate heritage involve the commercial
transportation industry, its approaches to operations, management, and planning
sigm'ﬁéantly utilize and leverage infonnation technologies.
2.2.2 Warehouse/Distribution Based

Traditionally, most warehouse/distribution based logistic suppliers have
been in the public contract warehousing business and have expanded into a broader
range of logistics services. For instance, DSC Logistics, USCQ and Exel. Based on
traditional orientation, these firms have already been involved;\iégistics activities such
as ‘inventory management, warehousing distribution, and so -on. With expertences,
facility-based operators have found the transition to integrated logistics services to be
less complex than have the transportation providers. Logistic Service Provider (3PL)
firms that emerged from larger cooperate logistics organizations should be included
such as Caterpillar Logistics Services, Intral Corporation and IBM who have
significant experience in managing the logistics operations of the parent firm.
2.2.3 Forwarder Based

This category includes companies such as Kuehne &Nagel, Fritz, C.H.
Robinson, and Hub Group, that have extended their middleman roles as ¢ .varders

and/or brokers into the broader range of 3PL services. Essentially, these firms are non-



asset owners, are very independent, and deal with a wide range of suppliers of
logistics services.
2.2.4 Financial Based
This category includes firms such as Cass Information Systems, CTC, GE
Information Services, and FleetBoston Financial Corporation. These firms provide
services such as freight payment and auditing; cost accounting and control; and
logistics management tools for monitoring, booking, tracking, tracing, and managing
inventory.
2.2.5 Information Based
There existed significant growth and development of Internet-based,
business-to-business electronic markets for transportation and logistics service since
these resources effectively represent alternative sources for those in need “of
pumhasing transportation and logistics services. For instance, Transplace, Nistevo.
(Clifford F. Lynch, 2000).
23 Logistics Service Provider (Third-Party-Logistic) Research Study
One significant research study, “Third-Party-Logistics Study: views form
customers” is conducted on an annual basis by Dr. C. John Langley Jr., in conjunction
with Cap -Gemini Emst & Young and Ryder System, Inc. This study provides a
comprehensive look at the third-party-logistics industry from the perspective of the
customers and.users of third-party services.
2.3.1 Study Objectives
(1) Measure the development, growth, and utilization of 3PL services across maje:

industry markets, and deepen the knowledge of the services they provide.



(2) Identify customer needs for information technology-based services, and
evaluate how well Logistic Service Providers (3PLs)s are responding to those needs.

(3) Understand how customers purchase and manage 3PL services and how they
structure relationships with Logistic Service Providers (3PLs). Also, see how Logistic
Service Providers (3PLs)s relate to global needs of their customers and how customers
may mvolve management consultants with the third-party-logistics process.

(4) Examine the overall customer value framework as it relates to the use of 3PL
services. Included is an understanding of customers’ satisfaction with 3PL services,
problems they have experienced and how Logistic Service Providers (3PLs) are
viewed by customers.

The principal vehicle for gathering logistics customer perspectives was a
survey sent via the internet to the chief logistics executives at prominent companies in
the following industries: automotive, chemical, computers and peripherals, consumer
products, electronics, medical supplies and devices, retail ahd telecommunication.
These industries were selected because they view logistics as strategically important
and are making purposeful moves toward an integrated supply chain management.
The total number of surveys sent by E-mail to companies i these industries was 725.
Of these, a total of ninety-three usable responses was received, for an overall response
rate of 13 percent.

Of the ninety-three responding executives, 71 percent indicated their
companies currently use or are considering the use of 3PL services. As indicated in
Figure 2.1, the percentage of respondents indicating their firms use 3PL services has

remained relatively consistent during the years this study has been conducted.
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Figure 2.1. 3PL User/Nonuser Experience, 1996-2001 (Lkangley, 2001).

Although the overall percentage of companies using 3PL services remains
relatively constant from year to year, the use of 3PL services is seen to vary by firms
in the industries studied. For example, two industries that tend to exhibit higher use of
3PL services are 1) computer and peripherals and 2) consumer products (90 and 85
percent, respectively). Among those mdustries typically indicating less use of 3PL
services are automotive, chemical, and retail. In the current study, firms in these
industries exhibited Logistic Service Providers (3PLs) use in the range of

approximately 50-60 percent.



A summary of specific shippers who were identified in another study
utihize multiple Logistic Service Providers (3PLs)s. Based on the information in that
table, General Motor was observed to have used twenty-five third-party providers.
2.3.2 Activities of Logistics Service Provider (Third-Party Logistics: 3PL)

Table 2.1 summarizes the use of specific logistics services that were
reported as being outsourced by respondents 1n 2001. According to the 2001 study, the
activities most frequently outsourced to Logistic Service Providers (3PLs)s are
warehousing, outbound transportation, freight bill auditing/payment, inbound
transpiration, freight consolidation/distribution, and cross-docking. In contrast, the
activities outsourced least frequently include product returns and repair, inventory
management, traffic management/fleet operations, information technology, product
assembly and installation, order fulfillment, order entry/order processing, and

customer service.

Table 2.1.  Logistics Services Providers 2001(Lkangley, 2001).

Logistics Service Providers’ Activities  Percent Qutsource

Warehousing 73.7
Outbound transportation 684
Freight bill auditing/payment 614
Inbound reputation 56.1
Freight consolidation/distribution 40.4
Cross-docking 386
Product marking/labeling/packing 333




Table2.1.  Logistics Services Providers 2001(Lkangley, 2001) (cont’).

rLogistics Service Providers’® Activities Percent Outsource
Selected manufacturing activities 298 ]
Product returns and repair 228
Inventory management 21.0
Traffic management/fleet operations 193
Information technology 17.5
Product assembly/installation 175
Order fulfillment 15.8
Order entry/order processing 53
Customer service 3.5
Note: Figures refer to percentages of users indicating use of specific 3PL services.
L

A strategic 1ssue is how customers feel that Logistic Service Providers
(3PLs)s should position themselves in terms of depth and breadth of service offerings.
Overall, and consistent with findings reported in earlier years® studies, respondents
mdicated significant agreement with the' statement that “Third-party suppliers should
provide a broad, comprehensive set of service offerings™ and disagreement with the
statement that “third-party suppliers should focus on a limited range of service
offerings.” This implies that there may be increased interest and desire at the client
level for a single-source solution or a “lead logistics manager” role to the provision of
integrated logistics services.

Views of non-customers. To help better understand those who were not

among the users of 3PL services, the study asked a number of questions regarding
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their choice not to be so involved. Responses for the 2001 study showed that there
were two reasons that seemed to generate the most response in terms of explaining
why firms choose not to outsource: “control over outsourced function would
dimimsh,” and “costs would not be reduced.” Also reported were several other

3> &

reasons, including: “service commitments would not be met,” “logistics is a core
competency.” “we have more expertise,” and “logistics too important to outsource.”
Increasingly, and as reported in earlier years, there are many existing
customers of Logistic Service Providers (3PLs) who have been satisfied with such
relationships because they help to improve (rather than diminish) control over certain
outsourced activities. Also prevalent among the reasons not to outsource is the belief
that firms can perform internally at least as effectively as would be expected of a
Logistic Service Provider (3PL). If this assertion is true, then the choice of not using a
Logistic Service Provider (3PL) is understandable. The results form user firms,
however, document that although there is room for improvement, users historically

have been satisfied with Logistic Service Providers (3PLs), both from a cost and from

a service viewpoint.
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2.3.3 Customer Value Framework

Percent successful

1996 1997 1998 1999 2000 2001

Figure 2.2.  Customer Evaluation of Outsourcing (yearly comparisons}).

Figure 2.2 provides a six-year summary of the percentages of 3PL users
indicating overall success with their outsourcing efforts. The 2001 results are
strikingly different form those of previous years, in that only 54percent of the
respondents rated their 3PL services as being either “extremely” or “somewhat™
successful. Interestingly, the percentage figure for 2000 (82 percent) was reported as
“suggesting a modest decline form the increasing trend of the two most recent years.”
Looking at closely at the actual responses, it is apparent that the percentage of 3PL
users indicating “extremely” successful dechined significantly. While this should be
interpreted as an area of concern, it also may be indicative of increasing expectations
by users of 3PL services. When the standards for success are increased, it would be

expected that fewer provider relationships would be viewed as extremely successful.
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Figure 2.3. Factors for Selecting and Evaluating 3PLs.

Figure2.3 provides information concerning the relative importance of cost,
performance, and value creation as determining factors for evaluating and selecting
Logistic Service Providers (3PLs). While cost and performance were cited as the most
prevalent current factors for evaluation and selection, the data suggested that future
selection processes will increasingly emphasize value creation. If this occurs, it would
suggest that 3PL customers are moving beyond criteria that are easily measurable,
such as cost and performance, and that they are becoming increasingly interested in
assessing the overall value derived from their logistics outsourcing.

2.3.4 Quantifiable measures of Logistics Service Providers success
On a more positive note, respondents were asked about the types of

improvements that are being experienced as a result of using a Logistic Service



Provider (3PL). The following averages were calculated based on individual
responses:
(1) Logistics cost reduced by 8.2 percent
(2) Logistics assets reduced by 15.6 percent
(3) Average order cycle length changed from 10.7 to 8.4 days
(4) Overall inventories reduced by 5.3 pércent
Respondents in the 2000 study reported experiencing a number of

problems. Categorically, their responses tended to focus on several key areas of

concern:
(1) Service level commitments have not been realized.
(2) Strategic management skills are lacking
(3) Cost reductions have not been realized.
(4) Costs “creep” and price increases occur once relationship has
commenced.

(5) Continuous, ongoing improvements and achievements in
offerings are lacking.

(6) Control over the outsourced function(s) has diminished.

(7) Consultative, knowledge-based skills are lacking

(8) Technology capabilities are available but are not being delivered
to the client.

(9) Time and effort spent on logistics have not been reduced

This list should be viewed as a starting point for continuous improvement

by Logistic Service Providers (3PLs). Overall, 1t suggests a need to meet service level

and cost objectives and to avoid unnecessary increases in price to the customer once

14



the relationship has commenced. Also, it appears that some Logistic Service Provider
(3PL) need to improve in the areas of strategic management, technology, and
knowledge-based skills. These suggest expectations by the customers are currently not
being met. Finally, there are users of 3PL services who feel that the ime and effort
spent on }logislics have to decrease, and that their control over the outsourced function
may have lessened. In the latter instance, the move to “hybrid” management of the
Logistic Service Provider (3PL) responsibilities may be a useful alternative.

2.3.5 Logistics strategic Value and the Role of of Logistics Service Providers

Of the compaanies indicating current or intended use of 3PL services, 93
percent indicated their feeling that “logistics represents a strategic, competitive
advantage for our company,” and an equal number felt that “ customers are placing
greater emphasis on logistics customer services.” As suggested in each of the earlier
studies, these figures imply that the nise of 3PL services is not necessarily inconsistent
with logistics being an area of strategic importance to the company. Thus, it is
apparent that there are a significant number of firms that view logistics as a core
competency and a source of competitive advantage, but that also have elected to
outsource certain portions of their logistics and supply chain processes.

The 2001 study also includes a question relating to how respondents think
of Logistic Service Providers (3PLs). Most users currently think of their Logistic
Service Provider (3PL) as a “resource provider.” While about one-half of this total
view the Logistic Service Provider (3PL) as a “resource manager” and a “problem
solver.” To a lesser extent, Logistic Service Provider (3PL) are thought of as a
“transportation strategist,” “distribution strategist.” “Supply chain strategist,” or

“orchestrator.” While many Logistic Service Provider (3PL) relationships are certainly
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deeper and more strategically focused than these characterizations would suggest, it
appears that a valid objective is far more firms to be considered in these “higher-level”
categories that imply a more meaningful, strategic relationship between a user and a
Logistic Service Provider (3PL). (Christopher, 1995)
2.4 Identifying Potential Providers
Hundreds of firms offering a varying array of services for a vanety of chients
and the industry are segmented in a number of different ways. It is important to
understand this segmentation, even though in some cases it is rather basic.
Additionally, there are two broader categories of provider that should be
recognized at the outset of the identification process.
2.4.1 Asset and Non-Asset

All logistics service providers can be divided into two basic
classifications: Asset based and Non-asset based.  Asset-based providers own/lease
trucks, warehouses, and other tangible property that are used in executing their clients’
requirements.  Non-asset-based providers do not own a major portion of the assets
used, but contract with other firms to provide all or portions of the services.

Another group of providers, some of whom refer to themselves as
facilitators, can be httle more than brokers. Their major qualification are knowledge
and experience which they use to develop logistics systems for clients through
negotiating with and sub-contracting to other providers.

The financial community sometimes uses the terms “non-asset” and
“information-based” providers interchangeably. While most information-based firms
could safely be categorized as non-asset, not all non-asset providers are information-

based.
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As with most logistics classifications, the line between asset and non-asset
based firms is a little blurred. In many cases, a logistics provider will be a
combination of the two. Perhaps the best way to classify them is through a rule of
predominance. If they own most of the assets they use to fulfill their missions, they
are asset-based. If not, then by default they fall into the other category.

2.4.2 Single Sourcing

The concept of single sourcing plays an important role in supplier
selection. Some firms will prefer to deal with one lead provider to either perform or
contract for all the functions being outsourced. The lead firm can be asset or non-asset
based. Usually it will fulfill those requirements that it is equipped to handle and sub-
contract to other organizations those services it does not provide. The term strategic
alliance often 1s used to define these arrangements.

The advantage is that there is no intimate relationship between the client
and its full complement of providers. The very arrangement that simplifies
communications and management can also be a detriment.

2.4.3 Geography

The most basic segmentation of providers is by geography. Firms can be
local, regional, national, domestic, international, or global.

A local provider operates in one city or metropolitan area. This category
would include one-city public or contract warehouses and local cartage companies. A

regional firm will operate in multiple cities but will concentrate its operations in a

geographic region.
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A national provider is exactly what the term implies: a company that has
operations not necessarily in every major market, but spread fairly evenly throughout
the country.

An international provider is one that operates in their own country and
other countries, and a global firm 1s one that is perceived at least, to have worldwide
operations.

2.4.4 Integrated Logistics Providers

Some provider firms have gone far beyond their basic orientation and have
become as skilled in other disciplines as in their core businesses. Sometimes referred
to as integrated logistics providers, they offer total supply chain or logistics solutions,
utilizing their won facilities and systems, or through strategic alliances with others. In
many cases, they will offer in-house consulting services and logistics network design.
2.4.5 Consultants

Finally, a less time-and resource-consuming approach would be to retain a
logistics consultant to aid in the identification of appropriate providers. Some firms
may choose to use a consulting firm throughout the outsourcing process such as
planning to implementation, while others may elect to use them only for the
identification and qualification of potential service firms.

Many excellent consulting firms are in the logistics field, ranging form the
independent to the large corporation. The individual consultants themselves often
have extensive knowledge of the subject, and many have held positions with clients

and/or providers.
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2.5 Selecting a Logistics Service Provider

Once the firm has established what functions 1t wishes to outsource, has
developed a strategy for doing so and has identified potental providers, it is time to
begin the evaluation and selection process.

Whether you are going to engage in a sample transactional arrangement, work
toward a partnership solution through a RFI-Request For Information, or move
directly to a RFP-Request For Proposal, it is important to first establish the selection
criteria. These should encompass those strategic, tactical, and operational
requirements that are critical to the company. While specific standards will vary with
the outsourcing firm’s unique needs, as well as the functions that are being
outsourced, there are basic benchmarks that will be applicable to most arrangements.
2.5.1 Selection Criteria

(1)  Financial Stability

(2) Business experience

(3) Management Depth and Strength
{4)  Reputation with Other clients
(5)  Strategic Direction

(6)  Physical Facilities and Equipment
(7)  Operations

(8)  Information Technology

(9)  Quality Initiatives

(10) Growth Potential

(11) Chemistry and compatibility

(12) Cost

19



Financial Stabihity

It i1s absolutely critical that the selected company be financially
sound. Many outsourcing programs can be quite large with significant start-up
expenses. The provider must have the financial resources to see the project through to
profitability. In more than a few cases, providers have seriously underestimated
capital and operating cash requirements, and client firms have not been diligent
enough in explorning financial strength.

Some companies have placed minimum limits on financial assets
and results of the providers, and others have adapted a policy of awarding contracts
only if the total value is below a certain percentage of the provider’s total revenue.

With the influx of new firms into the industry, as well as, the
unsatisfactory financial performance of others, it sometimes is difficult to identify
financially qualified and stable providers. Many logistics providers are privately held,
and as such either refuse to disclose financial results or are reluctant to do so.

Business Experience

Expenience in providing logistics services in general, as well as in
the client industry, is extremely important. The provider must be well grounded in the
services being provided and ideally will have experience in the client’s own mdustry.

While the latter is not absolutely essential, the provider must be able
to demonstrate that the skills it does possess can be transferred with reasonable
dispatch and efticiency.

Management Depth and Strength
When outsourcing it is important to remember that one of the

products being purchased is expertise in providing the particular services. The
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logistics service pfovider must have a strong, skilled organization, as well as adequate,
qualified management.

Bench strength is a problem for some providers and it i1s critical that
the clients have a clear understanding of the management and labor force that will be
devoted to the relationship. If at all possible, the potential client should be introduced
to the manager with whom it will be working. If this person is not yet in the
organization, the client should ask to be a part of the selection process.

Reputation with Other clients

The best substitute for personal experience is that of other customers
and clients. The provider should be asked to provide a client list with contacts and
telephone numbers.

A sufficient number of these-at least five-should be contacted to
satisfy the outsourcing firm that it has a good cross section of performance. If
possible, the potential client should choose the ones to be contacted, and should be
wary of a limited number of references already por-determined by the provider.

When talking with other clients, it is important to determined if the
provider simply does well what they are told, or if they have a commitment to
continuous improvements in performance and customer satisfaction.

Strategic Direction

Just as the outsourcer should have a strategy, so should the provider,
many do not and still others seem to have a planning horizon for one afterncon.
Granted, the logistics strategy of the client and the provider eventually should be one
and the same, but the well-managed service firm is one that will have some sense of

its own goals and objectives, as well. It should be well grounded 1n its current
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activities, but also have a strategy for expanding and improving on these. It should
have commitment and direction.
Physical Facilities and Equipment

It goes without saying that the physical facilities must be sufficient
to support the outsourced activity.

Warehouses should be clean and well lit with ceilings high enough
to allow for extensive racking when required. Loading and unloading facilities should
be adequate for the operation, and other unique operating characteristics should be
provided for. For example, the ideal building for a cress-dock operation is quite
different form the most efficient order fulfillment facility.

Warehouse and transportation equipment should be clean, painted
and well maintained. Regular preventive maintenance and replacement policies should
be in place.

Operations

A careful evaluation of the provider’s current operations will be
required. Some of the necessary information will come out of discussions with other
clients, but there will be no substitute for an in-depth operations and productivity
assessment by a qualified individual or team.

This evaluation should include not only the basic physical
operations, but also such things as commitment to best practices, housekeeping,

attention to detail, human resource practices, and quality of procedures manuals.
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Information Technology

In any logistics operation, state-of-the-art systems are critical; and in
such specialized areas as cross docking, order fulfillment, and freight bill payment
they are an absolute necessity.

Any invelvement with electronic commerce will require sysiems
much more sophisticated than those usually available from most logistics service
providers. State-of-the-art order processing systems, including such functions as the
ability to verify credit cards, will be a must.

The evaluation of information technology assets will require
knowledgeable experts in the field and should include such areas as hardware,
software, operating systems, bar coding, imaging, handheld device, sensor-based
systems, satellite and other tracking systems and internet access. Very important will
be an understanding of, and compatibility with, various ERP systems.

Replacement and developmental budgets and schedule should be in
place, and the entire function should be supported by sufficient, qualified staff.

Information technology requires substantial capital and expertise,
and some logistics service providers have not been particularly strong in these areas.
Just as with the financial analysis, investigation of these capabilities may be tedious,
but it is absolutely necessary.

Quality Initiatives

The progressive logistics service provider usually will have a formal

quality or continuous improvement program. Some may be 1SO certified, while others

my have lesser, but meaningful programs in place.



The provider selected must be one who is committed to ongoing performance
enhancement, and has an identified procedure for accomplishing this.
Growth Potential

Most firms project ongoing growth through volume increases, new
products, or new markets; and 1t 1s important for the logistics service provider to be 1n
a position to support that growth.

While there probably will not be excess capacity immediately
available, the selected provider should be in a position to provide that capacity or new
services over a short or long term, depending on client requirements.

Chemistry and Compatibility

For over two thousand years, the Chinese have practiced the
tradition of Fang Shui. Meaning literally wind and water, it is about being in harmony
with one’s surroundings and relationships. Although usually considered in more
physical terms such as placement of structures and landscaping, its ultimate goal is to
exist in a harmonious environment.

This is the same goal for which we should strive in outsourcings and
relationships. While business decisions should be made on the basis of hard facts and
figures, decision-makers are human and should not ignore human instincts.

Just as marriage partners should be chosen with care, so should
logistics partners. Instincts and impressions should be needed; and if personal
chemistry and compatibility are a concern at the outset, more often than not, the
situation will not improve over time.

Cost
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While 1t should not necessarily be the last in importance, neither
should cost be the first and foremost consideration. While it must be considered in the
selection process, it should be a factor in deciding among firms that meet all the other
critena.

The manager who selects a provider solely on the basis of cost has
commuitted to an outsourcing strategy that will have httle chance of success.

2.5.2 Evaluation Criteria
Evaluation criteria should be listed so the provider will know by what

benchmarks it will be evaluated.
Once the responses have been received, they should be evaluated according to the
established criteria. Using the rating sheets, the top three should be identified, notified
and scheduled for oral presentation, as well as personal visits by the selection team.
Oral presentations often will reveal weaknesses, strengths, and provide other
impressions not readily identifiable in the written responses. (Lyvnch, 2000)
2.6 Customer Satisfaction

Customer satisfaction has gained new attention within the context of the
paradigm shift form transactional marketing to relationship marketing, which referred
“to all marketing activities directed toward establishing, and maintaining successful
relational exchanges” in numerous publishing, satisfaction has been treated as the
necessary premise for the retention of customers, and therefore has moved to the
forefront of relational marketing approaches. As a result, customer satistaction has
developed extensively as a basic construct for monitoring and controlling activities in
the relationship-marketing concept. This is exemplified through the development and

publication for a large number of companies, industry-wide, and even national



satisfaction indices (E.W. Anderson, Fornell, and Lemann, 1994
laboratory experiment suggested that the perceived performa
significant influence on satisfaction in addition to those indulgem\_
performance and subjective disconfirmation. However, expectation and subjective
disconfirmation seem to be the best conceptualization in capturing customer
satisfaction formation. The investigation found that the ratio of perceptions and
expectation results in a scale with lower reliability, lower relative validity and the
dimensions that were more difficult to interpret to that the scale was developed using

the “differences of perception”. See Figure 2.4

Our total product v Competitor’s
, total product

Consumer decision process

L1

Superior value expected
1
Sales
Jd L
Perceived value delivered
J L
Customer satisfaction

Increased use <:] [:> Brand Loyalty
Repeat purchase @ l:> Brand switching

Figure 24. Customer Satisfaction Outcome (Hawkin, 2001).
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2.7 Customer Value Concept

There are a number of differet meanings for the word value. There is the value
that is used to describe a set of standards that are held by a certain group and clss of
people. Value is also used in the sense of “value added”, referning to the incremental
utility that is added at various stages of the production or distribution process.
Customer value 1s the perspective of an organization’s customers considering what
they want and believe that they get from buying and using a seller’s product. Value 1s
the consumer’s overall assessments of the utility of a product based on perceptions of
what is received and what is given.

Value in the marketing concept is the perceived worth in monetary units of a set
of economic, technical, social and service benefits received by the customers in
exchange for price paid for a product or service, taking into consideration the
available supplier’s offerings and prices.

The customer value definitions have been shown in various meanings such as
the following:

The difference between the benefits that a customer is receiving from the
acquired products and services and the effort and cost that the customer has to invest
to get the product. (www.ecommerce.ctsu.edu)

Dependent on product quality, service quality, price and fulfillment time, it
reflects the degree to which products and services satisfy customers’ expectations
about price, function, and quality (www.highered mcgraw-hill.com)

The overall value of a product (offering) as used by the customer. This is also
referred to, by economists, as the value-in-use. Usually customer value takes on a

longer term character than is attributable to value-in-use. (www.lieb.com)
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2.8 Relationship between Customer Value and Customer Satisfaction
The concept. of customer value indicate a strong relationship to service quality
and thereby customer satisfaction. Both concepts are intergrated into an intertwined

relationship model as illustrated in Figure 2.5.

Desired Customer -
value ‘ Percppﬂons of 7
D) received value —— { L
on consequence N\ nfir
Goals HEL IS A mation COverall
o 0 | o 1Y Satsfacton
consequ- [ ¥} SO
Consequences Comparison ence Feeling
G |  Standards for N attributes
‘D’ A consequence '
Attributes attributes

Figure 2.5. Relationship between Customer Value and Customer
Satisfaction. (Journal of the Academy of Marketing Science)

The overall customer satisfaction is the customer’s judgment of the evaluation
of experiences from buying and comparing the outcome of the services with their
expectation. The desired value is the guide to which customers’ perspectives of the
services or products performance through the comparison process on the same
attributes and consequences are constructed. Received value is the direct formation of
overall satisfaction and is compared to standards to form disconfirmation perceptions

in another route to influence the overall satisfaction feelings.
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2.9 Providing Superior Customer Value

The first step 1n achieving leadership in market-perceived quality and value is to
understand what causes customers in your targeted market to make their decisions-to
decide that one product offers better value than another. Understanding that is the
most central objectives of a customer value analysis.

Figure 2.6 summarizes how customers make purchase decisions. The factors
that contribute to quality in the customer’s mind need not be mysterious. Customers
will gladly tell you what they are. A customer value analysis uses information from
customers to show how customers make decisions in your marketplace. And in giving
you that information, it suggests what you need to change to ensure that more of them

will buy from you.

. Customer buys on value

. Value equals quality relative to price

. Quality includes all nonpriced attributes; Product and Customer Service
. Quality, Price and Value are relative
Price
'Value Customer Service
Quality
Product

Figure 2.6. How Customers Select among Competing Suppliers.
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The simplest customer value analysis consists of two parts: First, you create a
customer value profile that compares your organization’s performance with that of
one or more competitors. This customer value profile itself usually has two elements:

(1) A market-perceived quality profile
(2) A market-perceived price profile.
Second, once you have created the customer value profile, you draw a customer
value map.
2.9.1 The Basics of a Market-perceived Quality Profile
Among the elements of a customer value analysis, the single most
important is the market-perceived quality profile. This is a chart that does three things:
(1) It identifies what quality really is to customers in your
marketplace
(2) It tells you which competitors are performing best on each aspect
of quality.
(3) It gives you the overall quality performance measures based on
the definition of quality that customers actually use in making their purchase decision.
The market-perceived quality profile is the most important part of the
customer value analysis because it summarizes the aspects of the marketplace that are
usually easiest to change to improve your business. In many markets, price is an even
greater driver of customer decisions than market-perceived quality. But cutting prices

will not usually improve your bottom line.
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2.9.2 The Basics of a Market-perceived Price Profile

Price plays a powerful role in most buying decisions. The customer’s
perception of how much a product costs is often a composite of several different
factors.

One simple way to study price is to ask customers how satisfied they are
with the price of the product, on the same scale you ask them their satisfaction with
the quality attributes. The ratio of customers’ satisfaction with prices of the average
competitor to customer’s satisfactions with prices of the firm being analyzed, can then

be used on the price side of the value map.
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IIl. RESEARCH METHODOLOGY

3.1 Research Classification
Marketing research can be classified on the basis of either technique or

function. Experiments, surveys, and observational studies are just a few common
research techniques. Classifying research by its purpose or function shows how the
nature of the marketing problem influences the choice of methods. The nature of the
problem will determine whether the research is exploratory, descriptive or causal.
3.1.1 Exploratory Research

Exploratory research is conducted to clarify the nature of ambiguous
problems. Management may have discovered a general problem, but it may need
research to gain a better understanding of the dimensions of the problem and to aid
analysis. Exploratory research is not intended to provide conclusive evidence from
which to determine a particular course of action. Usually exploratory research is
conducted with the expectation that subsequent research will be required to provide
such conclusive evidence. Thus, exploratory research might help crystallize a problem
and identify information needed for future research.
3.1.2  Descriptive Research

The main purpose of descriptive research 1s to describe characteristics of a
population. The marketing manager frequently needs to determine who purchases a
product, portray the size of the market, identify competitors’ actions, and so on.
Descriptive research seeks to determine the answers to who, what, when, where, and

how questions.
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Accuracy 1s of paramount importance in descriptive research. While they
cannot completely eliminate errors, good researchers strive for descriptive precision.
Frequently, descnptive research attempts to determine the extent of differences in
needs, attitudes, and opinions among subgroups.

3.1.3 Causal Research

The main goal of causal research is to identify cause-and-effect
relationships between variables. In causal studies researchers typically have an
expectation about the relationship to be explained, such as predicting the influence of
price, packaging, advertising, and so on on sales. (William G. Zikmund, 1994)

For this research, the descriptive research was used to describe the
characteristics of population and to determine the level of important of attributes and
comparison among others in the customer’s perspective and extend the differences tn
needs, attitudes and opinions among subgroups.

3.2 Research Design

Research design 1s a master plan that specified the methods and procedures for
collecting and analyzing the needed information: it is a frame work for the research
plan of action.

3.2.1 Surveys

The most common method of generating primary data is through surveys.
A survey is a research technique in which information is gathered from a sample of
questions, and designing the format of the printed or written questionnaire I1s an

essential aspect of the development of a survey research design.
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3.2.2 Experiments

Marketing experiments hold the greatest potential for establishing cause-
and-effect relationships. Experimentation allows investigation of changes in vaniable,
while manipulating one or two other variables. Ideally experimental control provides a
basis for isolating causal factors by eliminating outside, or exogenous, influences. An
experiment controls conditions so that one or more variables can be manipulated n
order to test a hypothesis.
3.2.3 Secondary data

Like exploratory research studies, descriptive and causal studies use
previously collected data. Although the terms secondary and historical are
mterchangeable, we will use the term secondary data.
3.24 Observation

The main advantage of the observation technique is that is records
behavior without relying on reports from respondents. Observation methods often are
noncreative because data are collected unobtrusively and passively without a
respondent’s direct participation. (Zikmund, 1994)

For this research, the survey method was exerted to gather primary data from the
studied company’s customers. This research, however, collected data and information
from both primary and secondary sources.

3.3 Determining Sample Size
3.3.1 Sample Size Criteria
In addition to the purpose of the study and population size, three criiciia

N

usually will need to be specified to determine the appropriate sample size: the level of



precision, the level of confidence or risk, and the degree of variability in the attributes
being measured (Miaoulis, 1976). Each of these is reviewed below.

The Precision Level

The level of precision, sometimes called sampling error, 1s the range in
which the true value of the population is estimated to be. This range 1s often expressed
in percentage points, (e.g., +5 percent), in the same way that results for political
campaign polls are reported by the media. Thus, if a researcher finds that 60% of
farmers in the sample have adopted a recommended practice with a precision rate of
+5%, then he or she can conclude that between 55% and 65% of farmers in the
population have adopted the practice.

The Confidence Level

The confidence or risk level is based on ideas encompassed under the
Central Limit Theorem. The key idea encompassed in the Central Limit Theorem is
that when a population is repeatedly sampled, the average value of the attribute
obtained by those samples is equal to the true population value. Furthermore, the
values obtained by these samples are distributed normally about the true value, with
some samples having a higher value and some obtaining a lower score than the true
population value. In a normal distribution, approximately 95% of the sample values
are within two standard deviations of the true population value (e.g., mean).

In other words, this means that, if a 95% confidence level is selected, 95
out of 100 samples will have the true population value within the range of precision
specified earlier .There is always a chance that the sample you obtain does not

represent the true population value. Such samples with extreme values are represented

[99]
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by the shaded areas in Figure 3.1 _This risk is reduced for 99% confidence levels and

increased for 90% (or lower) confidence levels.
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Figure 3.1. 95 % of sample area mean within two standardized deviations.

Degree Of Variability
The third crterion, the degree of vanability in the attributes being

measured refers to the distribution of attributes in the population. The more
heterogeneous a population, the larger the sample size required to obtain a given level
of precision. The less variable (more homogeneous) a population, the smaller the
sample size. Note that a proportion of 50% indicates a greater level of vaniability than
either 20% or 80%. This is because 20% and 80% indicate that a large majonty do not
or do, respectively, have the attribute of interest. Because a proportion of .5 mdicates
the maximum varability in a population, it is often used in determining a more
conservative sample size, that is, the sample size may be larger than if the true
vanability of the population attribute were used.
3.3.2 Strategy for Determining Sampling Size

There are several approaches to determining the sample size. These

include using a census for small populations, imitating a sample size of similar
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studies, using published tables, and applying formulas to calculate a sample size. Each
strategy 1s discussed below.
Using A Census For Small Populations
One approach 1s to use the entire population as the sample. Although
cost considerations make this impossible for large populations, a census is attractive
for small populations (e.g., 200 or less). A census elimnates sampling error and
provides data on all the individuals in the population. In addition, some costs such as
questionnaire design and developing the sampling frame are "fixed,” that 1s, they will
be the same for samples of 50 or 200. Finally; virtually the entire population would
have to be sampled in small populations to achieve a desirable level of precision.
Using A Sample Size Of A Similar Study
Another approach is to use the same sample size as those of studies
similar to the one you plan. Without reviewing the procedures emiployed in these
studies you may run the risk of repeating errors that were madé in determining the
sample size for another study. However, a review of the literature in your discipline
can provide guidance about "typical" sample sizes which are used.
Using Published Tables
A third way to determine sample size is to rely on published tables
which provide the sample size for a given set of criteria. Tables present sample sizes
that would be necessary for given combinations of precision, confidence levels, and

variability.



Using a Simplified Formula For Proportions
Yamane (1967) provides a simplified formula to calculate sample
sizes. This formula was used to calculate the sample. A 95% confidence level and P= 5

are assumed for equation below.

EquationXx 1 = N
l+N(cF

On account of small population of the studied company’s clients, approximately
50 companies, this research should be used a census sampling method. However, at
least the sample size should be 44, calculated from Yamane’s formula at 95%
confidence level.
3.4 Data Collection Method

The researcher collected the data by using primary data and secondary data.

The primary data was collected by distributing the questionnaires among the
whole (50) respondents who are the studied company’s customers.

The secondary data is gathered from textbooks, Internet, theses, and others
related researches.
3.5 Research Tools

The researcher determines the operation plan by utilizing the survey method of
primary data collection. The questionnaire was separated into 3 parts as follows:

Part 1: General Data

The general data includes the important factors of selection of the third-party
logistic service provider (3PL) criteria with the customers’ perspectives, comparison

of the studied company’s services with others in terms of selection criteria factors in



case of clients who utilized more than one 3PL company, and the important attributes
valued by the customers’ perspectives.

Part 2: Customer Satisfaction

It consists of the customers’ expectations and perceptions in each attributes
valued by the customers’ perspective in order to measure the customer satisfaction.

Part 3: Demographic Profile

This part is designed to provide information of the customers including the
departinent ‘that evaluated ‘the questionnaire, type of business, annual sales volume,
and the relationship period.

Statistical Package for Social Science (SPSS) version 11.5 program was utilized
to analyze and summarize the collected data.

3.6 Research Variable

Table 3.1. Measurement Level of Research Variables.

1 Levelof
| Part Variable Sub-variable f
| measurement
!
’i i Ranking the e Financial Stability Likert scale,
| important factors to * Business experience Ordinal scale
| e Management Depth and
select a 3PL Strength
¢ Reputation with Other
clients

¢ Strategic Direction

e Physical Facilities and
Equipment

e Opcrations

¢ Information Technology

- Quality Initiatives
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Variable

Measurement Level of Research Vanables (cont’).

Sub-variable

Levelof

measurement

Growth Potential
Chemistry and
compatibility
Cost

Compare and
contrast between
own companies and

competitors

Financial Stability
Business experience
Management Depth and
Strength

Reputation with Other
clients

Strategic Direction
Physical Facilities and
Equipment

Operations

Information Technology
Quality Initiatives
Growth Potential
Chemistry and
compatibility

Cost

Likert scale,

Ordinal scale

Ranking the
attributes valued by

customers

Service

Speed

Accuracy

Cost

Procedure
Communication
Relationship

Facility Possibility
Information Technology
Security

Likert scale,

Ordinal scale

40




Table 3.1.

Measurement Level of Research Variables (cont’).

~ Levelof |
Part Vanable Sub-variable
measurement
2 Expectation on Service Likert scale,
values Speed Ordinal scale
Accuracy
Cost
Procedure
Communication
Relationship
Facility Possibility
Information Technology
Security
Perception on D vice Likert scale,
values Speed Ordinal scale
Accuracy
| Cost
Procedure
Communication
Relationship
Facility Possibility
Information Technology
Security
3 Department/Section Nominal
Type of Nominal
Business/Industry
Annual Sales Ordinal scale
Volume
Relationship period Ordinal scale
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3.7 Research Framework

Part 2 of this research utilizes the disconfirmation model of customer

satisfaction in order to measure the levels of customer satisfaction and comparison

between the customer expectation and perception on performance. The

discontirmation of expectation model has been shown in Figure 3.2

Expected Performance (E) ' {L i; ' Perceived Performance (P)
Comparison Process
P>E P=E P<E
Positive Confirmation Negative
Disconfirmation Disconfirmation
Highlv Satisfaction Mere Satisfaction Dissatisfaction

Figure 3.2. Disconfirmation of the Expectation Model.

For part 2, the conceptual framework as shown in Figure 3.3 below, was

designed to evaluate the level of satisfaction by comparing expectations and

perceptions in terms of 10 attributes valued in the customers’ perspective, which

identify by interviewing 3 professional executive officers in the logistics provider
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business. This framework indicated Dependent variable and Independent variable as

shown in Figure 3.3

Independent Variables Dependent Variables
Service \
Speed
Accuracy
Cost
Customer Satisfaction
Procedure =) | il teg;tsst:; Zﬁye in
Communication perspectives
Relationship
Facility
IT system
Security /

Figure 3.3. Research Framework.

3.8 Hypotheses
Hypotheses will be formulated to assert significant differences between
expectation and perception according to independent variables with 10 attributes as

follows.

L
tvd



Hypothesis 1

Ho = There 1s no significant difference between customer
customer perception in terms of service

HlI = There 1s a significant difference between customer
customer perception in terms of service

Hypothesis 2

Ho = There 1s no significant difference between customer
customer perception in terms of speed

H1 =  There is a significant difference between customer
customer perception in terms of speed

Hypothesis 3

Ho = There is no significant difference between customer
customer perception in terms of accuracy

H1 = There is a significant difference between customer
customer perception in terms of accuracy

Hypothesis 4

Ho = There 1s no significant difference between customer
customer perception in terms of cost

HI = There is a significant difference between customer
customer perception in terms of cost

Hypothesis 5

Ho = There is no significant difference between customer

customer perception in terms of procedure
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HI =  There is a significant difference between customer
customer perception in terms of procedure

Hypothesis 6

Ho = There 1s no significant difference between customer
customer perception in terms of communication

HI = There is a significant difference between customer
customer perception in terms of communication

Hypothesis 7

Ho = There is no significant difference between customer
customer perception in terms of relationship

H1 = There is a significant difference between customer
customer perception in terms of relationship

Hypothesis 8

Ho = There is no significant difference between customer
customer perception in terms of facility possibility

H1 = There is a significant difference between customer
customer perception in terms of facility possibility

Hyvpothesis 9

Ho = There is no significant difference between customer
customer perception in terms of information technology

HI =  There is a significant difference between customer

customer perception in terms of information technology
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Hypothesis 10
Ho = There 1s no significant difference between customer expectation and
customer perception in terms of security
HI = There 1s a significant difference between customer expectation and
customer perception in terms of security
3.9 T-Test Analysis

The T-test will be used to test a hypothesis stating that the mean scores on
variable will be significantly different for two independent groups. Hence, all 10
hypotheses were tested for the difference between customer expectation and

perception in terms of each attribute by the t-test analysis.
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IV. DATA ANALYSIS

Statistics are mathematical techniques for analyzing numerical data to
accomplish various purposes. These purpose are directly related to the research
questions and the type of research design the researcher 1s choosing to accomplish the
study. Quantitative research implies the use of numerical data, but quahtative
researchers also use statistical analysis as a supplement to interpretive analysis.

4.1 Descriptive Analysis

These are mathematical techniques for organizing and summarizing a set of
numerical data. Utilizing statistical measures that describe the sample as a whole,
along with measures of statistical significance, it allows the researcher to make
inferences about the total population. Computation of descriptive statistics is usually
the first step in the analysis of data collected in a causal-comparative research study.
4.1.1 Measures of Central Tendency and Variability

A measure of central tendency is a single numerical value that 1s used to
describe the average of an entire set of scores. The mean, median, and mode are three
different measures of central tendency. The mean (usually considered the best and
most stable measure of central tendency) is calculated by dividing the sum of all
scores by the number of scores. Extreme scores significantly influence the mean
scores. The median is the middle point in a distribution of scores. The median is more
useful when the researcher wants to minimize the influence of extreme scores. The
mode is the most frequently occurring score in a distribution of scores. The mode

tends to be unstable when the sample size is small.
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Variability is the amount of dispersion of scores about the mean score or
other measure of central tendency. The standard deviation is the measure of variability
most often reported by researchers. The mean and standard deviation, together,
provide a good description of how members of a sample scored on a particular
measure. A range is the lowest and highest scores in a distribution of scores.

4.1.2 Correlation Coefticient

Correlation describes how scores in one distribution relate to scores in
another, or how one variable is related to, or associated with another. A correlation
coefficient has two components: direction and magnitude. Correlations can either be
positive or negative. Magnitude of the coefficient will indicate the strength of the
correlation. Correlation coefficients will range from -1.0 to + 1.0 with zero indicating
no relationship between the variables being measured.
4.1.3 Presentation, Analysis and Interpretation

(1) Demographic Analysis

The demographic characteristics of the respondents consist of 4

variables as presented below.

Table 4.1. Department of Respondents.

Frequency | Percent Valid Cumulative
q ¥ Percent Percent
Valid General 3 6.7 6.7 6.7
Sales and :
; . . 6
Marketing 4 8.9 89 15
Customer ol 200] 200 35.6
service
Logistics 21 46.7 46.7 822
Import-Export 8 17.8 17.8 100.0
Total 45 100.0 100.0
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The majority of respondents were derived from Logistics

Department (46.7 %) and other respondents’ departments were from Customer service

(20 %), Import-Export (17.8 %), Sales & Marketing (8.9 %) and General (6.7 %)

respectively.
Table 4.2. Type of Business of Respondents.
Frequency | Percent Valid Cumulative
©q Y Percent Percent
Valid  Electronic 41 91.1 91.1 91.1

Electric sl 89 89 100.0
Appliance -
Total 45 100.0 100.0

The main type of business of respondents was Electronic mdustry,

which contains (91.1 %) and the rest of them was Electronic Appliance industry such

as television, audio, stereo (8.9 %),

Table 4.3.  Annual Sales Volume of Respondents.
F P t | Valid Percent Cumulative
requency ercen Percent
Valid Less than or |
equal to 4 89 89 8.9
1,000,000 THB
1.000,001-
b * ?
5,000,000 THB 8 17.8 17.8 267
5,000,001- ]
10,000,000 THB 17{ 378 37.8 64.4
10,000,001~
> a Q
20,000,000 THB 121 267 267 91.1
more than 20
millionsTHB 4 8.9 8.9 100.0
Total 45| 1000 100.0
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The annual sales volume of respondents range mainly between
5,000,001 - 10,000,000 baht (37.8 %) and the other ranges were 10,000,001-
20,000,000 baht (26.7 %), 1,000,001-5,000,000 baht (17.8 %), and the annual sales
volume was less than or equal to 1,000,000 baht (8.9 %) and more than 20 milhon
baht (8.9 %) respectively. The key account customers and affiliated companies in the

same group, have more than 20 million baht (8.9 %).

Table 44. Relationship Period of Respondents.

Frequeiey |s Percent Valid | Cumulative
Percent Percent
Valid  Jessthan 1 year 6 133 133 133
1-5 years 23 511 51.1 644
>5~ 10 years 10 222 22.2 86.7
more than 10 years 6 133 13.3 100.0
Total 45 100.0 100.0

The large group of respondents in terms of relationship period
ranges between 1-5 years (51.1%). The other groups’ range were period > 5 ~10 years
(22.2%), period less than 1 year and more than 10 years (13.3 %) respectively. Period

“more than 10 years™ group is the key account in the same group along with 15 years.



(2) Important Factors of Selection Criteria Analysis

Table 4.5. The 1® Priority Factors of Selection Criteria of Respondents.
Frequency | Percent Valid | Cumulative
q Y Percent Percent

Valid  Business experience 23 51.1 51.1 51.1
Rt?putauon with Other 9 20.0 20.0 711
clients
Operations 6 133 13.3 844
Information Technology 2 44 44 889
Chemistry and
compatibility 5 44 44 93.3
Cost 3 6.7 6.7 100.0
Total 45 100.0 100.0

The first priority of selection criteria of respondents mainly focuses

on business experience factor (51. %). The rest focus on Reputation with other chients

(20 %), Operation (133 %), Cost (6.7 %), Information Technology (4.4 %) and

Chemistry and compatibility (4.4 %) respectively.

Table 4.6.  The 2™ Priority Factors of Selection Criteria of Respondents.
F 0 Percent Valid | Cumulative
requency | e Percent Percent
Valid  Financial Stability 4 89 89 89
Business experience 16 35.6 35.6 444
Strategic Direction 3 6.7 6.7 511
Phy§1cal Facilities and 5 111 111 622
FEquipment
Operations 6 133 13.3 75.6J
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Table 4.6, The 2™ Priority Factors of Selection Criteria of Respondents (cont’)
| Frequency | Percent | Y24 | Cumulative

L - Percent Percent
Information Technology 3 6.7 6.7 822
Quahity Initiatives 3 6.7 6.7 889
Growth Potential 1 22 22 91.1
Cost 4 89 89 100.0
Total 45 100.0 100.0

The second priority of selection criteria of respondents outstandingly

emphasizes on business experience factor (35.6 %), the same as the first priority.

Therefore, the next important factor is Operation (13.3 %). Others focus on Physical

Facilities and Equipment (11.1 %), Financial Stability (8.9 %) and Cost (8.9 %),

Strategic Direction (6.7 %), Information Technology (6.7 %), Quality Imtiatives (6.7

%), Growth Potential (2.2%) respectively.

The 3™ Priority Factors of Selection Criteria of Respondents.

Table 4.7
Frequency | Percent Valid | Cumulative
A Percent Percent
Valid Business experience 1 22 22 22
Management Depth and
: . 9 111
Strength 4 8.9 8
Rn;putauon with Other 4 8.9 3.9 20.0
clients
Phys_ical Facilities and 1 29 29 2729
Equipment ’
Operations 3 6.7 6.7 289
Information Technology 13 28.9 289 57.8
Quality Initiatives 4 89 8.9 66.7
Chemistry and s | 7738
compatibility
Cost 10 222 222 100.0
Total 45 100.0 100.0
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The third priority of selection criteria of respondents emphasizes on
Information Technology (28.9 %) and the rest respondents focus on Cost (22.2 %),
Chemistry and compatibility (11.1 %), Quality Initiatives (8.9 %), Management Depth
and Strength (8.9 %), Reputation with other clients (8.9 %), Operation (6.7 %),

Physical Facilities and Equipment (2.2 %), Business experience (2.2 %) respectively.

Table 4.8. The Summary of 3 Priority Factors of Selection Criteria.

Frequency Score
. o Summ
No.| Selection Criteria _ ‘ . ation Rank
] 5 3 Scoring 1{Scoring 2{Scorning 3
I |Fancial Stability 0 {410 0 8 0 8
2 |Business experience 23 116 | 1 69 32 1 102 1
Management Depth and
3 Strength 0 0 4 0 0 4 4
4 [Reputandgvith Other 175508 g 7l 04 19557 0 a | 31| 3
clients
5 IStrategic Direction 0 3 0 0 6 i) 6
Physical Facilities and
6 Equipment 0 5 1 0 10 1 11
7 Operations 6|6 3 18 12 3 33 2
8 {Information Technology | 2 3113 6 6 13 25
9 |Quality Initiatives ol3)al o 6 s | 10
10 |Growth Potential 0 1 0 0 2 0 2
Chemistry and
I compatibility 2 0 S 6 0 5 11
12 |Cost 3 4 10 9 8 10 27
Total 45 | 45 | 45
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Consequently, three priorities factors of selection criteria are Business
experience, Operation and Reputation respectively.
(3) Comparison of Selection Criteria between the Selected Company

and 1ts Competitors

Table 49. Comparison of Selection Critenia between the Selected Company and its
Competitors.
- 2 3 £ .5 I 5 ] o g — =
gg £5 &%'ogﬂ %g% B2 .gig'og
g§2 |35 ENgs |28l 58 2= g8
£ 8 3 A g =78 | BEG| £ & g 3
. @ m =5 L gE v 0O . o =
N Vald 41 41 41 41 41 4]
Missing 4 4 4 4 4 4
Mean 293 3.20 2.95 3.46 3.56 3.22
Std. Deviation 412 901 669 977 502 822
o 2 =
£ g & o - s =
= €< £z - [l %
< & o = § o] § § = rO
2log3| oSE[ s EE ©
®) E = 5~ = &
(@] Q9
Valid 41 41 41 41 41 41
Missing 4 4 4 4 4 1
Mean 3.46 3.39 3.05 3.66 3.73 329
Std. Deviation 711 494 805 .656 449 750
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Factors of selection criteria

Figure 4.1. Image Profile of Studied Company versus
Its Competitors in Respondents’ Perspective.

Referring to Means of each factor of selection cnitenia tn Table 4.9,
It implies that customers feel the studied company s almost equal to “more satisfied®
(mean score 2.93-3.73) than other 3PLs they used. Factors that customers feel the
studied company’s characteristics are satisfactory “until equal to” are Chemistry and
compatibility (3.73), Growth Potential (3.66), Strategic Direction (3.56), Reputation
with other clients (3.46), Operation (3.46), Information Technology, Cost (3.39),
Physical Facilities and Equipment (3.22), Business experience (3.20), Quality
Initiatives (3.05), Management Depth and Strength (2.95), and Financial Stability
(2.93) respectively. Figure 4.1 illustrates a typical image profile based on differential

data.
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(4) Important Attnibutes Valued by Respondents

Table 4.10.  The 1™ Priority Attributes Valued by Respondents.

Frequency | Percent Valid Cumulative
Percent Percent
Valid Service 5 111 11.1 111
Speed 5 11.1 11.1 222
Accuracy 33 733 733 95.6
Cost 2 4.4 44 100.0
Total 45 1000 100.0

The first priority of attributes valued by customers or respondents
was mainly Accuracy (73.3 %). The other attributes were Service (11.1 %), Speed

(11.1 %), and Cost (4.4 %) respectively.

Table 4.11.  The 2™ Priority Attributes Valued by Respondents.

Valid Cumulative
Eroquency. | eraet Percent Percent

Valid  Service 11 244 244 244
Speed 10 222 22 46.7
Accuracy 5 11.1 11.1 578
Cost 8 17.8 17.8 756
Communication 5 111 111 86.7
Relationship 2 44 4.4 91.1
Information. . . -
Technology 1 22 22 933
Security 3 6.7 6.7 100.0
Total 45 100.0 100.0
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The second priority attributes was Service (24.4 %), which was
highly valued by respondents meanwhile Speed is a little lower (22.2 %). The other
valued attributes were Cost (17.8 %), Accuracy (11.1 %), Communication (11.1 %),
Security (6.7 %), Relationship (44 %) and Information Technology (2.2 %)

respectively.

Table 4.12.  The 3" Priority Attributes Valued by Respondents.

Frequency Percent Vpud  Cumulative
Percent Percent

Valid Service 9 20.0 20.0 200
Speed 13 289 289 489
Cost 10 L 222 711
Communication 5 11.1 111 82.2
Relationship 3 6.7 6.7 889
I;‘::h";‘;t(‘)g 3 6.7 6.7 95.6
Security 2 44 44 100.0

Total 45 100.0 100.0

The third priority of attributes valued by respondents was mamly
Speed (289 %). However, Cost (222 %) and Service (20 %) were closer to the
highest frequency which means the respondents recognize Cost and Service almost
equal to Speed. Others were Communication (11.1 %), Relationship (6.7 %).

Information Technology (6.7 %) and Security (4.4 %) respectively.
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Table 4.13.

The Summary of 3 Prionty Attributes Valued by Respondents.

Frequency Score S

PP umm

No.| Selection Criteria Rz;nk Rz;nk R gnk Sooring 11Scoring 21Scoring 3 ation
I [Service s 1ty 9 15 22 9 46
2 |Speed 5 | 10 43
4 |Cost 21 8 6 32
5 |Procedure 0oj01{o0 0 0 0 0
6 |Communication 05 5 0 10 5 15
7 {Relationship 0 2 3 0 4 3 7
8 [Facility Possibility 0 {0} O 0 0 0 0
9 [Technology information | 0 1 3 0 2 3 5
10 |Security 0! 3 2 0 6 2 8

Total 45 | 45 | 45

Consequently, three priorities attributes valued by respondents are

Accuracy, Speed and Service respectively.

group of respondents is Electronic industry (91.1%) and another is Electronic
Appliance industry (8.9 %). Most of the respondents have annual sales volume
between 5,000,001-10,000,000 baht (37.8 %) and meanwhile the annual sales volume
of more than 20 million baht (8.9 %) groups are the key account companies in the
same group. Along with the relationship period, most of the respondents have
relationship of 1-5 years with own company and absolutely the more than 10 years

relationship groups are the companies in the same group as own company. Finally,

Referring to the demographic result from this research, The majority
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respondents were mainly evaluated from Logistics department (46.7 %); it means the

result 1s concluded from logistics management aspects.

Research consequences in frequency when segmented by demographic

factor which is the majority of respondents in this research (Crosstab analysis in

SPSS) are as shown in Table 4.14.

Table 4.14. The Summary from the Majorty of Segmented Respondents.
Summary majority of respondents segmented by
Obiecti . Relationship
bjectives Department Type of business | Annual sales volume .
(Logistics) (Electrouic) (5-10 mullions) (1-5 years)
Important factors |1. Cost 1. Business 1. Business 1. Business
of selection criteria experience experience experience
analysis 2. Business 2. Information 2. Information 2. Cost
experience Technology Technology
- 3. Operation 3. Operation 3. Cost 534 Reputation
, Satisfied in Satisfied in Business [Satisfied in Business {Satisfied in
Comparison of Business Experience, [Experience, ‘Business
satisfaction level Experience, Experience,
iwith competitors Reputation, Reputation, Reputation, Reputation,
: Strategic Direction, |Strategic Direction, [Strategic Direction, !Strategic
, iDirection,
Physical Facility  [Physical Facility and [Physical Facility and [Physical Facility
: and Equipment,  [Equipment, Equipment, and Equipment,
% Information Operation, Operation, Operation,
| Technology,
| Growth Potential, |Growth Potential,  |[Chemistry and Growth
’ Compatibility Potential,
Chenustry and Chemustry and Chemistry and
Compatibility, Compatibility, Compatbility
Cost Cost
Important attributes|l. Accuracy 1. Accuracy 1. Accuracy 1. Accuracy
valued by 2. Service 2. Speed 2. Speed 2. Speed
respondents 3. Speed 3. Service 3. Service 3. Service
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4.2 Inferential Analysis

Inferential statistics help in the process of making inferences, specifically, they
enable researchers to make inferences about a population based on the descriptive
statistics that are calculated on data from a sample that represents this population. The
basic purpose of any inferential statistics is to test the null hypothesis. A “p” value
refers to the percentage of occasions that a chance difference between mean scores of
a certain magnitude will occur when the population means are identical. In education
research, a “p” value of .05 generally is considered sufficient to reject the mull
hypothesis. In other words, an observed result for a sample is not a chance finding.
When an observed result is statistically significant, p < .05, then the null hypothesis is
rejected.
4.2.1 Reliability Analysis

Reliability is the correlation between the observed variable and the true

score when the variable is an inexact or imprecise indicator of the true score (Cohen
and Cohen, 1983). Inexact measures may come from random inattentiveness,
guessing, differential perception, recording errors, etc. on the part of the observers.
These measurement errors are assumed to be random 1n classical test theory. Under
such conditions, the reliability is the ratio of the true score to the observed score
variance (Pedhazur, 1991).

"

Cronbach's alpha measures " internal consistency of items in a scale”
(Garson,1999). It can be seen that alpha measures true variance over total variance.
The range of the alpha is from 0 to 1.0. If the user obtains negative alphas, it means

that his items are inconsistently coded. Consistent coding means all items have to be

coded so that high values on the items correspond to high values on the total scale
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scores. The alpha of a scale should be greater than .70 for items to be used together as
a scale (Nunnelly, 1978). The alpha for the total scale is also computed assuming that
the item under examination is deleted. If the alpha increases over the current total
scale alpha when an item 1s deleted, then the rule of thumb is to delete the item unless
it is theoretically necessary for the analysis.

As shown in Table 4.15, the alpha values indicate high coefficient of

reliability so that the questionnaire is able to conduct the information for this research.

Table 4.15.  Reliability of Questionnaire part 2 about Customer Satisfaction.

[tem ! Cronbach’s Coefficient Alpha Indices 3

| ]

Expectation ) 0.8771 ;
Perception 1 1S |

Average Expectation 0.7870 ;

B ? 0.8692 |

| Average Perception

4.2 2 T-test Analysis

The t test is used to determine whether an observed difference between the
mean scores of two groups on a measure 1s likely to have occurred by chance or
whether it reflects a true difference in the mean scores of the populations represented
by the two groups. Researchers agree that t values yielding a p of .05 or lower are
sufficient to conclude that a difference in mean scores of two groups can be

generalized, inferred, to the populations represented by the samples used in the study.
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One such assumption is that the scores in the population are normally
distributed about the mean. When large deviations from these assumptions are present,

then parametric statistics should not be used. (www.ed_isu.edu)

Both one and double sided probabilities are given. In one-sided tests it is
assumed that before doing the test vou had a hvpothesis that one mean of the two
means was bigger than the other mean, 1.e. proportion. If 1t 1s not such a prior
hypothesis, and only aims to test for a possible difference between the means, a
double-sided test should be used; mostly multiply the p-value by two.

4.3 Hypothesis testing
To evaluate according to hypotheses, the researcher utilized common calculation,
the average scores of sub attributes to analyze the paired t-test as illustrated in Table

4.16.

Table 4.16.  Description of Abbreviation No. on Table 4.17.-4.19.. 4.21.-4.23.

Abbreviation No. Description

1 Services

1.1 Transportation Services

1.2 Inventory control services

13 Import/Export services
2 Speed

2.1 |On-time delivery

22 Length of time to response urgent requests
3 Accuracy

3.1 Shipment accuracy

32 Document accuracy

| 4 Cost
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Table 4.16.  Description of Abbreviation No. on Table 4.17.-4.19.,4.21 423

(cont’).
Abbreviation No. Description

4.1 Service prices h
42 Discount

5 Procedure
5.1 Ease of understanding operation procedure
52 Convenience of process procedure

6 Communication
6.1 Staffs/sales cooperation
6.2 Responsiveness to customer requests

7 Relationship
7.1 Sales or personal relationship
72 Company relationship

8 Facility Possibility
8.1 Availability of trucks, tailors,etc
81 Availability of manpower

3 Availability of storage area

9 Information technology
9.1 Ability to provide information
99 Ability to integrate clier}t's software and svstems with

that of other supply chain partners

10 Security
10.1 Damage prevention
10.2 Shortage prevention
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Table 4.17.

Paired Sample Statistics.

[ Mean T Std. Deviation } Std. Error Mean
Parl  AVGEXPI 4.5630 45 46505 06933 |
AVGPER] 42074 45 23878 03559 ;
Pair 2 AVGEXP2 48222 45 28515 04251 |
AVGPER2 42556 45 50702 G75538
Pair3  AVGEXP3 4 8556 45 27432 04089
AVGPER3 4.2000 45 59734 08905
Pair4  AVGEXP4 42889 45 62603 00332
AVGPER4 3.2889 45 .53819 08023
Pair5  AVGEXPS 4.2556 45 61812 09214
AVGPERS 3.9556 45 41041 06118
Pair 6 AVGEXP6 4.4667 45 53725 08009
AVGPERG6 40111 45 54864 08179
Pair7  AVGEXP7 43556 45 62724 .09350
AVGPER7 3.9000 45 75829 11304
Pair 8 AVGEXPS 41185 45 43898 06544
AVGPERS 3.7407 45 67752 .10100
Pair 9 AVGEXP9 43333 45 53300 076 |
AVGPER9 3.8778 45 21731 03239 }
Pair 10 AVGEXI0 4.6444 45 40763 06077 |
AVGPE10 39778 45 57362 08551 |
Table 4.18. Paired Samples Correlations
e N Correlation Sig.
Pair 1 AVGEXP1 & AVGPER] 45 380 010
Pair 2 AVGEXP2 & AVGPER2 45 321 031
Pair 3 AVGEXP3 & AVGPER3 45 -.062 6841
Pair 4 AVGEXP4 & AVGPER4 45 387 009
Pair 5 AVGEXP5 & AVGPERS 45 337 024
Pair 6 AVGEXP6 & AVGPER6 45 888 000 |
Pair 7 AVGEXP7 & AVGPER7 45 160 294
Pair 8 AVGEXP8 & AVGPERS 45 641 .000
Pair 9 AVGEXP9 & AVGPER9 45 213 161
Pair 10 AVGEX10 & AVGPE10 45 038 803
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Table 4.19.  Paired Samples Test
S " Paired Differences |« ] df | sig |
Std. Std. 95% Confidence 2
Mean | Deviatio | Emor Interval of the . (] _I
1 »n Mean Difference ~ )
Lower | Upper
Par 1 AVGEXPI - L , ‘ .
AVGPER] 3556 43461 06479 | 2250 4861 5.488 44 000
Pair 2 AVGEXP2 -
AVGPER2 5667 49543 073851 4178 7155 7.673 44 0
Pair 3 AVGEXP3 - .
AVGPER3 6556 67270 10028 | 4535 8577 6.537 44 000
Pair 4 AVGEXP4 - 1.000 .
AVGPER4 0 64842 09666 | 8052 1.1948 10345 44 000
Pair S AVGEXP5 -
AVGPERS 3000 61607 09184 | 1149 4851 3.267 44 002
Pair 6 AVGEXPS6 -
AVGPERS6 4556 25722 03834 ! 3783 5328 11.88] 44 000
Pair 7 AVGEXP7 - 3 o v ”
AVGPER7 4556 90342 13467 | .1841 7270 3.383 44 002
Pair 8 AVGEXPS -
AVGPERS 3778 52030 07756 | 2215 5341 4871 44 000
Pair 9 AVGEXP9 -
) 2
AVGPER9 4556 53110 07917 | .2960 6151 5.754 44 000
Pair 10 AVGEX10 - N A ) A ! oy
> 3 - ;
! AVGPE10 6667 69085 10299 | 4591 8742 6.473 44 000

From Table 4.19 the Paired Samples test indicated the 2-tailed significant values

of the whole 10 Hypotheses which are less than 0.05. Consequently, every hypothesis

was not failed to reject null hypothesis. It means that the result of hypothesis 1-10

rejected null hypothesis (Ho) illustrated in Table 4.20. Therefore, There is a

significant difference in each attribute that is valued by respondents: Service,

Speed, Accuracy, Procedure, Communication, Relationship, Facility Possibility,

Information Technology and Security.
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Table 4.20.  Hypotheses Consequences.

| Significant !
Hypothesis (a = 0.05) Value (2- Result
tailed) |
Hlo=There is no significant difference between customer ;
000 Reject HO
expectation and customer perception in terms of service ’
H20 = There 1s no significant difference between customer
000 Reject HO
expectation and customer perception in terms of speed ’
H3o = There is no significant difference between customer
000 Reject HO
expectation and customer perception in terms of accuracy .
H4o = There is no significant difference between customer
0 Reject HO
expectation and customer perception in terms of cost )
H50 = There 1s no signiticant difference between customer !
expectation and customer perception in terms of 002 Reject HO
§ procedure ]
! !
g H60 = There is no significant difference between customer E
expectation and customer perception in terms of 000 Reject HO
conmumnication
H70 = There is no significant difference between customer
expectation and customer perception in terms of 002 Reject HO
relationship
H8o = There is no significant difference between customer
expectation and customer perception in terms of facility 000 i Regect HO

possibility
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Table 4.20.  Hypotheses Consequences (cont’)

Significant
Hypothesis (a = 0.05) Value (2- Result
tailed)
H90o = There is no significant difference between customer
expectation and customer perception in terms of 000 Reject HO
information technology
H100 = There is no significant difference between
customer expectation and customer perception in terms of 000 Reject HO
security.

According to the result of Disconfirmation of expectation model, the positive
mean scores of difference between expectation and perception of each attribute shows
that the respondents’ expectations are more than perceptions. [t imphes that the
customers are dissatisfied. The critical attribute that has the largest gap is Cost and
followed attributes are Security and Accuracy respectively.

Table 4.21.-4.23. indicated values of the t-test for the disconfirmation in sub-
attributes. It has shown profoundly detailed information of each attribute that which
the respondents recognized. For instance, Cost, which is the critical attribute, consists
of Discount (mean=1.02) and Service cost (mean=0.98) that implies that in Cost
attribute the respondents are dissatisfied in Discount more than with Service cost. In
Transportation service (1.1) (pair 1 in table 4.23), the significant value is more than
0.05 (0.229>0.05) so the null hypothesis has failed to reject Ho, hence there is no

difference between the customers’ expectation and perception in Transportation
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service. Also availability of storage area sub-attribute is (8.3) (pair 18 in table 4.23,

0.088>0.05), thus there is no difference between the customers’ expectation and

perception in the availability of storage area.

Table 4.21.  Paired Samples Statistics for Each Sub-attribute.
Mean N L Std. Deviation Std. Esror Mean
Pair 1  EXP1.] 427 45 | 447 067
PERI.] 4.07 45 | 780 | 116
Pair2  EXP12 411 a5 | 3181 047
PERI.2 373 45 | 809 | 121
Pair3  EXP13 424 45 | 435 ; 065
PERI.3 3.69 45 | .596 089
Pair4d  EXP21 491 45! 288 043
PER2 1 442 45 4991 074
PairS  EXP22 473 45 | 447 | 067
PER2.2 4.09 45| 701 105
Pair6  EXP3. 493 45 . 252 038
PERS.1 433 1 45 769 115
Pair7  EXP32 478, 45 420 063
PER3.2 4071 45 539 080
Pair§  EXP41 I 603, 090
PER4.1 3.36 1 45 679 101
Pair9  EXP42 123 _ME 679 101
PER42 3221 45! 420! 063
Pair 10 EXPS5.1 424 | 45 | 743 a1
PERS.1 3.98 45| 398 ! 059
Pair 11 EXPS.2 427 45 580 086
PERS 2 o3l a5 539 | 080
Par 12 EXP6.1 427 45 580 ¢ 086
PER6.1 396 as | 706 105
Pair 13 EXP6.2 4671 45 | 603 090
PER6 2 4,07} as | 618! 092
Par 14 EXP7.1 438 45 | 716 ! 107
PER7.1 407 as | 1780 | 116
Pair IS EXP72 433 451 603 ! 0%
PER7.2 3.73 | 4s | 809 | 121
Pair 16 EXP8.1 4.29 45 | 458 | 068
PERS. | 369 45| 596 | 089
Pair 17 EXPR2 407 45 i 539 | 080
PERS.2 3.71 4s 727 | 108
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Table 4.21.  Paired Samples Statistics for Each Sub-attribute (cont’).
Mean | N Std. Deviation . Std. Error Mcan

Pair 18 EXP83 4.00 | 45 477 | 071
PERS.3 382 45 834 124

Pair 19 EXP9.1 422 | 45 636 . 095
PER9.1 3.89 | as 318 047

Pair 20  EXP9.2 444 | 45 ! 503" 075
PER9.2 387, 45 344, 051

Pair2]  EXPIO.I 4761 45 35 065
PER10.1 a21| 45 580 086

Pair 22 EXP10.2 453 | 45 | 505 ! 075
PER10.2 3.69 | 45 | 668 | 100

Table 4.22.  Paired Samples Correlations for Each Sub-attribute.
N Correlation Sig.

Pair | EXP1.1 & PER1 | 45 _573 000

Pair 2 EXP1.2 & PER1.2 45 029 848

Pair 3 EXPI.3 & PER] 3 45 388 008

Pair 4 EXP2.1 & PER2.] 45 -049 748

Pair § EXP2.2 & PER2.2 45 367 013

Pair 6 EXP3.1 & PERS. 1 45 352 018

Pair 7 EXP3.2 & PER3.2 45 -234 122

Pair 8 EXP4.1 & PER4.1 45 370 012

Pair 9 EXP4.2 & PER42 45 362 014

Pair 10 EXP5.1 & PERS. 1 45 amn 258

Pair 11 EXP5.2 & PERS.2 45 421 004

Pair 12 EXP6.1 & PER6.1 45 752 000

Pair 13 EXP6.2 & PERS.2 45 671 000

Pair 14 EXP7.1 & PERT.1 45 076 620

Pair 15 EXP7.2 & PER7.2 45 326 029

Pair 16 EXP8.1 & PERS. 1 45 586 000

Pair 17 EXP8.2 & PERS .2 45 514 000

Pair 18 EXP8.3 & PERS 3 45 572 000

Pair 19 EXP9.1 & PER9. 1 45 688 000

Pair 20 EXP9.2 & PER9.2 45 175 249

Pair 21 EXP10.1 & PER10.1 45 -096 530

Pair 22 EXP10.2 & PER10.2 45 166 275
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Table 4.23.

Paired Samples Test for Each Sub-attribute.

it i e e
, St-dA. St ; 95% Confidence | -
Mean | Deviatio ; Eror Imgrval of the ' tail od)
n Mean ‘ D1ff§3rence
; Lower ; Upper

Pair 1 gé':]]]] - 20 1100 164t -13 53 1220 44 229
Pair 2 ggzl’j' 38, 860 128 , 12 64 2945 44 005
Pair 3 l’fg‘:::; - 561 586 o8 38 on L 6359 o f 000
Pair 4 Eé%fil - 49 589 os8| 31 67 55712 a4 l 000
Pair 5 I’fﬁﬁ 64 .679% 101 | 44 851 6363 44J 000
Pair 6 11;:1)3(113511 - 60, 720! 107} 38 82, 5591, 44, 000
Pair 7 gﬁ;; e | 757 113 ' 48 94 62981 44 ! 000
Pair 8 f;g:]] ' % 7B 108 e SRR 9o 44 000
Pair 9 gﬁﬁ B 1.02 | 165 T 098 | 122 1.22 10441 44 000
Pair 10 ﬁEXI}::; - 27 780 L6 03 S0 2292 44 027
Pair gggj' 33 603 090 IS 51003708 44 001
Pair 12 gﬁg:; ; 31 468 070 17 45 4458 44 000
Pair 13 ggggé' 60 495 074 45 75’ 8124 44 000
Pair 14 ggg;’% - 31 1019 152 01 621 2040 44 o6
Pair 15 gg;g DIV aaz e  LLARNS 85 4811 44 000
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V. STRATEGY FORMULATION

The Studied Company’s seamless supply chain service offering is unique among
logistics service providers. The Studied Company is able to provide logistical
management assistance by air, land and sea to clients who need immediate support
and consultation. They possess the high ability to solve logistical support problems
associated with the timely resource movement and tracking, on-sitc management,

document control and multi-location coordination.

S.1 The Company Background
5.1.1 The Company Profile

The Studied Company was established in 1989 and started operation in 1990. It
is the fourth logistics company of The Studied Company’s family.

The Studied Company started operation for serving factories as forwarding
inside their premises. With strong experience now, they are expanding to import &
export co-ordination, transportation, customs broker and freight forwarder by sea,
ocean, air and trucks. They have a high quality supply chain management and always
consider to the environmental preservation. The Studied Company is the first logistics
company in Thailand that was successfully certified by ISO 14001 1n 1999.

5.1.2 Scope of Supply

(1) Import Export Coordination

The Studied Company supports all family’s factories in Thailand. They
are monitoring inventory for incoming and outgoing domestics and overseas cargo

and Customs EDI linkage for customs approval, payment and drawback. Even though,
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there are several schemes of privilege, the Studied Company is able to develop
effective solutions to meet all needs and requirements
(2) Procurement
The Studied Company can include activities like wvendor
management inventory (VMI) where the vendor owns, stores and maintains product in
its facility. Clients take ownership of product only when you are ready to use.
(3) Customs Clearance
Handling export & wmport cargo through its licensed Customs
Broker (No. 28) with Green Line for import shipment can be processed electronically
under EDI system. As a result, customs clearance and shipment delivery are carried
out at a faster speed.
(4) Freight Forwarding
The Studied Company has worldwide network which enables it to
develop a high distribution network globally to serve second to none to our customers.
For Sea, it supplies Door to door service, FCL / LCL Service with weekly departures;
worldwide coverage, Consolidation service and Break bulk / Conventional cargo. For
Air, The Studied Company is an accredited member of IATA - International Air
Transport Association.
(5) Warchousing
The Company provides [nventory management service, Storage, Pick
& Pack (FIFO), Control stock by serial number & First in first out system, Stuffing / un-

stuffing of container, Computerized inventory control and Electronic data interchange.
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(6) Transportation
The Company’s own equipment are 50 Trucks, 46 pick-ups, 45

chassis, 18 domestic containers, 16 tractor heads and 15 vans. In addition, it has the
Black Box monitoring system & trunk radios are in their trucks, dealer delivery from
Bangkok to Up Country & Vice versa, daily delivery to dealers by cross dock
operation, delivery within 24 Hours in Bangkok & Greater Bangkok, within 48 Hours
in Central, North, North-East Area and within 72 Hours in South area and Milk run &
Just in time operation. All of the Cargo delivery are controled by bar code.
5.1.3. Target Market

The Company’s target market is mainly electronics products industry
including both domestic companies and import-export companies in terms of
transportation by sea & air & truck, warehouse and dealer delivery.
5.2 SWOT Analysis
5.2.1 Strengths

The Studied Company is one of the groups in Thailand which has the high
Brand image in electronics products. In addition, it is the logistics service provider for
the top brand image and handling & distributing to the affiliated companies the famly
Products to around the world including in the Thailand Market. On account of The
Studied Company support and with the aim of reducing logistic cost to all affiliated
companies of market place, Consequently, it is one of the successful affiliated
companies and push their group to be the brand No.l in electronics products. [n

addition, 1t is the TIFFA & TAFA & Licensed Customs Broker & IATA member.
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5.2.2 Weaknesses

Seeing that the scope of their business is only electronics products, the
family companies are the main customers who have to be taken care of as the first
priority so that competitors and clients in the same marketplace could not service as
well. Another thing is, as the main business in their group is Electronics products, in
spite of the studied company being a logistics service provider, it is just a small
business and does not have much experience in the logistics field. Because of the
condition that they have to use the agents worldwide with an uncontrollable agent fee,
the studied company has to control budgeting.
5.2.3 Opportunities

Even though they are the one logistics company in the group who support
mainly other companies in their group, the future trend of the Logistics Service
Providers (3PLs) industry among logistics and supply chain management booming
area is potentially growing rapidly like the European and the United States market
growth from 1990s to 2000s. On account of the potential of their group in the
electronics industry, synthesis and strategy direction are the key to enhanced
competitiveness and improved market positioning. The opportunity includes providing
higher level overview, increasing scope of supply and pushing for virtual integration.
5.2 4Threats

The studied company is an in-house logistics service provider in a group
so that the import and export volume is up to the factory group production volume

Although, in the Thailand market this year, the Total Export Voiume
strongly increased the shipping line's equipment and space is not adequate to support

all of the shipped products. Consequently, the freight cost is going up. Meanwhile the
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exporters try to control their cost so as not to increase their selling prices, but it is
difficult for the logistics service provider to provide the lower rate & get more spaces.
5.3 Market Driven Strategy
Market-driven strategies serve the winner by giving focus and direction to the
skills and resources they have acquired. There is a single minded emphasis on creating
and recreating positional advantages in customer value. Superior customer value is
achieved with some combination of quality and service, faster responsiveness, and
closer relationships with channels and customers. The rewards are market share
dominance, superior profitability and optimistic growth prospects that are the
necessary conditions for the creation of shareholder value.
Attributes of Market-driven behavior are:

(1) Segment by customer applications and economic benefits received by the
customer.

(2) Know the factors that influence customer-buying decisions

(3) Invest in market research and systematic collection of sales reports to track
market changes and modify strategy

(4) Communicate with the market as a segment

(5) As a result of the research conclusion above, the majority of respondents
emphasize on the same attributes as follows:

(6) Factors influencing the selection criteria are Business Experience, Operation,
Reputation, Information Technology.

(7) Comparison between the studied company and other competitors indicated the
following factors, that the customers feel more satisfied until equal to the other 3PLs

they used; Chemistry and compatibility, Growth Potential, Strategic Direction,
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Reputation with other clients, Operation, Information Technology, Cost, Physical
Facihities and Equipment, Business experience, Quality Initiatives, Management
Depth and Strength, and Financial Stability respectively.

(8) Atinbutes that are used in the customers’ perspective are total Accuracy in the
first prionty as well as Speed and Service respectively.

Referring to the hypothesis that measured the customer satisfaction on each
attribute, it shown that there 1s a significant difference between expectation and
perception in each attribute that 1s valued by respondents: Service, Speed, Accuracy,
Procedure, Communication, Relationship, Facility Possibility, Information
Technology and Security. The critical attributes scrutinized by the t-test, which the
customers are dissatisfied with area: Cost, Security, and Accuracy respectively. The
customers are dissatisfied with Discount more than with Service cost in Cost attnbute,
with shortage prevention more than with damage prevention in Security attribute and
with both the shipment and document accuracy in terms of Accuracy attribute.

To establish the strategy for the studied company, the customers need
influencing attributes from this research to help them to evaluate roughly the structure
of strategy, refining the attributes and measuring customer satisfaction. Strategy
direction should focus on the following:

(1) Cost reduction

In an effort to maximize profitability, the logistics service provider has been
working with retailers and suppliers to control the negative costs. The studied
company is not providing the lowest prices, thus they will have problems n the
economies of scale. A proper agreement includes an effective incentive for continual

cost reduction and improvement of performance across all aspects of the operation,
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not only responsibility of a specific department but also accountability for the whole
company. Additionally, they should focus on paying the real cost of the logistics
activities, eliminating the unnecessary processes and expenses. For example, speed up
communications and replace slow-moving paper documents.

(2) Performance Improvement.

Customer complaints occur for various reasons, some are real, some are
contrived, some can be prevented, but they all have to be controlled, understood and
kept to acceptable, understandable and reconcilable levels. Accepting loss and
damage claims as a cost and part of doing business, demands they must be very
careful when establishing standards to measure carrier performance, packaging,
receipt of freight and the ability of the freight to withstand the normal hazards of
transportation.

To measure performance, Key Performance Indicators (KPI) is a tool to
measure performance and control accuracy within the organization -from order entry,
picking accuracy, pricing accuracy, delivery accuracy and damage. The meaningful
reporting must be based on accurate measurement in order to demonstrate added
value. The KPI established responsibilities for meeting and exceeding customer
expectations and client satisfaction by incorporating metrics that involved all parties
in the process.

The Score Card is the most comprehensive performance monitoring and
benchmarking tool for comparison driven performance and continuous improvement.
For instance, compare performance against best performers, capture the impact

of resource drivers, compare by sector and region, and/or multi-sector and/or multi
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region. Costs, resources, time, drivers and practices are compared against Score and
process classifications.

Another blooming practice 1s Six Sigma that is utilized to control quality in
terms of increasing customer satisfaction by reducing wastes in process. Moreover,
Six Sigma is used as a tool to urge the management level to realize to improve and
restructure in the fast-changing market as well as a method to scrutimze the bottom
neck 1n processes. The heart of the Six Sigma is DMAIC, denived from Define,
Measure, Analyze, Improve, Control.

Internet-enabled supply chain utility transforms the cost-hungry process of
reverse logistics into superior customer service as it substantially reduces cost and
exposure to a company’s ROL

Additionally, there are many systems to support such as Order Management

(OMS), Transportation Management System (TMS). Warehouse Management System
(WMS), Inventory Planning, Supply chain event management and visibility (SCEM).

Enterprise Resources Planning (ERP)

(3) Responsiveness Enhancing.

Time becomes an important quality as a strategic weapon to offer superior
customer value. The possibility of response time will be the next basis of competitive
advantage in their market. Today has seen that rapid introduction of flexible
manufacturing system (FMS), matenals requirements planning (MRP) and Just-m-
time (JIT) was transformed by rapid response system with zero inventory concept.
Actually, JIT system is the joint result of quality programs because only the perfect

quality parts can be used if the customer’s production process 1s to continue to run
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uninterrupted.  And rapid response logistics is based on frequent and reliable delivery
of small orders.

Although the studied company complied with the JIT system and provided
Vender Management Inventory (VMI), the continued improvement should be
recognized that the impact of rapid changes for instance, reducing cvcle time from
processes, information and decision making. As well as in terms of facihity and
equipment utilization, the studied company has subcontract network to support in case
of inadequate facility and equipment problems. Thus the vital part to respond to the
whole customers’ requirements, is how to manage logistics and supply chain
processes. Not only do customers want shorter lead times, they are also looking for
flexibility. The current trend providers, 4PL has greater functional operation, which
helps a number of 3PLs that may be involved with a company’s operations. Apart
from 3PLs managing a number of 3PL operations, 4PL is for provision of
competencies relating to knowledge Availability, Information technology. and skills
in forming and sustaining successful relationship.

(4) Healthy Relationship

Establishing closer relationship with key accounts, the strategy will be vertical
to do more for fewer customers. The studied company is doing well because the kev
account customers are companies in groups, however, to do competitive business thev
should create closer relationship with others. The effective relationship creates a
process with a win-win solution based upon mutual trust to share information between
3PLs and the customers. The studied company might lose an opportunity to gain

increased understanding of other customers. Hence the best way to start a business
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relationship, both parties have to learn activities and issues that will impact cost,
service, quality and inventory accuracy, etc.

Nonetheless, the proper scope of work with enough flexibility built into
contracting process is the key to maintaining a long-time healthy relationship.

(5) Competitive Advantage

The success over competitors denives from the ability of the organization to
differentiate itself in the customers’ perspective and operating at a lower cost. There
are two parts; productivity advantage (a lower cost) and value advantage (offering a
differential over competitive offering)

Productivity advantage logistics leverage opportunities are Capacity utilization,
Asset turn, Co-makership or schedule integration.

Value advantage logistics leverage opportunities are Tailored service, Reliability
and Responsiveness.

Eventually, to enhance customer satisfaction, there are various strategies
depending on the managerial vision in the studied company. Nevertheless, 3 key
issues that must be considered are Responsiveness, Reliability, and Relationship.

5.4 Developing a Global Logistics Strategy

One key concern is the question of the appropnate degree of centralized
direction as against local autonomy. Traditionally many companies have preferred to
devolve decision-making to a local level. On the other hand, the attractions of local
autonomy are clear, in termss of responsiveness to the market and the ability to stay
close to the customer.

Second, Synergy can be released by global co-ordination, and this 1s compatible

with local decision-making in sourcing, production and distribution. Many global
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companies have sought to establish centers of excellence, whereby resources and /or
technologies are concentrated for greater focus.

Market trends, 3PL user characteristics, 3PL services offerings and capability,
management and relationship 1ssues, customer value and strategic directions for the
future were all examined in depth to provide a better understanding for the
marketplace for Logistic Service Providers (3PLs) around the world. It showed that
Logistic Service Providers (3PLs) will increasingly be at the focal points of strategy
formulation, operational excellence and information technology to make the
maximum contribution in value creation for their customers.

5.5 Management and Relationship Issues

The need for competency as it is related to the formation and continuation of
successful relationship has become critical in today’s Logistic Service Provider (3PL)
industry. Although both providers and users of 3PL services have been improving in
their ability to create more productive, effective and satisfying business relationships,
the media is replete with examples of failed relationships.

Looking specifically at the task of implementing a Logistic Service Provider
(3PL) relationship, information systems executives are becoming increasingly
involved. In a number of areas, attempting to provide insight into the elements of the
relationships between Logistic Service Providers (3PLs) and their customers, the
“Collaborative” relationship with their Logistic Service Providers (3PLs) 1is
concerned with developing and benefiting from improved relationships with their
Logistic Service Providers (3PLs).

Successful Logistic Service Provider (3PL) relationships establish appropnate

roles and responsibilities for both Logistic Service Providers (3PLs)s and client firms.
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While sometimes the use of a Logistic Service Provider (3PL) is interpreted simply as
“turning over all logistics activities” to an outsourced provider, a hybrnid management
structure represents a highly effective way to manage Logistic Service Provider (3PL)
relationships. Essentially, this reflects a desire on the part of the client firm to have
sufficient power over operations for a track record of performance or trust factor to be
built up. Although most client firms retain control over strategy formulation and
direction setting for the logistics areas of responsibility, this hybrid approach to the
management of operations is an innovative response to the challenge of successfully

managing Logistic Service Provider (3PL)-Client relationship.



VI. CONCLUSION AND RECOMMENDATION

6.1 Conclusion

Not surprisingly, the conclusion 1s connected to relative cost/performance “Cost
Reduction” and relative service/cost ““Service improvement” which are the best
differentiation variables for describing the logistics service providers. This research
gives guidelines for the logistics strategy that makes it more appetizing for customers
to outsource their logistics and understand how the customers are responding to your
service.

Referring to the research objectives, this research met all of the objectives as
follows:

(1) To determine the level of important factors of selection criteria for a Logistic
Service Provider

(a) Factors influencing the selection criteria are Business Experience, Operation,
Reputation and Information Technology respectively.

(2) To compare factors of selection criteria between the selected company and
competitors.

(a) The customers compare that the studied company feels more satisfied equal to
other 3PLs they used according to the following factors; Chemistry and compatibility,
Growth Potential, Strategic Direction, Reputation with other clients. Operation,
Information  lechnology, Caost, Physical Facilities and Equipment, Business
experience, Quality Imitiatves, Management Depth and Strength, and [inancial

Stability respectively.



(3) To identify the level of importance of the attributes that are valued by the
customers of the selected Logistics Service Providers.

(a) From the i-test result, the customers are dissatisfied in 10 attributes; Service,
Speed, Accuracy, Procedure, (Communication, Relationship, Facility Possibility,
Information Technology and Security. In terms of comparison the mean difference
between the customers' expectation and perception and attributes that customers are
highly dissatisfied are total Accuracy in the first priority and Speed and Service
respectively

(4) To establish a guidehne for developing a market-driven logistics strategy of
Logistics Service Business

(a) The strategy direction should be emphasizing Cost reduction, Performance
improvement, Responsiveness enhancing, Healthy relationship and Competitive
advaniage increasing as described in chapter 3 strategy formulation.

6.2 Recommendation
As the result of the consequence of this research, the researcher noticed some
points according to the analysis of this research as follows:

(1) Key account customers, 90 % of sales volume, are companies in the same
group and if the emphasis is on their satisfaction, the result is highly satisfactory
whereas the other chients are dissatisfied. Owing to the first priority service given to
the key account customers it is the main reason that other customers feel dissatisfied.
Moreover, it is the risk in the future to expand or do global business so that the
company should realize this issue as well.

(2) To complete independently in the domestic market and to be global 3PL or

4PL especially for import-export. The regulations of each country and region vary.
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The studied company should be improved seamlessly to be competitive with high
technology applied in this industry.

(3) Due to the respondents from the various departments, mainly from the
Logistics department, the respondents might evaluate with different perspectives
which made this research have some bias in measuring satisfaction between business
to business (B2B).

(4) Hard to compare the Logistics Service Providers (3PLs) because of all the

offerings of a broad range of activities, geographic coverage and clients™ distnbution.
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Questionnaire

Dear Sir/Madam,

This questionnaire is designed to study ™ Customer Value by comparing between customer expectations and
customer perceptions toward a Third-party Logistics Service Provider” As part of the data collection for Computer and
Engineering Mangememnt (CEM) project, Assumption University.

Please kindly take a few moments to complete this questionnaire based on your experience. Your participatio
is very much appreciated.

Questionaire : Please mark the box that represents your status, with the figare "X".
PART 1: General

1 In your opinion, what is (are) the important factor(s) used to select the third-party logistics
service provider(3PLs). Please kindly rank the 1st, 2nd, and 3rd prioritics in the boxes below.

Priority 1 _ Priority 2 _Priority 3
example E I” |10 J

Priority | _Priority 2_Priority 3
[

Your opinton

1 Fmancial Stabifity

2 Business expenence

3 Management Depth and Strength
4 Reputation with Other clicnts

5 Strategic Direction

6 Physical Facilities and Equipment
7 Operations

8 Information Technology

9 Quality Initiatives
10 Growth Poteatial
11 Chemistry and compatibifity
12 Cost
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How many third-party logsstics scrvice providers(3PLs) has your compary used recenthy?

only onc

2-5 companics

6-10 companies

more than 10 companics

If your company uses more than one third-party logistics service providers(3PLs) in question 2,
please kindly compare our company with others.

1 Financial Stability
2 Business experience
3 Management Depth and Strength
4 Reputation with Other clicats
5 Strategic Direction
6 Physical Facilities and Equipment
7 Operations
8 Information Technology
9 Quality Initiatives
10 Growth Potential
11 Chemistry and compatibility
12 Cost

What is (are) the customer value in your perspective?

at better

equal

somewh
~at

amch worse

Please kindly rank the 1st, 2nd, and 3rd priorities in the boxes below. |

example

your opnion

1 Service

2 Speed

3 Accuracy

4 Cost

S Procedure

6 Communication

7 Relabonship

8 Facility Possibilitv

9 Technology information
10 Secunity

Priority 1 _ Priority 2 Priority 3

{12

11

lro___ |

Priority 1 Priority 2 Priority 3

[

|
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PART 2: Customer Satisfaction
2.1 Expectation
5 Plcasc indicate your expectation levels for each factor below.

1 Services
Transportation Services
Inventory control services
Import/Export services
2 Speed
On-tune delivery
Length of time to respond to urgent requests
3 Accuracy
Shipment accuracy
Document accuracy
4 Cost
Service prices
Discount
S Procedure
Ease of understanding operation procedure
Convenience of process procedure
6 Communication
Staffs/sales cooperation
Responsiveness to customer requests
7 Relationship
Sales/personnal relationship
Company relationship
8 Facility Possibility
Availability of trucks, tailers. etc
Availability of manpower
Availability of storage area
9 Technology information
Ability to provide information
Ability to integrate client's
software and systems with that
of other supply cham partners
10 Security
Damage prevention
Shortage prevention

G ENSREENS B
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2.2 Perceived Performance
6 Please indicate your perception levels for cach factor below.

Strongly

. Dissaticfied
I Services A e R
Transportation Services
Inventory control services
Import/Export services
2 Speed
On-time delivery

Length of time to respond to urgent requests
3 Accuracy
Shipment accuracy
Document accuracy
4 Cost
Service prices
Discount
S Procedure
Ease of understanding operation procedure
Convenicnee of process procedure
6 Communication
Staffs/sales cooperation
Responsiveness to customer requests
7 Relationship
Sales/personnal relationship
Company relationship
8 Facility Possibility
Availability of trucks, tailers_etc
Availability of manpower
Availability of storage area
9 Technology information
Ability to provide mformation
Ability to integrate client's
software and systems with that
of other supply chain partners
10 Security
Damage prevention
Shortage prevention
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PART 3: Demographic Profile

7 Department

| General Managcment
Sales and Marketing
Customer Service
Logistics

import/Export

Others (please indicated)

8 Type of Business

Elcctronics

Computer

Electric appliance
Others (please mndicated)

9 Annual Sales Volume

Less than or equal to 1,000,000 THB
1,000,001-5,000,000 THB
3,000,001-10,000.000 THB
10,000 0G1-20 000 000 THB
more than 20 millionsTHB

10 Relationship: How long has vour company used our services?

less than 1 vear
15 vears

=5 - 10 years
more than 10 vears

Thank vou for vour time
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