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ABSTRACT 

The objectives of this project are identification of the JeveJ of importance of the 

attributes 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 important 

attributes and Demographic Profile. Descriptive analysis and T-test ana1ysis were 

utilized through the SPSS 11.5 program. 

Results of the analysis indicated that 1) attributes that are valued in 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 JPLs 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, Perfonnance improvement, 

Responsiveness enhancing, Healthy Relationship and increase in Competitive 

advantages. 
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I. 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 conswners 

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 looger sufficient to achieve market leadership. 

Instead, winning companies are those that can 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 

btLsiness, and achieving it requires a much greater foctL5 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 t\-vo have been poorly- unden.'tood 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. A5 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 is 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 Objtttives of the Project 

(I) 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 b'llideline 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 . 

.., 
-' 



II. LITERATURE REVIEW 

Recently, firms have directed considerable attention toward working more 

closely with other supply chain participants, incJuding customers, suppliers and 

various types of logistics suppliers that has resulted in the development of more 

meaningful relationships among the companies involved in overa11 supply chain 

activity. AB 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-pany 

or contract logistics services. 

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

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 

lnc1uded among the transportation-based suppliers are firms such as 

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

significantly utilize and leverage information 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, USCO and ExeL Based on 

traditional orientation, these firms have already been involved Xogistics activities such 

as inventory management, wmehousing distribution, and so on. With experiences, 

facility-based operators have found the transition to integrated logistics services to be 

less c.omplex 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 incJudes companies such as Kuehne &Nagel, fritz, C.H. 

Robinson, and Hub Group, that have extended their middleman roles as 

and/or brokers into the broader range of3PL services. Essentially, these firms are non-

5 



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 Infonnation 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 

purchasing transportation and logistics services. For instance, Transplace, NisteYo. 

(CliffordF. Lynch, 2000) 

23 Logistics Service Provider (Third-Party-Logistic) R~r-eb 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 c-0njunction 

with Cap Gemini Ernst & 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. l Study Objectives 

( 1) Measure the development, growth, and utiliz.ation of 3PL services across majo 

industry markets, and deepen the knowledge of the services they provide. 
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(2) Identify customer needs for information technology-based services, and 

evaluate how well Logistic Service Providers (3PLs)s are responding to those need<;. 

(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 involve 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 e~rienced and how LQgistic 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 i.n 

the following industries: automotive, chemical, computers and peripherals, consumer 

products, electronics, medical supplies and devices, retail and 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 in 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. 

7 
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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 industries 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 
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A summary of specific shippers who were identified in another study 

utilize 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 in 200 I. According to the 2001 study~ the 

activities most frequently outsourced to Logistic Service Providers (3PI..s)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 200l(Lkangley, 2001). 

I Logistics Service Providers' Activities Percent Outsource 

Warehousing 73.7 

Outbound transportation 68.4 

Freight bill auditingipayment 61.4 

Inbound reputation 56. l 

Freight consolidation/distribution 40.4 

Cross-<locking 38.6 

Product markingllabelinglpacking 33.3 
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Table 2.1. Logistics Services Providers 200I(Lkangley, 2001) (cont'). 

Logistics Service Providers~ Activities 

Selected manufacturing activities 

Product returns and repair 

Inventory management 

Traffic management/fleet operations 

Information technology 

Product assembly/installation 

Order fulfiIIment 

Order entry/order processing 

Customer service 

Percent Outsource 

29.8 

22.8 

21.0 

19.3 

17.5 

17.5 

15.8 

5.3 

3.5 

Note: Figures refer to percentages of users indicating use of specific 3PL services. 

A strategic issue 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 

inrucated significant agreement \\'ith the statement that "Third-party suppJiers 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 

otierings." 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 

10 
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their choice not to be so involved. Responses for the 200 l 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 

diminish," and "costs would not be reduced." Also reported were several other 

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 ( 3 PL) 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 c.ost and from 

a service viewpoint. 
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2.3.3 Customer Value Framework 
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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 200 l results are 

strikingly different fom1 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 fonn 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 declined 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 increas~ 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 e:x-perienced as a result of using a Logistic Service 
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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 l 0. 7 to 8.4 days 

( 4) Overall inventories reduced by 5 .3 percent 

Respondents in the 2000 study reported experiencing a number of 

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

concern: 

commenced. 

(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 

( 5) Continuous, ongoing improvements and achievements m 

offerings are lacking. 

to the client. 

( 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 

(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). OveraU, it suggests a need to meet service JeveJ 

and cost objectives and to avoid unnecessary increases in price to the customer once 
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the relationship hac; commenced Also, it appears that some Logistic Service Provider 

(3PL) need to improve in the areas of strategic management, technology, and 

knowledge-ba<;ed skills_ These suggest expectations by the customers are currently not 

being met Finally, there are users of 3PL services who tee] that the time and effort 

spent on logistics have to decrease, and that their control over the outsourced fonction 

may have lessened. Jn 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 companies 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 rise of 3PL se;vices is not necessarily inconsistent 

\vith 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 incJudes 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 characteriz.ations would suggest, it 

appears that a valid objective is far more firms to be considered in these "higher-Jevef" 

categories that imply a more meaningful, strategic relationship between a user and a 

Logistic Service Provider (3PL). ((:hristopher, 1998) 

2.4 Identifying Potential Providers 

Hundreds of firms offering a varying array of services for a variety of clients 

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. l Asset and Non-Asset 

All logistics sef\1ce providers can be divided into t\vo basic 

classifications: Asset based and Non-asset based. Asset-based providers owwlease 

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 little 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 is 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. Finns c.an 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 g]oba] finn is one that is perceived at ]east, 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 

Fina1Iy, a Jess 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 finn 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 estabJished what functions it wishes to outsource, has 

developed a strategy for doing so and has identified potential 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 

(ll) Chemistry and compatibility 

(l2) Cost 

19 



Financial Stability 

It is 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 exploring 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 identif)' 

financially qualified and stable providers. Many logistics providers are privately hel~ 

and as such either refuse to disclose financial results or are reluctant to do so. 

Business Experience 

Experience in providing logistics services in general, as weU 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 industry. 

While the latter is not absolutely essential, the provider must be able 

to demonstrate that the sk'ills it does pos...~ss can be transferred with rea...<;0nabJe 

dispatch and efficiency. 

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 provider must have a strong, skilled organiz.atio~ as well as adequate, 

qualified management. 

Bench strength is a problem for some providers and it is critical that 

the clients have a clear understanding of the management and labor force that wil1 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 

organizatio~ 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. ff 

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 afternoon. 

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 weJJ grounded in its cwrent 
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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 fonn 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 

Jn any logistics operation, state-of-the-art systems are critical~ and in 

such specialired areas as cross docking, order fu1fi1lment, and freight bi1l payment 

they are an absolute necessity. 

Any involvement with electronic commerce will require systems 

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, wi1l be a must. 

The evaluation of information technology assets will requtre 

knowledgeable e.Kperts 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 \\ill 

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 wi1l have a formal 

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

my have lesser, but meaningful programs in place. 
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The provider selected must be one who is committed to ongomg performance 

enhancement, and ha<; an identified procedure for accomplishing this. 

Growth Potential 

Most firms project ongoing growth through volume increases, new 

products, or new markets; and it is important for the logistics service provider to be in 

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 tenn, 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 

\vith 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 v.foch 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 it 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 

criteria. 

The manager who selects a provider solely on the basis of cost has 

committed to an outsourcing strategy that wil1 have little chance of success. 

2.5.2 Evaluation Criteria 

Evaluation criteria should be listed so the provider wi11 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 \\Titten responses. (L_vnch. 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 satisfaction has 

developed extensively as a basic construct for monitoring and contro11ing activities in 

the relationship-marketing concept. This is exemplified through the development and 

publication for a large nwnber of companies, industry-wide, and even national 
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satisfaction indices (E.W. Anderson, Fornell, and Lemann, 1994 

laboratory experiment suggested that the perceived performa 

significant influence on satisfaction in addition to those indulge~ ----
performance and subjective disconfinnation. 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 

J Our total product } 

Consumer decision process 

Superior value expected 

Sales 

Perceived value delivered 

Customer satisfaction 

Competitor,s 
total product 

Increased use I ¢::J q Brand Loyally 

I Repeat purchase I ¢::J q I Brand switching 

Figure 2.4. 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 va]ue 

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", referring to the incremental 

utility that is added at various stages of the production or distribution process. 

Customer value is 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 is 

the consumer's overalJ 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 ''alue definitions have been shown in rnrious 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.etsu.edu) 

Dependent on product quality, service quality, price and fulfillment time, it 

reflects the degree to which products and services satisfy customers' ex'{JeCtations 

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.Iieb.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 quaJity 

and thereby customer satisfaction. Both concepts are intergrated into an intertwined 

relationship model as mustrated in Fi!:,'Ufe 2.5. 

Desired Customer 
value Perceptions of 

received value 
on consequence Discon fir 

Goals attributes mation Overall 

.[].. D on Customer 

consequ- Satisfaction 

Consequences Comparison ence Feeling 

..[].. D Standards for attributes 
consequence 

Attn~ I 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 evaJuation 

of experiences from buying and comparing the outcome of the services '"'1th their 

expectation. The desired value is the guide to which cttst:omers' perspectives of the 

services or products perfonnance 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 in 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 oflers better value than another. Understanding that is the 

most central objectives of a customer value analysis. 

Fi!:,rure 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. 

1: 
Customer buys on value 

Value equals quality relative to price 
I 
1. Quality includes alJ nonpriced attributes~Product and Customer Service 
I 
/. Quality, Price and Value are relative 

I { Price 
1

1

1
Va\ue 

Quality 
{ 

Customer Service 

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: 

( l) 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 qualit)' 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. ln 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 finn being analyzed, can 1hen 

be used on the price side of the value map. 
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Ill. 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.l 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 

\\IDCh to detennine a particular course of action. Usually ex--ploratory research is 

conducted with the expectation that subsequent research will be required to provide 

such conclusive evidence. Thus, exploratory research might help crystaUize a probJem 

and identify information needed for future research. 

3.1.2 Descriptive Research 

The main purpose of descriptive research is to describe characteristics of a 

population. The marketing manager frequently needs to determine who purchases a 

pr<Xiuct, 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 is of paramount importance in descriptive research. While they 

cannot completely eliminate errors, good researchers strive for descriptive precision. 

Frequently, descriptive research attempts to detennine 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 in 

needs, attitudes and opinions among subgroups. 

3.2 Research Design 

Research design is 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 \\-Titten questionnaire is 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 a1lows investigation of changes in variable, 

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 

interchangeable, we will use the term secondary data. 

3.2.4 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 passi\·ely \vithout a 

respondent's direct participation (Zikmund, l 994) 

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. l Sample Size Criteria 

Jn addition to the purpose of the study and population size, three critciia 

' 
usually will need to be specified to determine the appropriate sample size: the level of 
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precision, the level of confidence or risk, and the degree of variability in the attributes 

being mea<;ured (Miaoulis, 1976). Each of these is reviewed below. 

The Precision Level 

The level of precision, sometimes called sampling error, is the range in 

which the true value of the population is estimated to be. This range is often expressed 

in percentage points, (e.g., ±5 percent), in the same way that results for political 

campaign pol1s are reported by the media. Thus, if a researcher finds that 60°10 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 '"'hen 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). 

ln other words, this means that, if a 95°t'o confidence level is seJecte4 95 

out of l 00 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 
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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. 

-z 
P­.x % 

Figure 3.1. 95 % of sample area mean within two standardized deviations. 

Degree Of Variability 

The third criterion, the degree of variability 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 variability than 

either 20% or 80%. This is because 20% and 80% indicate that a large majority do not 

or do, respectively, have the attribute of interest. Because a proportion of .5 indicates 

the maximum variability 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 

variability 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 

strate&ry is discussed below. 

Using A Census For Small Populations 

One approach is to use the entire population as the sample_ Although 

cost considerations make this impossible for large populations, a certsus is attractive 

for small populations (e.g., 200 or less)_ A census eliminates 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 is, they wiJJ 

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 employed in these 

studies you may run the risk of repeating errors that were made 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_ 
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Using a Simplified Formula For Proportions 

Yamane (1967) provides a simplified formula to calculate sample 

siz.es. This fonnuJa was used to calcuJate the sample. A 95% confidence JeveJ and P = 5 

are assumed for equation below. 

n = N 
l + N(c)2 

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 

\\rhole (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 
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ca<>e of clients who utilized more than one 3PL company, and the important attributes 

valued by the customers' perspectives. 

Part 2: Customer Satisfaction 

It consislc; 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 

department ·that evaluated ·the questionnaire, type of business, annual sales vo11IlDe, 

and the relationship period. 

Statistical Package for Social·Science(SPSS)version ll.5 program was utiliz.ed 

to analyze and summarize the collected data 

3~6 Research Variable 

Table 3.L Measurement Level of Research Variables. 

Part Variable 

I Ranking the 
I 
I important factors to 

I select a 3PL 

I 

Sub-variable 

• Financial Stability 

• Business experience 

• Management Depth and 
Strength 

• Reputation with Other 
clients 

• Strategic Direction 

• Physical Facilities and 
Equipment 

• Openrtions 

• Information Technology 

• Quality Initiatives 
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measurement 
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l Ordinal scale I 
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Table 3.1. Measurement Level of Research Variables(cont') . 

.... T 

i 
Part I Variable 

Compare and 

contrast between 

II own co~panies .and 

. competitors 

I 

I Ranking the 

I 
I attributes valued bv 
i -
I 
! customers 

I 
I 
I 

Sub-variable 

• Growth Potential 

• Chemistry and 
compatibility 

• Cost 

• 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 

.- Service 

• Speed 

• Accuracy 

• Cost 

• Procedure 

• Communication 

• Relationship 

• Facility Possibility 

• Information Technology 

• Security 
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I 
! 
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Ordinal scale 

Likert scale, 
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Table 3. I. Mea<>urement Level of Research Variables (cont'). 

f 
I Part 
I 
I 
12 
! 

j3 
I 
I 
I 

I 

Variable 

I Expectation on 

j values 

I 

I Perception on 

I values 
I 

I 
i 
i 
1 

I 
I 

I 
I Department/Section / 
I 

I Type of 
I 
1 Business/Industry 

Annual Sales 

Volume 

Sub-variable 

• Service 

• Speed 

• Accuracy 

• Cost 

• Procedure 

• Communication 

• Relationship 

• Facility Possibility 

• Information Technology 

• Security 

• Service 

• Speed 

• Accuracy 

• Cost 

• Procedure 

• Communication 

• Relationship 

• Facilitv Possibilitv -· -· 
• Information Technology 

• Security 

----~--

Relationship period 
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measurement 

Likert scale, 

I Ordinal scale 

Likert scaJe, 

Ordinal scale 
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Nominal 
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3.7 Research Framework 

Part 2 of this research utilizes the disconfirmation model of customer 

satisfa.ction in order to mea<>ure the levels of customer satisfa.ction and comparison 

between the customer expectation and perception on performance. The 

disconfirmation of expectation model has been shown in Figure 3.2 

I Expected Performance (E) I ~ r I Perceived Performance (P) 

Comparison Process 

r D ~ 

~ I P=E I ~ 
D D D 

Positive Confirmation Negative 
Disconfirmation Disconfinnation 

J]. J]. D 
Hi!!hlv Satisfaction I I Mere Satisfaction I I 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 l 0 attributes valued in the customers' perspective, which 

identify by inte1viewing 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 

I n.d.epen.d.ent Variables Dependent Variables 

Service 

Speed 

Accuracy 

Procedure 

Communication 

Relationship 

Facility 

IT system 

Security 

3.8 Hypotheses 

Customer Satisfaction 
in terms of value in 

customers' 
perspectives 

Figure 3.3. Research Framework. 

Hypotheses will be formulated to assert significant differences between 

expectation and perception according to independent variables with 10 attributes as 

foJJows. 



Hypothesis I 

Ho There is no significant difference between customer expectation and 

customer perception in terms of service 

HI There is a significant difference between customer expectation and 

customer perception in terms of service 

Hypothesis 2 

Ho There is no significant difference between customer expectation and 

customer perception in terms of speed 

HJ There is a significant difference between customer expectation and 

customer perception in terms of speed 

Hypothesis 3 

Ho There is no significant difference between customer expectation and 

customer perception in terms of accuracy 

Hl There is a significant difference between customer e-"''J)t!Ctation and 

customer perception in terms of accuracy 

Hypothesis 4 

Ho There is no significant difference between customer ex-pec.tation and 

customer perception in terms of cost 

HJ There is a significant difference between customer e.xpectation and 

customer perception in terms of cost 

Hypothesis 5 

Ho There is no significant difference between customer expectation and 

customer perception in terms of procedure 

44 



HI There is a significant difference between customer expectation and 

customer perception in tenns of procedure 

Hypothesis 6 

Ho There is no significant difference between customer expectation and 

customer perception in terms of communication 

H 1 There is a significant difference between customer expectation and 

customer perception in terms of communication 

Hypothesis 7 

Ho There is no significant difference between customer ex--pectation and 

customer perception in terms of relationship 

HI There is a significant difference between customer expectation and 

customer perception in terms of relationship 

H;pothesis 8 

Ho There 1s no significant difference between customer expectation and 

customer perception in terms of facility possibility 

Hl There is a significant difference between customer expectation and 

customer perception in terms of facility possibility 

Hypothesis 9 

Ho There is no significant difference between customer ex-pectation and 

customer perception in terms of information technology 

HJ There is a significant difference between customer expectation and 

customer perception in terms of information technology 
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Hypothesis JO 

Ho There is no significant difference between customer expectation and 

customer perception in terms of security 

Hl There is 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 is choosing to accomplish the 

study. Quantitative research implies the use of numerical data, but qualitative 

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. L l Measures of Central Tendency and Variability 

A measure of central tendency is a single numerical value that is 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. TI1e mode 

tends to be unstable when the sample size is small. 

47 



St Gabriel's Library, Au 

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 Coefficient 

Correlation descnbes how scores in one distnbution relate to scores in 

another, or how one variable is related to, or associated with another. A correJation 

coefficient has two components: direction and magnitude. Correlations can either be 

positive or negative. Magnitude of the coefficient wiU indicate the strength of the 

correlation. Correlation coefficients will range from -1.0 to+ LO with zero indicating 

no relationship benveen the variables being measured 

4. l.3 Presentation, Analysis and Interpretation 

( l) Demographic Analysis 

The demographie characteristics of the respondents consist of 4 

variables as presented below. 

Table 4.1. Department of Respondents. 

Frequency Percent 
Valid Cumulative 

Percent Percent 
Valid General 3 6.7 6.7 67 

Sales and 
4 8.9 8.9 15.6 

Marketing 
Customer 

9 20.0 20.0 35.6 
service 
Logistics 21 46.7 46.7 82.2 

Import-Export 8 17.8 17_8 100.0 
Total 45 100.0 100.0 

48 



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 

Percent Percent 
Valid Electronic 41 91.l 91.l 91.l 

Electric 
4 8.9 8.9 100.0 

Appliance 
Total 45 100.0 100.0 

The main type of business of respondents was Electronic industry, 

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

as tekvision, audio, stereo ( 8. 9 <!/& ). 

Table 4.3. Annual Sales Volume of Respondents. 

Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Less than or 
equal to 4 8.9 8.9 8.9 
1,000,000 THB 
1,000,001-

8 17.8 17.8 26.7 
5,000,000 THB 
5,000,001-

17 37.8 37.8 64.4 
10,000,000 THB 
10,000,001-

12 26.7 26.7 91.1 
20,000,000 THB 
more than 20 

4 8.9 8.9 100.0 
millionsTHB 
Total 45 100.0 100.0 
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The annual sales volume of respondents range mainly between 

5,000,001 ~ 10,000,000 haht (37.8 %) and the other ranges were 10,000,001-

20,000,000 baht (26.7 %), J ,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 miJJion 

baht (8.9 %) respectively. The key account customers and affiliated companies in the 

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

Table 4.4. Relationship Period of Respondents. 

Frequency Percent 
Valid Cumulative 

Percent Percent 
Valid less than l year 6 13.3 13.3 13.3 

1-5 years 23 5J.1 5J. J 64.4 

>5-10 years IO 22.2 22.2 86.7 

more than 10 years 6 13.3 13.3 100.0 
Total 45 100.0 100.0 

The large group of respondents in tenns of relationship period 

ranges between 1-5 years ( 51.1 % ). The other groups' range were period> 5 -10 years 

(22.2%1), period less than 1 year and more than 10 years (13.3 %) respectively. Period 

"more than l 0 years" group is the key account in the same group along with 15 years. 
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(2) Important Factors of Selection Criteria Analysis 

Table 4.5. The 1st Priority Factors of Selection Criteria of Respondents. 

Frequency Percent 
Valid Cwnu1ative 

Percent Percent 
Valid Business experience 23 51.l 51.l 51.l 

Reputation with Other 
9 20.0 20.0 7LJ 

clients 
Operations 6 13.3 13.3 84.4 
Information Technology 2 4.4 4.4 88.9 
Chemistry and 2 4.4 4.4 93.3 
compatibility 
Cost 3 6.7 6.7 100.0 
Total 45 100.0 100.0 

The first priority of selection criteria of respondents mainJy focuses 

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

(20 %), Operation (13.3 %), Cost (6.7 %), Tnfonnation Technology (4.4 %) and 

Chemistry and compatibility (4.4 %) respectively. 

Table 4.6. The 200 Priority Factors of Selection Criteria of Respondents. 

Frequency Percent 
Valid l Cumulative l 

Percent Percent 

Valid Financial Stability 4 8,9 8.9 8.9 

Business experience 16 35.6 35.61 44.4 

Strategic Direction 3 6.7 6.7 51. l 

Physical Facilities and 
5 11. l 11.1 62.2 

Equipment 

Operations 6 13.3 13.3 15.6 
- -

L_..__ _________ 
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Table 4 6. The 2'i<l Priority Factors of Selection Criteria of Respondents (cont'). 

r 

---- - ------------ -~- - ------ --Valid- fCumuJative I 
Frequency Percent r-------- ---- ---- -- Percent I Percent j 

3 6.7 I Information Technology 6.7 82.2 I 

I Quality Initiatives 31 6.7 6.7 j 88.91 

I Growth Potential 1 ' 2.2 2.21 91. I 

I 
I 

8.91 Cost 
41 8.9 100.0 

Total I 45 100.0 100.0 I 

The second priority of selection criteria ofrespondent5 out5tandingly 

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 PhysicaJ 

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

Strategic Direction (6.7 %), Information Technology (6.7 %1), Quality Initiatives (6.7 

%), Growth Potential (2.2%) respectively. 

Table 4.7. The 3nl Priority Factors of Selection Criteria ofRes1xmdents. 

Frequency Percent 
Valid Cumulative 

Percent Percent 

Valid Business experience 1 2.2 2.2 2.2 
Management Depth and 4 8.9 8.9 11.1 
Strength 
Reputation with Other 

4 8.9 8.9 20.0 
clients 
Physical Facilities and 

l 2.2 2.2 22.2 
Equipment 
Operations " 6.7 6.7 28.9 ..) 

Information Technology 13 28.9 28.9 57.8 
Quality Initiatives 4 8.9 8.9 66.7 
Chemistry and 5 l L l ll.l 77.8 
compatibility 
Cost lO 22.2 22.2 100.0 
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 

No. Selection Criteria Summ 
Rank 

Rank Rank Rank ation 
I 2 3 

Scoring I Scoring2 Scoring3 

I Financial Stability 0 4 0 0 8 0 8 

2 Business experience 23 16 1 69 32 1 102 l 

3 
Management Depth and 

0 0 4 0 0 4 4 
Strength 

4 
!Reputation with Other 

9 0 4 27 0 4 31 3 
!Clients 

5 Strategic Direction 0 3 0 0 6 0 6 

6 
[Physical Facilities and 

0 5 1 0 10 1 11 
iEauipment 

7 c~~··ons 
-r 6 6 3 18 12 3 33 2 

8 Information Technology 2 3 13 6 6 l3 25 

9 ~uality Initiatives 0 3 4 0 6 4 10 

10 Growth Potential 0 I 0 0 2 0 2 

ll 
Chemistry and 

2 0 5 6 0 5 ll 
compatibility 

12 Cost 3 4 I 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 its Competitors 

Table 4.9. Comparison of Selection Criteria between the Selected Company and its 
Competitors. 

N Valid 
Missing 

Mean 
Std. Deviation 

Valid 

Missing 

Mean 
Std. Deviation 

41 
4 

2.93 

.412 

41 
4 

3.46 

.711 

41 
4 

3.20 

.901 

41 

4 

3.39 

.494 
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41 
4 

2.95 

.669 

41 
4 

3.05 

.805 

41 
4 

3.46 

.977 

41 

4 

3.66 

.656 

0:::: 
·- 0 00·-
~ g 
jg·= v.io 

41 
4 

3.56 

.502 

41 

4 

3.73 

.449 

41 
4 

322 
.822 

.... 
""' 0 

CJ 

41 

4 
3.29 

.750 
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The Company Competitors 
Comparison 

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

Referring to Means of each factor of selection criteria in Table 4.9, 

It implies that customers feel the studied company is 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 Attributes Valued by Respondents 

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

Frequency Percent 
Valid Cumulative 
Percent Percent 

Valid Service 5 11.1 11.1 11.1 
Speed 5 11.1 11.1 22.2 
Accuracy 33 73.3 73.3 95.6 
Cost 2 4.4 4.4 100.0 
Total 45 100.0 100.0 

The first priority of attributes valued by customers or respondents 

was mainly Accuracy (73.3 %). The other attributes were Service (1 J.1 %), Speed 

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

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

Frequency Percent 
Valid Cumulative 
Percent Percent 

Valid Service lI 24.4 24.4 24.4 

Speed 10 22.2 22.2 46.7 
Accuracy 5 11.1 11.1 57.8 
Cost 8 17.8 17.8 75.6 

Communication 5 l l. l l l. l 86.7 
Relationship 2 4.4 4.4 91.l 
Information. 

1 2.2 2.2 93.3 
Technology 
Security 3 6.7 6.7 lOO.O 
Total 45 100.0 100.0 
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The second priority attributes was Service (24.4 %), which was 

highly valued by respondent<; meanwhile Spee<l is a little lower (22.2 %). The other 

valued attributes were Cost (17.8 %), Accuracy (1 LI %), Communication (l LI %), 

Security (6.7 %), Relationship (4.4 %) and Information Technology (2.2 %) 

respectively. 

Table 4 .12. The J rd Priority Attributes Valued by Respondents. 

Frequency Perrent 
· Valid Cumulative 

Percent Percent 
Valid Service 9 20:0 20~0 20~0 

Speed 13 28.-9 28.-9 48.9 
Cost 10 22.2 22.2 71.l 
Communication 5 l l. l 11. l 82.2 
Relationship ... 6.7 6.7 88~9 _, 
Information ... 6.7 6.7 95.6 
Technology 

_, 

Security 2 4.4 4.4 100.0 
Total 45 toO.O 100.0 

The third priority of attributes valued by respondents was mainly 

Speed (28.9 %). However, Cost (22.2 %) and Service (20 %) were closer to the 

highest frequency which means the respondents recognize Cost and Service aJmost 

equal to Speed. Others were Communication (l L 1 %), Relationship (6.7 %), 

Information Technology (6.7 %) and Security (4.4 %) respectively. 
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Table 4.13. The Summary of 3 Priority Attributes Valued by Respondents. 

Frequency Srore 

No. Selection Criteria 
Summ 

Rank 
Rank Rank Rank 

Scoring l Scoring2 Scoring 3 
ation 

l 2 3 

l Service 5 11 9 15 22 9 46 3 

2 Speed 5 10 13 15 20 13 48 2 

3 I A. '33 .if ·,:. ···§:,,~ 
;,:; 

::fo~t();'\···: \•i:99 ) ,0 ''. .f 09 l - -- . ,·''"· 
··,' .. , .. •. . 

4 Cost 2 8 10 6 16 10 32 

5 . 0 0 0 0 0 0 0 1rnx;c;uure 

6 !Communication 0 5 5 0 10 5 15 

7 !Relationship 0 2 3 0 4 3 7 

8 Facility Possibility 0 0 0 0 0 0 0 

9 !Technology infonnation 0 l 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. 

Referring to the demographic result from this research, The majority 

group of respondents is Electronic industry (91. l % ) 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 IO years 

relationship groups are the companies in the same group as own company. Finally, 
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respondents were mainly evaluated from Logistics department (46.7 %): it means the 

result is 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. 

Table4.14. The Summary from the Majority of Segmented Respondents. 

l 
SwmJJ41 v maioritv of respondents """""""'ied bv 

Objectives Department Type of business Annual sales volume 
Relationship I I period 

I (Logistics) (Electronic) (5-10 millions) 
(1-5 years) I 

I Impol'Unt factors 1. Cost 1. Business 1. Business L Business l 
of selection criteria experience experience I experience ! 
analysis 2. Business 2. Information 2. lnformation 12. Cost ! ,experience Technology Technology ! 

! 
13. Operation 13_ Cost I,. & . I 

l------~---
3. Operation e- eputallon i 

Satisfied in Satisfied in Business Satisfied in Business !Satisfied in 

I :comparison of Business Experience, Experience, lnusmess 
1satisfaction level Experience, ~ence, 

I 1with competitors !Reputation. Reputation. Reputation. !ReJ>utation. 

!strategic Direction, Strategic Direction, Strategic Direction, Is . I 
1
• trategic I 

I i°irection, I 
Physical Facility Physical Facility and Physical Facility and !Physical Faolity 

I and Equipment, Equipment, Equipment, and Equipment, 
I 
I Information Operation, Operation, Ope.ration, 
I 
I Technology, 

I I Growth Potential, Growth Potential, Chemistry and Growth 
I Compatibility Potential, 

Chemistry and Chemistry and Chemistry and 
Compatibility, Compatibility. Compatibility 

Cost Cost 

~mpommt attribut" 1. Accuracy 1. Accuracy 1. Accuracy L Accuracy 
aluw by 2. Service 2.Speed 2.Speed 2. Speed 
espondents 

3. Speed 3. Service 3. Service 3. Service 

L_ -- -- -~--~-
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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. Tue 

basic purpose of any inforentiaJ statistics is to test the nuJJ hypothesis. A ""p"' vaJue 

refers to the percentage of occasions that a chance difference between mean scores of 

a certain magnitude wiJJ occur when the population means are identical Jn education 

researc~ a "p" value of .05 generally is considered sufficient to reject the onll 

hypothesis. Jn 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. l 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 in classical test theory. Under 

such conditions, the reliabilitv is the ratio of the true score to the observed sc-0re 

variance (Pedbazur, 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 aJphas, 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 vaJues on the totaJ 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 is 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 Cu..<>tomer Satisfaction. 

Item Cronbach' s Coefficient Alpha Indices 

Expectation 0.8771 

Perception 
0.9153 

Average Expectation 0.7870 

Average Perception 
0.8692 

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 is 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 you had a hypothesis that one mean of the two 

means was bigger than the other mean, i.e. proportion. lf it is 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 utiliz.ed 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 

1.3 lmportl£xport services 

2 Speed 

2.1 On-time delivery 

2.2 Length of time to response urgent requests 

3 Accuracy 

3.1 Shipment accuracy 

3.2 Document accuracy 

4 Cost 
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Table 4.16. Description of Abbreviation No. on Table 4.17.-4.19., 4.21-4.:23. 

(cont'). 

Abbreviation No. 

4.1 

4.2 

5 

5. l 

5.2 

6 

6.1 

6.2 

7 

7.1 

7.2 

8 

8.1 

8.1 

8.3 

9 

9.1 

9.2 

10 

10.1 

10.2 

Service prices 

Discount 

Procedure 

Description 

Ease of understanding operation procedure 

Convenience of process procedure 

Communication 

Staffs/sales cooperation 

Responsiveness to customer requests 

Relationship 

Sales or personal relationship 

Company relationship 

Facility Possibility 

Availability of trucks, tailors, etc 

IA vai1ability of manpower 

Availability of storage area 

Information technology 

Ability to provide information 

Ability to integrate client's software and systems with 
that of other supply chain partners 

Security 

Damage prevention 

Shortage prevention 
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Table 4.17. Paired Sample Statistics. 

---------- --·---------· ~-~~---~ ---~---

Mean N Std. Deviation Std. Error Mean 
Pair l AVGEXPl 4.5630 45 .46505 I Jl6933 I 

I Pair 2 

AVGPERI 4.2074 
451 .23878 I 03""9 i . -- i 

AVGEXP2 4.8222 45 .28515 .04251 ! 
I AVGPER2 4.2556 45 l .507021 .07558 l 
PairJ AVGEXP3 48556 45 21432 I .040891 

451 
I 

AVGPER3 4.2000 .59734. .08905. 
Pair4 AVGEXP4 4.2889 45 .62603 .09332 

AVGPER4 3.2889 45 .53819 .08023 
Pair 5 AVGEXP5 4.2556 45 .61812 .09214 

AVGPER5 3.9556 45 .41041 .06118 

Pair 6 AVGEXP6 4.4667 45 .53725 .08009 
AVGPER6 4.01 I I 45 .54864 .08179 

Pair 7 AVGEXP7 4.3556 45 .627241 .09350 
AVGPER7 3.9000 45 .75829 .l 1304 

Pair8 AVGEXP8 I 
JJ6544 4.I 185 45 .43898 l 

AVGPER8 3.7407 45 .67752 .10100 

Pair9 AVGEXP9 4.3333 I 45 i .53300 i .07946 I 
I AVGPER9 3.8778 i 45 ! ' fn''.'19 ! .2173 l 1 

I Pair IO 
I 

----. I 

AVGEXIO 4.6444 45 I .40763 i Of/J77 i 
AVGPElO 3.9778 45 i .57362 i .08551 I 

Table 4.18. Paired Samples Correlations 

j N Correlation Si~. 
1 
I 

. Pair l AVGEXPl &AVGPERJ 45 .380 .OJO ! I Pair 2 AVGEXP2 & AVGPER2 45 .321 O-'l I . .) ~ 

Pair 3 A VGEXP3 & A VGPER3 45 -.062 .684 i. 

Pair4 A VGEXP4 & A VGPER4 45 .387 
j 

.009 i 
Pair 5 AVGEXPS & AVGPER5 45 .337 .024 l 
Pair6 AVGEXP6 & AVGPER6 45 .888 

f; 
.000 l 

Pair 7 A VGEXP7 & A VGPER 7 45 .160 .2941 
Pair 8 A VGEXP8 & A VGPER8 45 .641 .000 ! 
Pair9 AVGEXP9 & AVGPER9 45 .213 .161 I 
Pair lO AVGEXlO& AVGPEIO 45 .038 .803 
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Table 4. J 9. Paired Samples Test 

r ------- --. 

I Std. l Std. 95% Confidence l 
Mean Deviatio Error Interval of the (i-

, tailed) 
n I Mean Difference . ______ L ____ _ 

----i- 1 Lower Upper f 

1,f-PP-ai-:r-l--~-~-g-~-~-~---l---.3-5-5~ .;_;46, ! .06479 .2250 ~.~, ·--;~ •• ~r:;. 1~--~ 1 
I

. air 2 A VGEXP2 - 1· • 

AVGPER2 .5667 .49543. .07385 .4178 .7155. 7.6731 44 .000 

I Pair 3 A VGEXP3 - I I AVGPER3 .6556 .67270 .10028 .4535 .8577 6.537 44 .000 

Pair 4 A VGEXP4 - I 000 
AVGPER4 . 0 .64842 .09666 .8052 Ll948 10.345 I 44 .000 

Pair 5 

Pair6 

Pair 7 

Pair 8 

Pair9 

, Pair lO 
I 

AVGEXP5-
AVGPER5 
AVGEXP6-
AVGPER6 
AVGEXP7-
AVGPER7 
AVGEXP8-
AVGPER8 
AVGEXP9-
AVGPER9 
AVGEX10- I 
AVGPEIO 1 

.3000 

.4556 

.4556 

.3778 
I 

.4556 l 

.66671 

.61607 

.25722 

.903421 

.52030 I 

.53110 l 

.69085 I 

.09184 

.03834 

.13467 

.07756 

.07917 

.10299 

.1149 

.3783 

.1841 

.2215 

.2%0 

.4591 

.4851 

.5328 

.7270 

.5341 

.6151 

.8742 

3.267 44 

I 1.881 44 

...... 8" I 44 

.J • .J .J I 

4.871 I 44 
! 
i 5.754 I 44 

I 
6.473 l 

; 
44 j 

; 

.002 

.000 

.002 

.000 

.000 i 

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. ft means that the result of hypothesis 1-10 

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

significant diflerence in each attribute that. is valued by respondents: Sen1ice. 

Speed, Accuraq, Procedure, Communication, Relationship, Facl1ity Possibility, 

lnformalion Technology and SecuriJy. 
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Table 4.20. Hypotheses Consequences. 

Hypothesis (a= 0.05) 

I 

I H l O'~There is no significant difference between customer 

expectation and customer perception in terms of service 

H2o = ll1ere is no significant difference between customer 

expectation and customer perception in terms of speed 

H3o = There is no significant difference between customer 

expectation and customer perception in tenns of accuracy 

H4o = There is no significant difference between customer 

I expectation and customer perception in terms of cost 
i 

I H5o =There is no significant difterence between customer 
! 
I . 
1 expectation and customer perception in terms of 
I 
i i procedure 
I 

1 H6o = There is no significant difference between customer i 
I 
I 
i expectation and customer perception in terms of 
I 

I commmrication 
I 
I H7o =There is no significant difference between customer 

expectation and customer perception in terms of 

reJationslrip 
I 
! H8o = There is no significant difference between customer 

expectation and customer perception in teilllS of facility 

pos.sibiJity 
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Significant 

Value (2-

tailed) 

000 Reject HO 
i 

I i 
I 

I 
.000 Reject HO 

I 
I 

I 
.000 Reject HO 

I 
I 

i 
.000 

I Reject HO 
I 
I 
I 

I 
I 

.002 
Reject HO 

I 
I 

I 
I 
I 

I 
I 

Reject HO 
I 
I 

I I I I 

.000 

I I I 
i 
I Reject HO 
I .002 
I 
I 
I 
! 

I Reject HO ' 

I 
.000 



Table 4.20. Hypotheses Consequences (cont') 

Significant 

Hypo1hesis {ct= 0.05) Value(2- Result 

I tailed) 

H9o = There is no significant difference between customer 

expectation and customer perception in terms of 
.000 Reject HO 

information technology 

HI Oo =There is no significant difference between 

customer expectation and customer perception in terms of 
.000 

Reject HO 

security. 

According to the result of Disconfinnation of expectation model, the positive 

mean scores of difference between expectation and perception of each attribute shows 

that the res1.xmdents' expectations are more than perceptions. It implies that the 

customers are dissatisfied. The critical attribute that has the largest gap is Cost and 

followed attributes are Security and Accuracy respectively. 

Table 4.2 l.-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=l.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.fJ88>0.fJ5), 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 l N 
l 

Std. Deviation ! Std . .Erroc Mean I i I 
Pair I EXPLI 4.27 45 i .4471 .067 

PERl.1 4.07 45 l .780 I .ll6 I 

Pair2 EXPl.2 4.11 45 i .318 I J)47 

PERI.2 
I I 

3.73 45 i .809 ! .121 
Pair3 EXPl.3 4.24 45 ! .435 I .065 

! I 
PERl.3 3.69 45 I .596 1 .089 

Pair4 EXP2.1 4.91 45: .288: .043 
PER2.l 4.42 45: .499 i .074 

Pair5 EXP2.2 I i 

.447 / 4.73 i 45 I .()67 
I 

PER2.2 4.09 ! 45: .701 I .105 
Pair 6 i : 

EXP31 4.93 45. .252 .038 
i 

PERJ.l 4.33 : 45 .769 115 

Pair 7 EXP3.2 I 45 i .420 ! .063 4.78 I 
I ! 

PER3.2 407 I 45 ! .539: .080 
Pair 8 EXP41 '· .090 -U3 45 .603. 

I I 

PER4.l 3.36! 45 .679 i .101 

Pair 9 EXP42 -t.24 ! 45 .679. .101 

PER4.2 3.22 I 45 I .420 I .063 
I : 

Pair 10 EXP5.l 4.24j 45 ! .743 ! .111 
PER5.1 3.98 i 45 I .398 ! .059 

I j I 

Pair l l EXP5.2 4.271_ 45 i .580. .086 

PER5.2 i 91 I 45 ; 539; 080 - - ! : I 

Pair 12 EXP6.l 4.27 1 45 i .580 ! _086 

PER6.l 
I 4') ! .706: .105 3.96 i .. ! 

Pair 13 EXP6.2 4.67 i 45: .603 .090 

PER62 4.07 I 45: .618; .092 

Pair 14 EXP7.l 4.38 45 I .716 I .107 

PER7.l 4.07 45: .780 
1
• .116 

I 

Pair 15 EXP7.2 4.33 45 I .603 I .090 

PER7.2 3.73 
i 

45 i 
! 

.809 I .121 

Pair 16 EXP8.I 4.29 45 I .458 ! .068 

PERS.I 3.69 
I 

45 I .596: .089 

Pair 17 EXP8.2 
4.071 45 i .539 \ .080 

PER8.2 3.71 45 .727 l .J08 
~-
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Table 4.21. Paired Samples Statistics for Each Sub-attribute (cont')_ 

Mean I N Std. Deviation Std. Error Mean I ----------· 
Pair 18 EXP8.3 4.00 45 I .477: .071 

PER8.3 3.82 45 
I 

.834. .124 
Pair 19 EXP9.I 4.22 45 .636 .095 

PER9.1 I 
3.89 I 45 .318 .047 

Pair 20 EXP9.2 444 i 45 !_ .503 . 075 
PER92 

I 

3.87 i 45 .344 . .051 
Pair 21 EXPIO.l 4.76 l 45 . .435 .065 

PERIO.l 4.27 45: ' .580 .086 
Pair 22 EXPJ0.2 

4531 45 l .505 .075 
I 

PERI0.2 3.69 45 j .668 .100 

Table 4.22. Paired Samples Correlations for Each Sub-attribute. 

N Correlation Sig. 
Pair 1 EXPl .1 & PER 1.1 45 -.573 000 

Pair 2 EXPl.2 & PERI.2 45 .029 .848 

Pair3 EXP 1.3 & PER 13 45 .388 .008 

Pair4 EXP2. l & PER2. l 45 -J>49 .748 

Pair 5 EXP2.2 & PER2.2 45 .367 .013 

Pair 6 EXP3.l & PER3.l 45 .352 .018 

Pair7 EXP3.2 & PER3.2 45 -.234 .122 

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

Pair 9 EXP4.2 & PER4.2 45 .362 .014 

Pair 10 EXP5. l & PER5. l 45 .172 .258 

Pair 11 EXP5.2 & PER5.2 45 .421 .004 

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

Pair 13 EXP6.2 & PER6.2 45 .671 .000 

Pair 14 EXP7 l & PER7. l 45 .076 .620 

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

Pair 16 EXP8. l & PER8. 1 45 586 .000 

Pair 17 EXP8.2 & PER8.2 45 .514 .000 

Pair 18 EXP8.3 & PER8.3 45 .572 .000 

Pair 19 EX"P9. I & PER9. I 45 .688 .000 

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

Pair 21 EXPIO. l & PERIO. l 45 -.096 .530 

Pair 22 EXPl0.2 & PERI0.2 45 .166 .275 
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Table 4.23. Paired Samples Test for Each Sub-attribute. 

-· - - --· - -- - ·--~- --- -·---~ 

I Paired Difforences t df Sig_ 

Std. Std. I 95% Confidence I I I (2-! 

Mean Deviatio , Error ! Interval of the l ! tailed) ' n Mean Difference 
i ; i ! 

1 Lower 1 Upper 
I 

Pair 1 EX.Pl 1 - I 
1.220 44 .229 .20 l.100 .164 I -.13 .53 . 

PERJ.1 
Pair2 EXPl.2-

.38 860 .128 I . 12. .64 . 2.945 44 .005 
PERl.2 l 

Pair3 EXPJ.3 - , I ' l 
.56 : .586; .087 1

1 .38 ' . 73 i 6.359 . 44 ! .000 PERJ.3 : i l l 

Pair4 EXP2.l - I I I I I 
5.572 I 

44 i .000 .49, .589: .088 i .31 i .67: 
I PER2.l ' 

I I I I : I Pair5 EXP2.2-
.64 .679; .101 I _44 I .85 I 6.363 44 ! _()()() 

PER2.2 ' I ' I J 
EX.P3.I - I I I I I I Pair6 

.60; .720; .107 i .38• .82; 5.591 
' 

44: .000 
I I PER3.1 

i I ' I Pair 7 EXP3.2-
.71 I .757: .J 13 I .48: 94 i 6.298 I 44 I .000 

PER3.2 i ! ' 
Pair 8 EXP4.1 - ' 44: .000 .98 .723 .108 .76 Ll9. 9.077 

PER4.l 
Pair9 EXP4.2-

1.02 .657. .098 ! .82 1.22 i 10.441 44 000 
PER4.2 

Pair 10 EXPS.1 -
.27 .780 .il6 . 03 .50 . 2.292 44 .li2i 

PER5.1 
Pair l l EXP5.2-

.33 . 603 .090: IS . .51 3.708 44: .OOI 
PER5.2 

Pair 12 EXP6.l -
.31 .468 .070 .17 .45 4.458 44 .000 

PER6.l 
Pair 13 EXP6.2-

.60 .495 .074 .45 .75 8.124 44 .000 
PER6.2 

: 
Pair 14 EXP7.l -

.31 1019 .152 .01 62: 2.049 44 .046 
PER7.l 

Pair 15 EXP7.2- .60 I 
I 

.35 I 
! 

4.8 l l 44 .000 . 837. . 125 . .85 . 
PER7.2 

Pair 16 EXP8.l -
. 60 . 495 . 074 . 45 .75' 8124 44 000 

PER8.l ' 
Pair 17 EXP8.2-

.36 .645 .096 .16 .55 ; 3.697 44 .001 
PER8.2 

Pair 18 EXP8.3 -
.18' 684 i .102. -.03 .38' 1.744 44 088 

PER8.3 
EXP9.1 - I 

.000 
Pair 19 

.33 .477 .071 I .19, .48 . 4.690 44 
PER9.l 

Pair 20 EX.P9.2 -
.58' .657 .098: .38 .78 I 5.902 44 000 

PER9.2 I 

Pair 21 EXPlO.l - I I 

4.330 i 441 .000 .491 .757 i .113 I .26: .72 
PERIO.I I I 

EXPI0.2-
.114 ! i I 

44 l .000 Pair 22 I I l.07 7.382 ' .84 I .767 I .61 I I PERI0.2 
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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-site rnanageme~ 

docwnent control and multi-location coordination. 

S.l The Company Background 

5.1. l The Company Profile 

The Studied Company was established in 1989 and started operation in 1990. lt 

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 ah"\-ays 

consider to the environmental preservation. The Studied Company is the first logistics 

company in Thailand that was successfully certified by ISO 14001 in 1999. 

5.1.2 Scope ofSuppJy 

(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 EDT linkage for customs approval, payment and drawback. Even though, 
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there are several schemes of privilege, the Studied Company 1s able to develop 

effective solutions to meet all needs and requirements 

(2) Procurement 

The Studied Company can include activities like vendor 

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 & import cargo through its licensed Customs 

Broker (No. 28) with Green Line for import shipment can be processed electronically 

under EDI system. As a resul~ customs clearance and shipment delivery are carried 

out at a faster speed 

(4) Freight Forwarding 

The Studied Company has \vorldwide 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 I LCL Service with weekly departures; 

worlchvide coverage, Consolidation service and Break bulk I Conventional cargo. For 

Air, The Studied Company is an accredited member ofIATA -International Air 

Transport Association. 

(5) Warehousing 

The Company provides 1nventory management service, Storage. Pick 

& Pack (FlFO), Control stock by serial number & First in first out system, Stuffing I 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, \\'arehouse 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 family 

Products to around the world including in the Thailand Market On ac.count of The 

Studied Company support and with the aim of reducing logistic c.ost to all affiliated 

companies of market place, Consequently, it is one of the suc.cessful aftiliated 

companies and push their group to be the brand No. I in electronics products. In 

addition, lt is the TlFF A & T AF A & Licensed Customs Broker & lA TA 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 

welt 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 uncontrolJabJe 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 SeT\tice 

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 potentia1 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 Volume 

strongly increased the shipping line's equipment and space is not adequate to support 

a11 of the shipped products. Consequently, the freight cost is going up. Meanwhile the 
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exporters try to control their cost so a<; 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: 

( l) 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 PotentiaJ, Strategic Direction, 
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Reputation with other clients, Operation, Information Technology, Cost, Physical 

Facilities and Equipment, Business experience, Quality Initiatives, Management 

Depth and Strength, and Financial Stability respectively. 

(8) Attributes that are used in the customers' perspective are total Accuracy in the 

first priority a'i well as Speed and Service respectively. 

Reforring to the hypothesis that measured the customer satisfaction on each 

attribute, it shown that there is a significant difference between expectation and 

perception in each attribute that is valued by respondents: Service, Speed, Accwacy, 

Procedure, Communication, Relationship, Facility Possibility. lnformation 

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 attribute, 

with shortage prevention more than with damage prevention in Security attnbute 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: 

( l) Cost reduction 

Jn 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 wiJJ have problems in the 

economies of scale. A proper agreement includes an effective incentive for continual 

cost reduction and improvement of perf orrnance 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 vanous 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 organiz.ation -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 is 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 scrutinize the bottom 

neck in processes. The heart of the Six Sigma is DMAIC, derived 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 ROI. 

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

(OMS), Transportation Management System ffMS), 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 tlexible 

manufucturing system (FMS), materials requirements planning (MRP) and Just-in­

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 is to continue to run 
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uninterrupted. And rapid response logistics is based on frequent and reliable delivery 

of sma11 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 cycle time from 

processes, infonnation and decision making. As well as in terms of fucility 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, ..f PL ~s for provision of 

competencies relating to knov.•ledge Availability, Information technology, and skills 

in forming and sustaining successful relationship. 

( 4) Healthy Relationship 

Establishing closer relationship \vith key ac.counts, the strategy wil1 be vertical 

to do more for fewer customers. The studied company is doing well because the key 

account cu....~omers are companies in groups, however, to do competitive business they 

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 derives 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 vanous strategies 

depending on the managerial vision in the studied company. Nevertheless., 3 key 

issues that must be c-0nsidered are Responsiveness, Reliability, and Relationship. 

5.4 Developing a Global Logistics Strategy 

One key concern is the question of the appropriate degree of centralized 

direction as against local autonomy. Traditionally many companies have preforred to 

devolve decision-making to a local JeveJ. On the other ha.n<L 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 is 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 focu5. 

Market trends, 3PL user characteristics, 3PL services offerings and capability, 

management and relationship issues, 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 lt showed that 

Logistic Service Providers (3PLs) will increasingly be at the focal points of strategy 

fonnulation, operational excellence and infonnation technology to make the 

maximum contribution in value creation for their customers. 

5.5 Management and Relationship wues 

The need for competency as it is related to the formation and continuation of 

successful re1ationship has become critical in today's Logistic Service Pro'<ider (3PL) 

industry. Although both providers and users of 3PL services have been improving in 

their ability to create more productive, effective and satisf)ring 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" reJationship with their Logistic Service Providers (3PLs) is 

concerned with developing and benefiting from improved relationships with their 

Logistic Service Providers (3PLs). 

Successful Logistic Service Provider (3PL) relationships establish appropriate 

roles and responsibilities for both Logistic Se.rvice Providers (3PLs)s and dient finns. 
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While sometimes the use of a Logistic Service Provider (3PL) is interpreted simply a.c; 

"turning over all logistics activities" to an outsourced provider, a hybrid 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 strate!,'Y 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. 
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VI. CONCLUSION AND RECOMMENDATION 

6.1 Conclusion 

Not surprisingly, the conclusion is 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 

seMce. 

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 

Sef\ ice Provider 

(a) Factors i1?fluencing the selection criteria are Business Ex:perience, Operation. 

Reputation and Information Technology re.\pectire~i: 

(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 3Pfa· they used according to thejbllowingfactors; Chemistry and comr>atihilily. 

Grow·th Potential. Strategic Direction, Reputation with other clients, Operation, 

lnfl)rmation Technolop;y, Cost, Physical Facilities and .Cquipment, Business 

expazence. Quality lnitiatn-es, Management Depth and Strength, and Financial 

Stability respective~y. 
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(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 JO allrih1des; Service, 

Speed, Accuracy, Procedure. Communication, Relatiomhip, Facility Possibility, 

Information Technolozy and Security. In terms of comparison the mean d{fference 

between the cu"itomers · 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 guideline for developing a market-driven Jogistics strategy of 

Logistics Service Business 

(a) 17ze sLraLegy direclion should be emphasi:::ing Cost reducLion, Perjim11ance 

improvement, Responsiveness enhancing, Heaflhy relatiomhip and Compelilfre 

advanJage increasing as described in duipler 5 slrategyj(mnulation. 

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 acc.ount 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 clients 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 

technolO!:,'Y applied in this industry. 

(3) Due to the resrxmdent-; from the vanous departments, mainly from the 

Logistics department, the respondents might evaluate with ditlerent perspectives 

which made this research have some bias in measuring satisfaction between business 

to business (B2B). 

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

offerings of a broad range of activities, geographic coverage and clients' distribution. 
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APPENDIX A 

QUESTIONNAIRE IN ENGLISH 



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 Mangcment (CEM) project, Assumption University. 

Please kindly take a few moments to complete this questionnaire based on your experience. Your partlcipario 

is very much appreciated. 

Questionaire : Please mark the box that represents your status, with the figure "X". X 

PART I: General 

In your opinion, what is (are) the important factor(s) used to select the third-party logistics 
service prm1der(3PLs )_ Please kindly rank the I st, 2nd. and 3rd priorities in the boxes bdow. 

example 

Your opinion 

I Financial Stability 
2 Business experience 

3 Management Depth and Strrogth 
4 Reputation with Other clients 

5 Strategic Direction 

6 Physical Facilities and Equipment 

7 Operations 
8 Information Technology 
9 Quality Initiatives 

l 0 Growth Potential 

l l Chemistry and compatibility 

12 Cost 

Prioritt 1 Priority 1 Priority 3 

111 111 110 I 

Priority l Priority 2 Priority 3 

I I I I 
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2 How many third-party logistics sen-ice providcrs(3PLs) has your company used rccentJy? 

3 If your company uses more thllll one third-party logistics service providers(3PLs) in question~ 
please kindly compare our company with others_ 

l Financial Stability 

2 Business experience 
3 Managemart Depth and Strength 
4 Reputation with Other clirots 
5 Strategic Direction 
6 Physical Facilities and :Equipment 
7 Operations 

8 Information T eclmology 
9 Quality Initiatives 

I 0 Growth Potential 
l l Chemistry and compatibility 
12 Cost 

much somewh-
better at better 

4 What is (are) the customer value in your perspective? 
Please kindly rank the lst, 2nd, and 3rd priorities in the boxes below_ 

example 

your opllllon 

1 Service 

2 Speed 
3 Accuracy 

4 Cost 
5 Procedure 

6 Communication 
7 Relationship 

8 Facility Possibihty 

9 Technology information 

10 Security 

Priorit[ I l'rioritj• 2 Priority 3 

112 In 110 I 
Priority 1 Priority 2 Priority 3 

I I I I 
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PART 2: Customer Satisfaction 

2.1 Expectation 

5 Please indicate your expectation levels for each factor below. 

1 Services 
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 
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 

AYailability of storage area 

9 Technology information 

Ability to prm'idc information 
Ability to integrate client's 
software and systems with dmt 
of other supply chain partners 

IO Security 

Damage prevention 

Shortage prevention 
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2.2 Perceived Performanu 

(, Please indicate your perception levels for each factor below. 

I Services 
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 
Docwnent accuracy 

4 Cost 
Service prices 
Discount 

5 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 chain partners 

10 Security 

Damage prevention 

Shortage prevention 
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PART 3: Demographic Profile 

7 Dcpartmcnl 

General Manai..'Cl11cnt 

Sales and MarkctinJ: 

Customer Service 

Logistics 

Import/Export 
Others (please indicated) 

8 Type of Business 

Electronics 

9 Annual Sales Volume 

Less than or eoual to 1,000,000 nm 
1,000,001-5.000,000 THB 

5.000,00I-I0,000,000 THB 
10.000,001-20Jl00.000 THB 

more than 20 millionsTHB 

I 0 Relationship: How long has your company u.<;ed our sen ices'> 

less than I vear 
I 5 vears 

>5 - JO years 

more than l 0 vears 

11 Recommendations: ...... :: ..... . 

Thank you f<Y ~:our time 
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APPENDIX B 

QUESTIONNAIRE IN THAI 



UlJlJaillJCl"UJt/~~"~l~il 1~dluaimh:na11lutrnAn:1t,Wil:'Yh')l'l~a.nlnAn:an1ltf11qp'il'I 
mn'b11nA'o~•tinlfll ~11Wn!aA1UJflfanmu~inl1W1JaauawYJnmu "U.hHa11U.1J1U1aua-uidvin1.iat-Aa 
linl'l~tll uanfiil1h'.fitnJafl'\'1'1Jl1hh:'it.1111Man-rrAmnua:~a"~:'11hh:"imni 

~li"nlil11illJf'lot\lhutj6loofhmuYJm1wilaa:ni01la'1l'hu ua:'11'RTUJ'hlJ!iaurualh.JA1umnh 
1W1Jawa"UJt/ft1bnm. ~li10 

IW1Jili11Jtnu: flftlnbtwm11.&11-x·1tnta.rh1 «.J«1aEh.J X 
a'11Ji4 I: Al\t.1 

I lwrnu~1111omhu il:"l~irlt;Ro~~ilm1L:iilmMmlt~tnWluil~il"n 
f!ftlm°!wih.tUf\'l"Wilf'utl\I 3 AU«u11.1n 'l"D~Linlih'11ttn1~,.., 

1 A"liJ.lllUtN•hun-m;\u 

2 th:illJn,,-oCtukluail~-"n 
3 nmAtmluu.10•nua~lllU.~ 
4 nmlftallo.J1UNn,,. 
5 u.mvi,.,nm,..inaqwf 

112 111 

I I 

6 LAla,JJ'.iaua:eitJmo4•hmDATUJilui1n 
7 n,,-fhdlU>TlU 
8 l\llfl'iu'iali~mf 
9 n~Wf!ourlWlW ISO 

Jo t"YnWl"ll't1un,,-L~l\!l.Au"UI 

11 tmrndlaua:lihtlu'\IUlnl.llJbfvi 
12 'nfl, 

91 

110 I 

I I 



2-5 lfhfvi 
6-IO ~lfvi 

3 mnvhut~mrubfviiltw.An-11"ihllilil~illfll11nni-mi1Mlfvit'Ufhrruiil 4 ~onuftmn.i\au 
A1'1ll~ilt~owmu'iUitiatft'lfmiil4ln trulftii'vl~uiimut'ih.l\rrmnuih~~il'111i 

J A111JliuR.,~1un"l1t~ 
2 tlnautmafbiA'lllail~a"n 

3 nmRn-ntuumlnu.a:,R1di.J 
4 trn1lfiilr.ID..Jllll.Jtm 
.5 &Llllvn..Jmnr.lnaqwt 
6 ~a.Jfiaua:t1t1mola-nnDflTWifunn 
7 ll'lf'hdlu..nu 
8 Ll'IA'iu"lalla1mnuW11 
9 n~~hUf!ourmLtlu ISO 

1 O «nt11rmtutl'l1L~Q!~1" 

11 n'l1tnrllilua:1.t-11lulA,~1111'lfvi 

12 TIA1 

4 ili11i'l"*)lllfhllil..J@~'\Mu'tlmTWAna.tmu ~om1t1..Jii-..luA1WilhAqi 3 ilu&UJu1n 
'iRa ta.Y1La11ai.lu tutlil..Jir.lA"luchi 

111 In 

I I 

1 n1Mn-n 
2 ATllJLtlLUtmfhLilu.JlU 
3 Al1lJLi!tJ..Jfl'J"4(Jnfia.J 

4nA1 
5 .fu51aun-nfhdhw,u 
6 n-n"Rfia:iaifl'J" 
7 Alllllmlufi 

8 Al1llif11n'ffl tun°l1ii1UltJA11lJaunn 
9 LVIA'iu"lalhnnaUL\'IA 

10 Al1lJUililMtl 
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St Gabriel's Library, Au 

1h\li4 2: A1~vttat1''tliNIJnA'l 
2.1 A1'1UA'lA'M.0W 

:5 vl-iuA111'M1'.Jlul.l.lia:ih"tasia'Wdlun~lsl 

J~n-n 

knln'l111lU!,aa,~°" 

knln"nA"ll.J~lll'Uklfl4A~'1 

knl.J"1UthL'hili.Jaan 
2 A11uLtltun-..s,hdlu.nu 

mnl.JTJtl.J~uti-mwnon 
A1'llllh tun'l1tlinli1Ui1'1ATW 
~a.Jn1111a.JijnA1mdll1'1~1'U 

3 A1'lul~lWSl'NQMiN 
tn111Lita'1S1'i'1Qntla'1tun-nana'1 

RTillLfiD'1M''1QM~Lilnnt 
4 'nA"I 

nA-wi-il.J1n-n 
81~'11 

~ haDUfn"iShlOu.nu 

A"l11h:hatun'l'iLi1t~ilUfn'iihdlu..nu 
A111Jiltfl1mfuflautl'l'ifi'lL{lu-.n'\1 
Ltlu bau~au 

6 n"t'fAaAil~itlU.nu 

n°1'if!Mtit1ili~t1..mtlfhn'Uua:thu\1u 

mn1a11atut1'1ATllJja-.lm'i mdi.L1'1~1u 

7 A11Uimliutf 

A11lJllJ11ufi1oo,..n'f11n.J,UUil~1U \'IU 

R11lll~fi'i001"1ihf'n 

8 A"l1Uil1U'l'Snbunsii1U"lUA11Uil~1n 

A1,lJOf1lll'iatun~na..nC1111Jli'1 

A1,ll9l'lll'l'iatunmtl-.lfunwu'i'1'1,u 
A11lJOf1lll'ia tumrru.rl'llna~i'i~illXu 

9 lMA'iU'iAfli'l'W'..al\llMfll 

A1,lJonu-natun-ntWiitUJoi 
A111Jiit1lrl1atun-nth::a-iu 
f~i1'1 software1L&: systems11w 
ij nl-'i1 ftupartners 

10 A11WililMU 

n-iTilt1'1ftUA111J\llnntn.1t1'11UA1 

n'lTilt1'1ftUA111Jllinna~1nn~1AUAil\llUA1.__~~~-.&.~~--''--~~"--~~----''--~~~~ 
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2.2 i,r~{:lnf!i1'lMu~v 
<. muA11i1ivYimu '\Mu1uLLfia:ll;i~afiil 'bJtfotj1tn:tfu 1A 

1 n~fn'S 

ill'll.ln'ln!Ud1aa1~ov 

ill'll.101fA11Jf)lJIUA1A~~v 

t111u.:J1uti1L1i-Vavailn 
2 A11uLtl1un'l'5shLflu..nu 

mnlvt1ilv)\uri-nru11nCil1 
A111J Lh 1Ufl1'1"fl ilUilfUil-JA11lJ 

~il\J011'tlil\J~OA1MdlL1vfi1U 

3 A'l1UliltWA"HQOsfiN 

A111JLi\t1\Jfl'l"\J()OAil\JlUfl1'1"S..nlil\J 

A11lJL flovfl'!"'1QO~Lilflil1'1" 
4 'nA1 

'1"1A1fi111'n1'1" 

S.Uati 
5 hAilUfl1•f'hliht.nu 

A1111.tialum·nfrl l~ilun'l'!"fi1Lilu..nu 
A11lJirUnntlutt aufll'l"fi 1LUu'11U 
l!fu tlu11au'lmh-aau 

6 n'l'5flA"alk-'...itlU-nu 

fll'l"liAfi atk~il'1wU0'111Jt.1.adi'11ll1U 

fl1'1"Ailtlal'UilvATUJilil\J01'1"nft1ll1vfi1U 

' A"J1ulumur 

A"l1lJIJ.Jlfurlf:Mi1"l'nlnv1Uu.a:li'1LL'VIU 
A1111111mifiim1..ilihtl1 

8 A"J1ua1u1·m1un'l'fii11J"Jt1A"J1ua::A-,n 

A11lJ al'11J1'1"Cl lun'lffihrl'lnl il'1'1"tltlUS"ll 

A1111ar1111'l"alun'lffa.rl'ut1avLLHv1u 

A11lJOf11J1'1"Cl lun1ffil'1futl a..i~1ni ~A u'l11 
9 l'ttA'iu'blOil'W'..<llUntfil 

A"J1llil1"1f Cl lutni l"1i aJdoi 
A111Jil1lJ1'1"CllUn1'!"Lilill.11D\J 

fmi1\J softwarell.il: systemst1il\J 

'1flA 1rtupartners 

10 A"J1WQilMU 

... -_ .. , 

mrilM!tUA1'Ull.lmn011avlUA1 

tnTila.:J~uA11lJl.lmna;i1nn1'1"'!11AllA~A1.__~~~-.1.~~--''--~~.._~~~'--~~~--' 
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7 u.NUnl~w 

~~n\'liilUA 

AillJ'ftllllM 

lAia..i l-Bi.l'ffil 
lu1-h~RurfnA 
:jtJ<1t"h kMru) 

·-········-··-····-----------·--···---···· 

1,000,001-5,000,000 trl\'I 

5,000 001-10,000,000 lrl\'I 

10,000,001-20,000,000 U1\'I 

mnni1 20 S1UU1\'I 

1-5 fl 

>5-10 fl 

mnni1 lOfl 

11 iiilLill'UilLLU:: ... -·· ··· -·· ..... · ··- -·· · ·· ·· · ·- · ·· - ·· · · ·· · ·· · · · ··· ·· · ·· · ·· · ··· · · · ·· · ·-- ·· · · · · ··- ·· · ··· ··· ··· ··· ··· •···· 
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