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Abstract 

Nowadays, firms are increasingly recognizing the true value of customer satisfaction. 

In the major market, Mass Customization has emerged trend as firms started to 

recognize the value of their existing services. The main goal for the company of Mass 

Customization is to make a balance between matching the customized demands of 

major customers and acquiring as much benefits. For the sake of survival and growth, 

the SMEs need to optimize strategy, but it is really difficult to challenge the position 

of leading firms. Meanwhile, there are potential customers who are large amounts but 

small size for each individual, most of them have the strong willing to request the 

customized service because they have specific requirements, which the existing mass 

customization could not fulfill their needs. Therefore, start or enhance the customized 

service could be considered as a great way to seize the niche market customers.  

Purpose of this article is to find out the close contact between customized marketing 

and customer satisfaction. Depth analysis of a small shipping company is provided in 

this study. By studying the specific measures of customized marketing in the 

successful small shipping company, we attempt to find the answer to the following 

research question: How does customized marketing act on the improvement of 

customer satisfaction for SMEs? 

In methodology part we describe our research method: single case but we use mixed 

method research. Both interview and survey were practiced for data collection. 

The research results show that customized marketing has the significant positive 

impact on customer satisfaction, and the different services aspects of customized 

marketing are varying degrees of effect to customer satisfaction. 

As a result of studying, some customized marketing measures are indicated which 

SMEs could implement to effectively improve customer satisfaction. 
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Firstly, the following chapter introduces the research background. Then, the relevance 

and research gap of this thesis are emphasized in a problem discussion, which leads 

to the research purpose and question of the paper. After that, we provide a first insight 

into the core concepts of Customized Marketing and Customer Satisfaction. 

Eventually, the outline of our paper is introduced. 

1. Introduction 

1.1. Research Background  

Given growing competition in the shipping industry, providing a high level of 

customer satisfaction is critical to sustaining businesses (Midoro, Musso and Parola, 

2005; Shin and Thai, 2016). In general, a shipping firm can satisfy its customers by 

offering low-cost or differentiated services (Kotler and Armstrong, 2010). One way to 

differentiate a company’s services from its competitors is by providing high-quality 

services (Dadfar and Brege, 2012; Miles, 2013). Currently, in the primary market, 

Mass Customization has been emerged trend as firms started to recognize the value of 

their existing services. The main goal of Mass Customization is to make a balance 

between matching the customized demand of major customers (Ghosh, Dutta and 

Stremersch, 2006) and pursuing the ideal cost-efficiency of firms (Franke and 

Schreier, 2007). However, SMEs in the shipping industry, under the premise that the 

large shipping companies have almost occupied major customers and the key market, 

it is of particular importance to find out how to improve the customer satisfaction in 

the niche market. At this moment, we propose that small and medium size shipping 

companies can make use of customized marketing strategies to provide the 

personalized service, and then improve customer satisfaction. 

1.2. Problem Discussing 

Firstly, there are some reasons that we choose the SME in the shipping industry as the 

sample. Similar to the situation in most other industries, small and medium shipping 

companies have the advantage in markets development prospects (Hwang and 

Jongsoon, 2011). Generally believed that the medium and small shipping companies, 

who have the high flexibility routes, stable lines’ schedule, and it is much easier for 

them to manage the small number of vessels. With the continuing grim situation of 

global shipping industry since beginning of 2015 (Yang and Wong, 2016), major 

challenges for the shipping lines are facing is how to strengthen the human and 

institutional capacities, re-plan and develop strategies better markets development 

prospects to gain more trade and investment opportunities. Currently, there are many 

shipping SMEs perplexed on how to get more orders, expand the industrial scale, 

expand service areas and, of course, ultimately to increase revenue, enhance the size 
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of the company. Compare to large enterprises, SMEs in shipping industry always 

more likely to feel the pressure of competition (Levy and Powell, 2005); the 

international trade quantity is limited, but often not fills with the vessels. In the case 

that the entire shipping industry is in the precarious, many shipping companies are 

facing bankruptcy, almost every trip of oversea transportation are losing money 

("Shipping market data, information, and knowledge - Lloyd's List", 2016). We were 

surprised to find that there are a few small shipping companies not only to maintain a 

stable number of transport, and the number of customers is increasing. This inspired 

us to explore their marketing strategies and trying to discover the popularity of this 

marketing strategy. 

Secondly, regarding to the marketing strategy of customized service and customer 

satisfaction, after reviewing a lot of relevant literature, we found that customized 

service claims as a holistic approach, which may lead to the higher customer 

satisfaction (Du, Jiao and Tseng, 2005; Gagnon and Roh, 2008; Xue, Yang and Bao, 

2012). However, few of them use both qualitative and quantitative analysis to study 

the path of specific customized service-oriented measures to the customer satisfaction. 

Then we decided to choose this particular industry, to the depth analysis in the market 

strategy of a successful enterprise, in order to locate the customized services category 

and the impact of specific measures on customer satisfaction, make a revealing 

indication for the development of Small and Medium shipping companies. There is no 

existing literature in the category of customized services in the maritime industry as 

references. Because it is the unique attributes and practices of the selected object itself.  

In the following chapters, we will once again highlight this indicator description. 

1.3. Research Purpose  

The purpose of this study is to investigate how SMEs use customized marketing to 

improve customer satisfaction.  

1.4. Research Question 

In order to accomplish the purpose of this study, we set up the research question as: 

How does customized marketing act on the improvement of customer satisfaction for 

SMEs?  
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1.5. Relevant Concepts 

1.5.1 . Customized Marketing 

Customized marketing (also called Customization, sometimes referred to as one to 

one marketing) is an extreme form of service marketing (Peppers, Rogers and Dorf, 

1998). The attempt to differentiate products from the competition, strive to create a 

personalized unique product portfolio for every customer (Cavusoglu and 

Raghunathan, 2007). In order to fulfill its goals of achieving a more satisfied 

customization, there are four main steps for one-to-one marketing should follow: 

identify, differentiate, interact and customize (Buffington, 2011; Vesanen and Raulas, 

2006). 

Identify: The mission of this stage is to search the target customers of business, and 

try to collect reliable data about their preferences, find what are the requirements of 

them and how can they best be satisfied. 

Differentiate: To get their lifetime value of the priority aspects of their needs and 

segment them into a more restricted group of customers to distinguish a company to 

understand their needs. 

Interact: At this stage, it requires a communication channel, and knows what it means 

in contact with the priority of customer knowledge. It is necessary to know by the 

favor of most people to get the attention of the client. 

Customize: To achieve the satisfaction of individual customer with the specific need, 

the product or service is needed to be personalized. The knowledge of a company 

which is about the special need or favorite of the customer, then it is put it into 

practice and to maintain that information in order to be able to give the customer what 

he wants. 

In recent decades, the differentiation of goods and service has been recognized as a 

source of competitive advantage by the researchers and marketers. For the need of 

satisfying the customers, the major idea of differentiating is to determine the needs of 

profitable market segments and designing products and services, with the increasing 

completion of the market, even some marketers seek for more extreme type of 

differentiation, it is defined as customization – the special services to the special 

customer needs (Anderson, Fornell and Rust, 1997). It could also regard as one by 

one service, try to satisfy each individual customer, this new form of service is 

different from the traditional service which attempts to reach as many customers as 

possible while satisfying the common requirements from the customers (Fiore, Lee 

and Kunz, 2004). The developments in computing skill and a big spread of internet 
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technique have offered new opportunities for marketers to pursue this new service 

model (Rust and Lemon, 2001). 

Considering the effort involved in adaptation customized strategies, Huffman and 

Kahn (1998) claim that as the goal is set by many companies with the expectation of 

improving competitive advantage, they should find a suitable strategy to follow it or 

adjust it. Kotha (1995) argues that there be few empirical pieces of evidence of 

competitive advantage and business growth through adaptation. In addition, few the 

literatures imply that offer customized products or services actually lead to high 

margins (Kotha, 1995). Simonson (2005) questions whether mass customization 

actually meets individual customer preferences because customers sometimes may not 

have a clear mind to define their preferences well, and the customized services or 

products may be not appreciated due to they are not the suitable for the customers. 

Murthy and Sarkar (2003) also comment that the nature of customization does not 

mean the best choice of customers, so understanding the consequences of 

customization is particularly crucial for service firms. 

As the Model of Competition claimed by Porter (2008), elements such as demand of 

customer, substitutions of service and the geographical competing of some firms 

influence the competition among competitors. Now Marketers are tending to discover 

the customization for benefitting the performance of their marketing. The impulse of 

customization is widely driven by marketers to make the awaited earnings of one to 

one customized marketing and the maintenance of customer relationship. Marketers 

attempt to meet the expectancies from customers and avoid to be regarded as spam 

responses (Roman and Hernstein, 2004). Meanwhile, a new technique of information 

and technologies is a big promotion which provided new opportunities to do the 

specific research (collect and analyze the data) of the customer and implement 

customized marketing.  

Moreover, it is well known that the impact of the Mass Customization, and its positive 

significance for the large companies to enhance the product/service output, as well as 

improve customer satisfaction (Huffman and Kahn, 1998; Wakoya and Bayiley, 2015). 

However, the increasing evidence shows that the customized marketing is a 

significant barrier to achieve a long term profits from mass customization (Wind and 

Rangaswamy, 2001). It is tough to execute and apply customization. The major reason 

is that customization implies something unique to the business, as Kemp (2001) 

points out. The concept of customization seems that it is currently applied to cover 

very broken pieces of ideas, and sometimes there is a gap of a clear theoretical 

framework. 

1.5.2 . Customer Satisfaction and Customization 

Customer satisfaction could be the primary element which may lead to higher level of 
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customer loyalty, recommended and continuation of relationships. That is the reason 

why many marketers are trying to manage customer satisfaction effectively and treat 

it as the priority when to perform the marketing strategy. Which are proved by various 

studies (Barsky, 2003; Ramaj and Ismaili, 2015; Nurcahyo, 2016). 

According to Barsky (2003), Vesanen and Raulas (2006), details of customers’ needs 

could be summarized as Customer Profile (as Figure 1 shows) have been noticed by 

the marketers. The fundamental problem is how to provide excellent value in a 

cost-effective way to the customer, to ensure customer satisfied. From the perspective 

of service delivery, the challenge is to manage the service quality and service 

efficiency. The key task is to reduce costs and achieve the reliability and increase 

productivity with standardized service processes and products. Meanwhile, to ensure 

customer needs are met is what customized service offerings, this challenge boils 

down to balance and standardized service processes and product customization 

(Barsky, 2003). 

 

Figure 1.1: The process of customization (Vesanen and Raulas, 2006) 

Keep in focusing on customization, after referring to the study from Vesanen and 

Raulas (2006); there are numbers of different exists. However, it often related to these 

topics. These subjects may be categorized as the follow steps of customized 

marketing, the output of customized marketing, value oriented and customer value 

aimed marketing (Vesanen and Raulas, 2006). Both the customer and marketer who 

are value oriented accrue from the balance between revenues and costs (La and Yi, 

2015). Several sub-topics compose them. We propose that the framework of 

customization comes from these subjects and their internal connections (Table 1.1 and 

Figure 1.1). 
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Targets Actions 

Customer 
The data of customers comes from the external input 

and interactions 

Data of Customer 
With following methods during the processing (data 

collections and analyses, diversities, separations, aims) 

Profile of Customer Make customization according to the profile  

Marketing Output 
Deliver the final output to the customer and obtain 

customer satisfaction with the recognition 

Table 1.1: Variables related to the process with customer satisfaction (Vesanen and Raulas, 2006) 

 

Vesanen and Raulas (2006) state the process as Figure 1.1 shows, when a new 

customer or a potential customer enters to market, the first stage is to identify the 

target customers of a business, and try to collect reliable data about their preferences, 

find what are the requirements of them and how can they best be satisfied, the result 

of this stage is to create the customer profile, to achieve the satisfaction of individual 

customer with the specific need, the product or service is needed to be personalized, 

so the second stage is according to the special need or favorite of customer, through 

the customization to design the marketing output, the next stage is to provide the 

products or services to the target customer, the final stage of this process is the 

customers are satisfied, and the relationship is built, more interactions between the 

customers and firms, it is a cycle of this model (Vesanen and Raulas 2006). 

1.6. Outline of the Dissertation 

Chapter 1 of this paper is a preheating which introduces an introduction and 

background of the elements and key concepts of this thesis. Furthermore, the research 

gaps are claimed by examining the extant study, states the objective of the study and 

research questions, discusses the potential contributions of the findings.  

Chapter 2, some chosen articles which have been reviewed by the authors, as they are 

regarded as relevant as well as related to the area of the study provides a review of the 

literature we will use in this paper.  

Chapter 3, we will describe the research method including the collection of primary 

and secondary data, which was important and chosen for this study, also a survey and 

statistical methods are necessary for regards to the purpose and research question 

statistical methods. 

Chapter 4, we will present the results of recording interview with qualitative analysis, 

as well as the SPSS and AMOS output with quantitative analysis and the numerical 

results. Making foreshadowing for the analysis of the next chapter. 

Chapter 5, we will base on the previous research, analyze the weaknesses in the 
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surveyed company’s customization process and give additional recommendations for 

customized services. 

Finally, in Chapter 6 of this paper, we will give a conclusion to the results of the data 

analyses and hypotheses, the related implications, the limitations of this study and 

provides some suggestions for future research. 
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This chapter reviews the literature pertinent to our study and includes the following 

sections: (1) Literature Review on Major Constructs (2) Illustrate the Research Gap; 

(3) Proposed Conceptual Framework; (4) Hypotheses Development. 

2. Literature Review 

2.1. Literature Review on Major Constructs 

2.1.1. Customer Satisfaction 

Essentially, customer satisfaction is the sense that customers get when they experience 

service that fulfills or surpasses their expectation, in marketing or service, it is defined 

as a fulfillment with the product or service of a company, and this is a global standard 

of evaluation (Dwyer and Oh, 1987). Generally, customer satisfaction is known as an 

outcome of service quality, which means that it is related to the quality of the products 

or services provided to the customer in a positive manner. The level of customer 

satisfaction is also believed to be enhanced, along with an increased level of perceived 

quality of the product or service. In particular, customer satisfaction positively 

influences the continuing relationship between the customer and company 

(Szymanski and Henard, 2001). 

A satisfied customer feels that a good deal was reached in buying a given service and 

this contributes to the development of a long-term relationship and the construction of 

loyalty. According to the study of Pamies (2012), the degree of satisfaction and trust 

of the customer is the key factor of loyalty. In turn, service quality positively 

influences the satisfaction. Thanks to this loyalty, the company becomes competitive 

in the market and increases its profit. Creating customer loyalty is one of the most 

important tasks for every marketer. The management of satisfaction starts with the 

recognition that there exist various levels of satisfaction which leads companies to 

provide different offers to customers with different requirements and needs. 

Zeithaml, Berry and Parasuraman (1993) argue that in previous experiences of 

purchasing the customer develop some expectations which are strongly influenced by 

his most recent experiences with the brand of the product or service. In this context, 

satisfaction can be defined comparing the customer expectations with the real 

performance of the product/service. Satisfaction is related to the quality level of the 

products or services offered by the companies, allowing selling more expensive 

products or services and thereby increasing profits. Quality boils down to offering 

consistent products that fully comply with customer expectations. (Lam et al. 2011). 

After we review the related literatures and consider about the achievement of 

customer satisfaction in the shipping industry, we summarize the following four 
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aspects which are important factors may decide the degree of customer satisfaction. 

1) Service Quality is the core factor of service marketing. For both manufacturers 

and services, especially in the tight market, the gap of products is very tiny, so the 

service quality could be regarded as key variable which leads the companies to be 

successful in the competition, it is necessary that the marketers should make effort 

on service quality which should be identified by the customer first (Wu, 2014). 

The behavior of employees, quality of service and products, and the development 

of communication, has been a positive and significant impact on customer 

satisfaction and loyalty (Singla, 2012). According to the studies of Wu (2014), 

Santouridis and Trivellas (2010), Nasrin Danesh, Ahmadi Nasab and Choon Ling 

(2012)we could also find some key elements of the service quality which are 

related to our research, firstly, technical quality refers to the output of the service 

process, for instance, shipping companies need to provide steamship, warehousing, 

distribution and other services to their customers, these services could be easily 

obtained and identified by the customers, also customers could facilitate to 

evaluate these services; secondly, functional quality refers to the performance of 

the staff of customer services such as duties, attitude, dress, and other enjoyments. 

Functions quality depends on the customer’s subjective feelings entirely. However, 

they are difficult to give evaluation objectively; thirdly, image quality refers to the 

overall impression of the company in the public mind, customers can recognize a 

corporate image from various aspects such as resources, organizational structure, 

market operation, enterprise behavior and so on, it is a filter of customer’s 

recognition sometimes, if the business has a good image quality, some mistakes 

will not influence its reputation so much even could win the customer's 

understanding, however, if errors occur frequently, it is bound to damage the 

corporate image, by contrast, any minor mistakes which are made by the company 

could cause bad impression to the customer (Wu 2014; Santouridis and Trivellas 

2010; Danesh, Nasab and Ling, 2012). 

2) Logistics is a common process the goods should be delivered to the customers 

after it is sold. Nowadays, the customers consider not only the quality and price 

but also they require the goods should be delivered on time and safety; it is 

becoming more vital for customers care about these factors. For manufacturers, 

the goods should be conformed to a high standard and good condition from they 

are delivered to the destination, it was forced them to make sure the high-level 

inventory and delivery system to their customers for the sake of being more 

responsive to their requirements on delivery. While high quality in design of 

goods is sometimes a good excuse to convince the customer about the reason for 

delay and tries to persuade them it is worth waiting for, but in fact this approach 

implies the bad performance of the manufacturers to handle the delivery process, 

the result is lost the confidence of customers to them (Barsky 2003). 

 

3) For Order Process, Pine (1993) argued that customization was found as an 
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extreme approach to differentiation accompanies with increasing operational 

flexibility (flexible integration systems). The customers are served by 

customization system which is applied by firms, a vast number of product 

modules and present customers are combined by the system with an enormous 

variety of product versions. Customers could make to order from the system, 

select their customized product. Pine (1993) pointed out that customization assists 

the company in providing customers with large-scale appropriate to their needs 

and also to obtain substantial economies of scale products. 

4) Interactions between Customer and Quality Staff. In relationship marketing 

customers and marketers collaborate to co-create value, it could also seem as the 

interaction between them, and economic value distribution is wrenched away from 

Adam Smith’s invisible hand and placed in the very visible hands of the people 

cooperating to form the relationship (Sheth, 2007). The field of services marketing 

contributes to the evolution from transactions to relationships as well. Len Berry’s 

definition of a service, “a bundle of benefits that is simultaneously produced and 

consumed,” and his observation that “If you provide a service, the customer is 

standing in your factory, collaborating with you to create benefits (value)” implies 

a value co-creating relationship between supplier and customer (Berry, 1995).  

Co-creation of value by customers and marketers is an important topic in 

academic research today that has deep roots in the evolution of marketing. 

Historical reviews explain that marketing is the modern descendent of 

micro-economics which viewed value as being created solely by the supplier and 

exchanged for a market determined the price paid by the buyer (Vargo and Lusch 

2004; Webster 1992). The advent of services marketing and relationship 

marketing (Berry, 1995; Dwyer and Oh 1987) focused attention on the customers’ 

role in the creation of value.  Even in arm’s length exchanges of product for the 

price, the customer is required to use the product to realize its value. And in more 

complex interactions, customers and marketers must collaborate to co-create value 

(Jayachandran, Sharma, Kaufman and Raman, 2005). 

2.1.2. Customer Loyalty and Recommendation 

Customer loyalty is considered as the basis of competitive advantage and has strong 

influence on company’s performance (Zeithaml, Rust and Lemon, 2001). According 

to Zeithaml, Berry and Parasuraman (1993) customer loyalty is the willingness of a 

customer to stay with the current service provider. Customer’s point of view about 

value acknowledgement from service provider may motivate them to patronize the 

provider again (Vargo and Lusch, 2004). Loyalty will result in repeat purchase 

tendencies by the customer towards the business enterprise (Zeithaml, Berry and 

Parasuraman 1993). When true loyalty exists, customers will regularly conduct repeat 

purchase transactions because of the strong preference they have for the business 

enterprise (Prahalad and Ramaswamy 2004). In their own view, Prahalad and 

Ramaswamy (2004) noted that while repeat visiting behavior is important, attention 
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should also be paid to the antecedents that may account for the occurrence of certain 

behavior. Loyalty of a customer is not only based on quality, price, physical facilities 

or satisfaction but is based more on customer feelings and perceptions about the 

enterprise. The quality of service provided may well determine customer loyalty. 

Because given that service quality is a long-term overall qualitative appraisal or 

judgment on the excellence of service, customer loyalty could be a function of service 

quality (Claycomb and Frankwick, 2010). 

Generally, there are three main indicators to measure customer loyalty, Total 

Customer Satisfaction, The willingness of repeat purchases and the possibility of 

recommend to others (La and Yi, 2015) 

2.1.3. Customization 

According to the research of Womack (1990) and Pine (1993), they claimed that for 

the sake of customize their products, with the help of technological developments 

enterprises could achieve the customization, however, we assume that the operational 

capabilities in producing and delivering variety more or less is not well developed 

because the potential for differentiation was constrained by the customization. 

Traditionally, Shapiro and Varian (1999) claimed, for manufacturing, the product line 

stretching implements the differentiation, as well as servicing, regular processes are 

re-conceptualized by customization with the need for gaining more benefits, it is a 

kind of versioning. In fact, the versioning consists of offering different versions of a 

primary product/service to target several customer segments. In the marketplace, such 

a function has been broadly applied. 

However, as the study of Huffman and Kahn (1998) shows, mass customization has a 

drawback: the increasing variety is developing with the step of demanding, the system 

becomes more complex which confuse the customers. Valenzuela and Dhar (2009) 

also argues that the customers sometimes could not catch up with the update of the 

system because they could not right define their preferences due to the insufficient 

knowledge, the consequence is the customers could not choose entirely satisfying 

products (Bettman and Luce, 1998). Huffman and Kahn (1998) consists of a paradox 

illustrate this problem, mass confusion of mass customization: information overload 

and increasing product variety and unchanged consumer expertise combined can 

produce frustration, may make any customization efforts worthless (Iyengar and 

Lepper, 2000). 

Peppers (1999) pointed out the trend that the customers probably are confused by the 

compound system due to mass customization, to avoid the misleading, the service is 

required to strengthen customer concern, and it is easy to understand the solution of 

one-to-one marketing is going to be more popular among practitioners. In fact, with 

the help of one-to-one customization which is supposed to build a better relationship 

between customers and firms, strengthen the interaction between them, as well as to 
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provide customized value regarding services, also the companies could catch the 

profile of customers. However, the high levels of customization are still not featured 

on most of the firms as well as Wind and Rangaswamy (2001) considered 

international flexibility and communication between customers and firm are the major 

aims of one-to-one customization. 

2.2. Illustrate the Research Gap 

At present, in the service industry, especially logistics services industry, with 

large-scale logistics service turned to mass customization logistics service, some 

scholars have begun to research mass customization service problems. But the 

literatures still lack research on the small-scale customization of service. The 

literature review indicates that now the study of the customization is relatively lack in 

small-scale customization service. Although scholars have focused on the 

customization service (Womack, 1990; Pine, 1993; Shapiro and Varian; Huffman and 

Kahn, 1998).  

On the other side, the opponents argued that nowadays there is a conflict between the 

existing Customization system - a vast number of product modules and present 

customers are combined by the system with a commonly defined product versions 

(Dellaert and Stremersch, 2005) and more specific requirements from the mature 

customers who are different from the immature customers – they could not right 

define their preferences due to the insufficient knowledge, the mature customers need 

more customized services which are closer to their specific requirements (Bharadwaj, 

Naylor and Hofstede, 2009).  

According to our previous introduction, a relationship can be conceived between    

customization and customer satisfaction. Customization aims to identify individual 

customer needs and service offering to these specific needs, thereby enhancing 

customer experience, it means customization influences customer satisfaction 

positively, especially for large-scale firms (Huffman and Kahn, 1998; Wakoya and 

Bayiley, 2015). 

Therefore, according to the different opinions of previous literatures, meanwhile, 

from the perspective of SMEs, this paper will investigate how SMEs use customized 

marketing to improve customer satisfaction which leading to further research on 

customization strategy. 
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2.3. Proposed Conceptual Framework 

 

Figure 2.1: Conceptual framework of Customized Service and Customer Satisfaction (Developed by 

the authors). 

In order to answer the research question of how does customized marketing act on the 

improvement of customer satisfaction for SMEs? After a literature review in the field 

of customer satisfaction and customization, based on the different opinions of 

previous literatures, then consider the four elements influence customer satisfaction in 

the shipping industry, also these elements which may be ignored by the large-scale 

firms, so we develop this conceptual framework (Figure 2.1), as our research purpose 

mentioned, our aim is to investigate how SMEs use customized marketing to improve 

customer satisfaction, according to this framework, we could make relevant 

hypothesis on this study. 

2.4. Hypotheses Development 

According to the four elements of customer requirements which may influence the 

customer satisfaction in the theoretical framework above, service quality, order 

process, logistics and storage, as well as staff quality. In order to answer the research 

question, to verify that customized services can significantly affect the customer 

satisfaction, we propose the following hypothesis: 

H1: The customized service has a significant positive impact on customer satisfaction; 

H2: The quality of service has a significant positive impact on customer satisfaction; 

H3: The order process has a significant positive impact on customer satisfaction; 

H4: The storage and logistics distribution satisfaction have significant positive impact 
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to customer satisfaction; 

H5: The quality of staff has a significant positive impact on customer satisfaction. 

We will try to verify the hypothesis in the quantitative analysis part of this article.  
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This chapter describes the methodology for the single case mixed method research, 

which uses both interviews and survey. Then the object and sample selection, research 

setting, data collection and strategy for data analysis, as well as the validity, 

reliability and ethical considerations to the research are presented in this chapter.  

3. Methodology 

3.1. Choice of methodology 

We use both quantitative and qualitative method through a recording interview and a 

questionnaire survey in this study (Friend and Zehle, 2009).   

A quantitative research in the form of an internet survey gives us the advantage of 

reaching a lot of participants within a short period as well as it is a rather 

cost-efficient way to gather information (Friend and Zehle, 2009). However, the 

disadvantage with this kind of research is that we are not allowed to observe the 

behavior and different reactions the participants might show. While, on the other hand, 

a qualitative research gives us the possibility to study the respondents’ behavior which 

also makes it easier to tell if the answer is truthful. There is also the advantage of 

depth as the interviewer is able to ask further or complementing questions. The 

disadvantage of qualitative research is that it is more time-consuming, and the 

respondents might feel pressured (Mccarthy, Mcguiggan, Perreault and Quester, 2007). 

The qualitative approach here was mainly used to address the proposed research 

questions. A quantitative method was used digitally to analyze the relationships 

between specific measures of customized marketing and customer satisfaction. 

Ultimately, mixed methods are adopted in the data analysis of this article. 

Perreault (2011) asserted that the choice of research methods must be aligned with the 

research question given that both quantitative, qualitative and mixed methods have a 

degree of inherent flaws, and that no one method is complete in itself. Cooper and 

Schindler (2006) argued that the aim of quantitative research is to measure a defined 

variable or phenomena. This methodology has been used in the business industry to 

measure variables such as consumer’s behavior, knowledge, opinion, or attitudes 

(Srnka and Koeszegi, 2007). The predominant approach of quantitative is the survey 

(Cooper and Schindler, 2006). In quantitative methods, the data received from the 

target population or sample frame is usually coded, categorized and classified as 

numbers to perform statistical analyses (Corbin and Strauss, 2008; Dhebar, 1993). 

Further, it was asserted that it is important that researchers identify the quantitative 

tool such as SPSS and AMOS, financial modeling, and spreadsheet analysis to support 

the decision-making process; and to avoid unnecessary flaws which can distort the 

reliability and validity of results derived from using a quantitative methodology 

(Corbin and Strauss, 2008; Dhebar, 1993). 
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It was argued that qualitative approach can be adequately used to understand people in 

their specific social environments (Creswell, 2003; Myers, Well and Lorch, 2010; 

Bryman, Stephens and Campo, 1996) also echoed the call for qualitative research in 

leadership by articulating that the method is fast becoming the favorite choice within 

the social sciences. From an analytical standpoint, qualitative research methods 

address a paradigm of issues relating to exploratory studies (Hohenthal, 2007), and 

qualitative research methods provide the opportunity for the researcher to produce 

data that is rich in observed phenomena (Hohenthal, 2007). This approach to 

knowledge development is ideal for case studies where the research instrument of 

choice effectively identifies with the attitudes and behaviors of the respondents 

through a variety of processes to include interviews, fieldwork, documents and texts, 

and the investigator’s impressions and reactions (Hohenthal, 2007; Myers, Well and 

Lorch, 2010).  

In addition to the qualitative and quantitative methodologies that can be utilized to 

facilitate the research process, researchers are now giving serious considerations to 

the effectiveness of combining qualitative and quantitative methods as an approach 

which is defined by research scholars as a mixed method. Peltomaki and Nummela 

(2004) articulated the importance of mixed method when they asserted that a mixed 

method study is the ability of the researcher or investigator to focus on the findings 

and analysis of both quantitative and qualitative data collections in one single unit of 

study. However, Perreault (2011) noted that a mixed method was a triangulation 

approach to research when they argued that the bringing together of qualitative field 

work and quantitative surveys in the same research domain in an experimental 

environment, can complement the objective of the researcher. They stated that 

“Triangulation can, therefore, improve internal and external validity as the 

combination of separate research strategies in one study helps to counter the trade-offs 

inherent in others” (Scandura and Williams, 2000). In addition to the strengths 

associated with the research methodologies, Srnka and Koeszeg (2007) articulated 

that there is a need to take into consideration the problems that could be encountered 

when using the quantitative, qualitative and mixed methods.  

While the qualitative method is criticized for its weaknesses in measuring issues of 

reliability and validity, the quantitative method seems to be rated higher on the 

reliability spectrum. Research analyst in experimental design argued that data from 

quantitative research consist of responses within a sample frame that are coded, 

categorized, and reduce to numbers where they are manipulated for statistical analysis 

(Creswell, 2003; Kaplan and Duchon, 1998). However, there can be a high margin of 

error that is statistically unreliable if care is not given to the interpretation and 

analysis of the data (Cooper and Schindler, 2006). In contrast to quantitative methods, 

Srnka and Koeszeg (2007) pointed out that there seems to be a “lack of rigor in 

qualitative research”. This lack of rigor can be very costly and can result in the 

unreliability of the data being researched. Second, the creative processes are often 

difficult to measure, and the integrity of the results depends on the level of knowledge 
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that the researcher commits to analyzing the materials. Third, given the concerns 

associated with measuring the data, care must also be given to the issue of reliability 

and validity (Srnka and Koeszeg, 2007). When compared to qualitative and 

quantitative methods, the mixed method also has its challenges. Peltomaki and 

Nummela (2004) articulated three concerns that must be considered in implementing 

a mixed method research. First, a mixed method can exert a high demand for the 

allocation of scarce resources through the research process. Further, the method is 

perceived as two studies, and therefore can increase the anticipated time of 

completion for a project that could have taken half the time. Second, the researcher 

must possess the methodological skills to coordinate two methods into one research 

whereas one approach would have been more effectively mastered. Third, there must 

be a thorough and detailed preparation of the research process to facilitate a smooth 

transition from one stage to the next (Peltomaki and Nummela, 2004). 

The use of mixed methods and triangulation is determinant in attempting to acquire an 

in-depth comprehension of the phenomenon under the discussion of whether using 

customized marketing strategy has the significantly differentiated effect on customer 

satisfaction of SMEs in the shipping industry. This strategy adds breadth, rigor and 

depth to the study, with provides corroborative proof of the data caught (Creswell 

1998; Denzin and Lincoln, 2000). 

3.2. Data Collection 

3.2.1. Object Selection 

We selected Atlantic Container Line AB (Hereinafter referred to as ACL) as the 

research object. We decided it based on our own deliberation. By the practical work, 

we have a very in-depth well known to the company’s operating and marking strategy, 

it is difficult to analyze in depth on a single case if just via the external investigation 

(Corbin and Strauss, 2008). Focusing on a single object allows us to better understand 

the links among study variables because it helps control for potential individual 

differences (Andersson, Gabrielsson and Wictor, 2004).  

3.2.2. Sample Selection  

As previously mentioned, our investigation methods include a recording interview 

and a questionnaire survey. So we selected the appropriate samples for the interview 

and survey individually. 
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Selection of Interviewee for the recording interview 

The interviewee we choose should have these attributes: someone could provide an 

introductory and diverse set of perspectives for our study, also his/her has the ability 

to help us to fill in the gaps in our research and offer some useful suggestions and 

information into the area where there are disputed facts or that require extra data 

support (Downs, Smeyak and Martin, 1980). So with this standard, we create a smart 

sample, the CEO of ACL AB, Mr. Anders Ivarsson, who has spent 21 years for 

working in ACL and be quite familiar with the business of ACL, because he has 

worked as a leader in several major departments of ACL, such as import, export, 

logistics, and sales department. With his help, we are able to work out the category of 

customized services which is the basis of our proposed framework. 

Selection of Respondents for the questionnaire survey 

Before we select the respondents for our survey, we have a study on sampling theory 

which describes two sampling domains: probability and nonprobability (Shorten and 

Moorley, 2014). Due to the fact that our sample size is not very large, so we choose 

nonprobability sampling which is lack randomization and consist of convenience or 

purposive types. 

The candidates for the survey were selected by the two authors of this article together 

with the company’s Sales department, who has a long and close relationship with 

those respondents. It perhaps, in this case, has affected the results because we may not 

have a holistic view of what customers really think about ACL. Another thing that 

may contribute to the lack of clarity around the questions is that we are not 

experienced interviewers. It is necessary, in order to get the best and the most accurate 

result at an interview, to be an experienced and skilled interviewer who can also 

interpret and examine respondents’ answers (Saunders, Lewis and Thornhill, 2003).   

Another problem that we have to take into consideration when it comes to our results 

is the number of respondents. When the number of participants was limited to a small 

portion, the problem with the reliability occurred together with the difficulty in 

generalizing the qualitative data across all ACL's customers (Saunders, Lewis and 

Thornhill, 2003). 

The survey was sent through the e-mail to 125 various types of ACL’s customers in 

Sweden (Appendix 2). In order to more accurately understand the impression from the 

respondents to ACL’s customized services, we selected these 125 respondents who 

uses ACL import and export goods in the last two years. 
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3.2.3. Research Setting 

Setting of Recording Interview 

Since the establishment of the theoretical framework should be based on the accurate 

information obtained from the interviewee, so we started very early for preparing 

recording interview. We made a reservation to the interviewee for the recording 

interview in early January 2016, and obtained the consent of the interviewee so that 

we can record the entire process, and get all the written material presented in the 

interview, including the history of the company introduced presentation, company 

organization chart, business process materials, and so on. 

The recording interview was taken on January 22, 2016, in Gothenburg ACL company 

office conference room, Maskingatan 5, Gothenburg. Participants included the authors 

of this article and the only interviewee Mr. Anders Ivarsson, the taped interview total 

length of 01:09:21. The interview was very successful. We collected the entire 

biography preliminary this research required, and we had a deeper understanding to 

our research object-ACL AB, which also deepens our research. 

Setting of Questionnaire Survey 

In order to reach as many customers (Hereinafter: respondents) as possible we choose 

to send out the questionnaires through e-mail. This way, we gave the respondents time 

to respond in their own time and the possibility to really think through their answers. 

The research also consisted of a qualitative method in the form of in-depth interviews 

over the phone. Sometimes they doubted the necessity for a questionnaire or 

expressed their doubts in this way.  

A questionnaire (Appendix 1) was put together which had to be approved both by 

researchers and the customer service director before we could send it to the customers. 

Aspects of our survey should be focused on each of the ACL customization services 

and the corresponding customer satisfaction level. So we were fully in accordance 

with the customization marketing contents which were provided from the front 

recording interview. The survey consisted of 20 questions which could more be 

described as statements than pure questions. In order to receive a distinct and 

measurable answer, we offered the four following alternatives  

 Very satisfied 

 Satisfied 

 Neither satisfied nor dissatisfied 

 Dissatisfied or very dissatisfied 

We intentionally chose not to have five alternatives as this could create an undesired 
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behavior as the candidate easily picks the middle answer which is more neutral. As we 

chose only four alternatives, the candidates were forced to show their perception and 

opinion of ACL's services which gave us a clear picture of what the customers think 

of ACL. This means that we used a set of semi-structured questions. They are 

closed-ended with multi- choice answers. However, we also provided a space where 

the respondent could further develop their answer (McCarthy, McGuiggan, Perreault 

and Quester, 2007) -The internet survey was sent together with a cover sheet where 

the candidate was informed about the study and the purpose.  After ten days we 

reminded those who had not yet replied as their participation in the research were very 

valuable for our research. We sent out 125 questionnaires and the reminder e-mails, 

and finally, we got 125 responses which gave us a response rate of 100%. We are 

delighted to receive all responses, to achieve such a result because we weigh carefully 

considered when selecting the sample (Iacono, Brown and Holtham, 2009).  

3.2.4. Data Collection 

Regarding the purpose of this research, two forms of data were used to provide the 

context and richness needed for triangulation and drawing out thematic outcomes.  

Data was firstly collected from the recording interview conducted by the researchers 

with the interviewee, the head of ACL AB - Mr. Anders Ivarsson. Since we have 

established a good working relationship, this important data set allowed for themes to 

be developed along with the other sources of data. The recording interview better 

draws out company's development history, organizational structure, and marketing 

strategy, especially the relationship building with the customers and the principle of 

customized service aspects building-up by providing rich and in-depth experiences 

(Yin, 2009). The interviewee prepared the company presentation slides, took an hour 

presentation describes the main aspects of which was given at the beginning of the 

interview by the interviewer. Then, supplementary for the previous contents were 

questioned and answered. After the completion of the interview, the researcher 

playback the recording and wrote down the main points into a word document and 

saved it on a password protected laptop owned by the researcher in a password 

protected folder, in view of the confidentiality demand from the interviewee regarding 

the commercial security, only the slides are allowed disclosed. Another source of data 

collected was the questionnaires answered by the frequent customers of ACL 

Company. The data that provided the detailed feedback information into ACL’s 

customized marketing related activities as well as the generally impression and 

analytics.   

The information was cataloged in a database in terms of efforts, statistics and, if 

available, results. By working in the company and observing the environment in 

which the study took place, the researcher became versed in the nomenclatures used 

(Perren and Ram, 2004). Particular attention was paid to open a new awareness for the 
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comprehensive analysis of customized (strengths and weaknesses). The information 

like the internal documents was cataloged in a similar database. Specific screen 

captures also were taken for evidence. 

3.2.5. Strategy for Data Analysis 

In order to prepare the data for efficient and effective analysis, proper cataloging was 

necessary using several techniques. Data from both the internal document review and 

the interview were summarized, categorized, and inputted into a database created by 

the researchers using Microsoft office. The survey data was coded and entered into 

the quantitative research software tool SPSS 23.0 and AMOS 20.0 available at the 

researchers’ laptops (Cooper and Schindler, 2011).  

Analysis of data sets sought to better understand and develop thematic takeaways that 

related specifically to the research question and purpose statement of the study. Miles 

and Huberman (1994) suggest using a similar analysis protocol regardless of the type 

of data being analyzed. Within this context, Yin (2009) also believes an analysis plan 

that is consistent and based on the research question, and literature review is 

necessary for the integrity of the study and chosen methodology. 

For the interview data, a contact summary was used that included an analysis of the 

problem, brief description and discussion (Miles and Huberman, 1994). Explanation 

or discussion is a case study technique that is used when the study seeks to explain a 

phenomenon in an iterative process that will further develop ideas (Yin, 2009). To 

help in this process, SPSS and AMOS were used as the primary software tool specific 

to the questionnaire data.  

3.3. Data Sources and Contents 

For readers better understand the sources and contents of our investigation and 

analysis, we summarized as follows: 
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Data collection Items Analysis 

Recording Interview 

Company Background Content analysis 

Organizational Structure Content analysis 

Market Position Content analysis 

Customer Composition Content analysis 

Customized Contents Content analysis 

Questionnaire 

Correlation 

analysis 

General description Descriptive analysis 

Main factors authentication Factor analysis 

Hypothesis 1 proved Correlation analysis 

Hypothesis 2-5 proved Regression analysis 

Path analysis Correlation Quantified Path analysis 

Table 3.1: Data Sources and Contents 

3.4. Validity and Reliability 

An important measure of the soundness of a study, validity and reliability in a mi 

study, are viewed differently than in a quantitative one and often given little attention 

(Creswell, 2007). In a qualitative study, validity is the process of ensuring the data is 

accurately portrayed in the research findings. To strengthen the credibility of a 

qualitative study, Creswell (2007) offers eight strategies the researcher could use and 

recommends a multifaceted approach; triangulation, member checking, and use of 

rich, think descriptions being the most popular and widely used. In triangulation,  

various sources of information were used to develop themes rather than relying solely 

on one source such as interviews. Other sources could include literature, both 

scholarly and practitioner-generated, and observations in the natural setting, all of 

which were done by the researcher.  

Member checking is the process of sharing the final report narrative and developed 

themes with the participants so they can validate the accuracy of their input. As the 

chat secession captured the participant’s words directly, no error in transcription was 

possible, and therefore member checking was an automatic function of the design. 

Finally, validity in a qualitative study can be strengthened and addressed by using rich 

and detailed descriptions in the findings section of the study. This gives the reader a 

more experiential feel for the study and its participants. However, these strategies and 

other ones described by Creswell (2007) which need to be part of the research plan 

and design. 

Since the researcher is the instrument in a qualitative study, researcher bias needs to 

be acknowledged and addressed to allow the study to have integrity or reliability. Bias 

by the researcher in a qualitative study often is described in terms of objectivity 

(Iacono, Brown and Holtham, 2009). Since the researchers are not the true 

independent spectators, but rather a real participant within the study, recognition of 
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this built-in bias is a challenge for many qualitative researchers. To limit this potential 

threat, Iacano (2009) argues that addressing the validity of the study in the research 

design phase and re-addressing it throughout the study is an effective strategy. The 

trade-off to the lived experience that a qualitative study provides then also needs to 

accept the interpretive role of the researcher in the study. In both cases, the researcher 

made efforts to understand the inherent bias and stay focused to both the protocol and 

interview questions. 

When bias becomes an issue in qualitative research, it typically is realized in the 

interview and analysis stage of the study (Roulston and Shelton, 2015). The 

researcher can bias or influence the participant responses by either deliberately or 

unintentionally asking leading questions or follow-ups. The bias also can occur when 

coding, analysis, and development of themes is done by the researcher. With a 

possible predisposition to the wanted outcome and no other source safeguarding how 

the results are developed and reported, a degree of bias is a threat. However, with 

proper agreements, processes, and safeguards in place, the threat of bias within a 

study can be reduced.  

Delattre, Ocler, Moulette and Rymeyko (2009) offer several suggestions to better 

control bias. This comes in the form of expert review of interview questions and 

standardization of questions and non-researcher transcription, both done by the 

researcher (Delattre, Ocler, Moulette and Rymeyko, 2009). By acknowledging that the 

data and resulting interpretation is a product of many rather than one, the researcher 

was better able to be part of the study. Of course this requires a degree of discipline 

and internal integrity on the behalf of the researcher. 

In addition, in 4.2.1, we do the tests for data validation in the quantitative research 

part, to ensure the validity and reliability of data. 

3.5. Ethical Considerations 

Given the qualitative and quantitative nature of the study and need for the sample to 

be able to address the research question, the criterion based purposive sample 

ultimately excluded some from the sampling frame, yielding the unavoidable ethical 

implication of equity in this type of study given the methodological approach 

(Creswell, 2009). No other ethical considerations arose specific to the sampling 

procedures enacted. Being cognizant of the nature of mixed approach research and the 

researchers being the instrument, no known ethical considerations existed specific to 

investigate ACL. The researchers have no bias towards customization or any other 

marketing strategy and have enough academic and practical experience to be familiar 

with the integrated tactics used by marketing professionals. The researchers felt 

competent in both the content and methodological approach as to be considered 

qualified researchers to the participants.  
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In this chapter, first of all, we learn the basic information (customization related) of 

the researched company through the recording interview and some internal and 

external information. Subsequently, a large cluster of data analysis is presented. We 

quantitatively analyze the corresponding exponential relationship between variables, 

proved five hypotheses which were proposed in Chapter Two, and list the effectiveness 

of each items, in order to apply the indication to the analysis in the next Chapter. 

4. Empirical Data 

4.1. Data from Recording Interview 

Based on the recording interview to the CEO of ACL AB, combining with the internal 

and external information, we collect the customized-related information of the 

investigated company, and summarize in the aspects as company background, 

organizational structure, market position, customer composition and the customized 

marketing contents. For each, we discussed what we found from the information. 

4.1.1. Company Background 

Information from the interview 

Atlantic Container Line company was established in 1965 in the United Kingdom, 

serving in maritime transportation between European major ports and East Coast of 

North America. By virtue of the unique and only one vessel - 700 TEU 

Roll-on/Roll-off (RORO) Containership, ACL has been welcomed by the customers 

from many individuals who have personal transportation needs of their used cars. A 

few years later, ACL introduced the first computerized intermodal transport system 

"Route Code" to the customers, “a door-to-door service that continuously updates 

through-transport tariffs for repeat shipments”. In order to simplify the formalities for 

the customers, especially for those individual customers who occasionally need to 

transport but know nothing about of the transport procedures, ACL created 

"Data-freight Receipt" that alternative to the traditional bill of lading. It is worth 

mentioning that the "Data-freight Receipt" is the first electronically transmitted 

documentation system in the industry. From 1985, in order for employee to provide 

better and more professional service for the customers through enhanced job 

performance, ACL training it’s all employees regularly to the further education 

studies and kind of management courses, according to their positions and job content. 

According to the latest statistical ranking, the Grimaldi Group that ACL belongs to 

ranked No. 29 in the world container shipping company ranking ("Alphaliner - TOP 

100 - Existing fleet on April 2016", 2016). Compared to the world's largest shipping 
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company Maersk Line, who operates in over 120 countries and has more than 600 

vessels, number of employees more than 30,000 (www.maersk.com, 2016); as well as 

MSC who owns 480 container vessels with an intake capacity of circa 2.6 million 

TEU (www.msc.com, 2016), ACL only has five RoRo - Lo/Lo vessels. However, the 

five vessels are the world's most advanced design, which best covers the overall 

customers’ demand in the line of Europe-America. From 2010 to 2015, ACL got a lot 

of praise and awards from customers.  

Discussion 

In the current situation that the shipping industry as whole in the extremely downturn, 

many Europe -Asia routes capacities are adjusted to the Europe - America routes, 

competition is extremely severe ("Original Research and Special Reports | American 

Shipper", 2016). ACL has always been able to maintain a stable weekly high 

saturation of import and export, which proves an excellent of ACL’s customer loyalty 

and the operational ability. It is easy to find from the develop history above that, as a 

small shipping company, ACL always focus on aspects of customization services. 

ACL simplifies the order process for customers, focus on staff training - promoting 

the staff quality. And ACL is obviously successful. 

4.1.2. Organizational Structure 

Information from the interview  

Two parallel sets of organizational structures are running in ACL company. The 

traditional and basic administrative organizational structure, and the functional 

represented service divided organization structure, which specifically for customer 

service. Mr. Anders Ivarsson claims that this unique organizational structure reflects 

the marketing strategy of ACL – the customer-oriented division of the target market. 

Structure is as below: 
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Figure 4.1: Customer Service Organization Chart of ACL AB 

Discussion 

As can be seen from the above ACL's customer service classification, this structure is 

divided into business (sales, import, export) and customer type (corporate clients, 

individual customers) as the two standards in parallel, in addition to the product 

category in export (RORO and LOLO, while no such distinction imports because the 

irregular import reason). Obviously, individual customers have an important position. 

As the statistical results from "iatlas"
1
.  Data shows that from 2010 to 2016 April, 

the ocean business profits source of ACL AB, according to the proportion of division, 

75.94% from the small and individual customers, large customers account for only 

6.18% (as well as other logistics additional profit, etc.). We are able to know that in 

the Europe - North American routes, too many strong competitors such as Maersk, 

OOCL, they are ambition and waiting for the opportunities at all times. ACL has been 

very difficult to win orders from VOLVO, IKEA and other large companies. That is 

the reason, it was established from the beginning, so they focus on small and medium 

corporate and personal customer, and service above, and obviously, such customers 

are extremely sensitive for customized services. 

                                                           
1 iatlas: The internal ERP system was self-developed by ACL which cannot be attached due to the commercial 
confidentiality. 
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4.1.3. Market Position 

Information from the interview  

Based on the industry standards of marine container transportation (Notteboom and 

Rodrigue, 2012), we defined the Size and Availability as the key words, to cross 

browse the market position of ACL in its industry. According to the statistics 

("Alphaliner - TOP 100 - Existing fleet on April 2016" and "Schedule Search by 

Service", 2016), by the end of 2015, ACL's market position is shown as below, 

 
Figure 4.2: Positioning for ACL in Size and Availability (End of 2015) 

Discussion 

This map shows the relationship between the 10 biggest shipping lines in the world in 

relation to the availability of ports to North America. The figure shows that ACL is a 

small shipping company compared to its competitors but they can offer a high 

availability in respect to several pf its larger competitors.We can see that after nearly 

50 years of operation, ACL has crossed the inception and survival stages, the best 

proof is the formation of its own customer groups, eligible widespread popularity in 

the industry and the customer with a certain loyalty. 
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4.1.4. Customer Composition 

Information from the interview  

Market positioning and strategy are often reflected in the structural composition of the 

customer (Binsar and Panjaitan, 2014). Refer to the company size definition in 

Chapter Two 2.10, we sort the customers of ACL in nearly five years as following,  

 
Table 4.1: Statistic of customer order contribution (2010-2015) 

 

In order to visually display the categories of ACL’s orders source, we use the 

following pie chart depicts the percentage, 

 

 

 

Figure 4.3: Statistic of container quantities (2010-2015) 

Discussion 

Clearly, according to ACL's business structure, 79% comes from non-major 

Shipments

Quantity

Containers

Quantity

(TEU) (Unit)

Large
Volvo Logistics, Postnord

Logistics
4862 12094

Medium Panalpina, Westgear 7358 15782

Small & Micro Pon Equipment, Mojo Boats 8632 20134

Individuals …… 5278 10002

Size Category Typical Customers
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customers (Medium, Small and Micro, Individual. Hereafter, we merge the micro 

category to the “small”). This graph shows the ACL customer structure also reflects 

ACL's business strategy of seizing the niche market. According to the 

above-mentioned that customers in niche market performance sensitive for 

customized  service. Then it is not hard to explain why ACL AB focuses on the 

implementation of customized marketing strategies. 

4.1.5. Contents of Customized Marketing 

Information from the interview  

According internal documents of ACL, as well as the network data ("Alphaliner - 

TOP 100 - Existing fleet on April 2016", 2016), we comparing parts of services 

contents between ACL and the world's largest shipping company APM-Maersk as 

follows (listed data following represents only some of the customized services that 

ACL-related, does not represent full facts of APM-Maersk). 

  ACL APM-Maersk 

Capacity (TEU) 28170 3073170 

Ships 5 608 

Major Clients SMEs and Individuals Large Corporates  

Placing order 
Contact Sales/Customer 

Service 

Electronic orders on 

website 

One to one service Yes No 

Customs Clearance Customer/ACL Customer 

Waybill and invoice 

documents 
Customized Content Standard pattern 

Door-delivery Yes No 

Logistics Train/Truck/Train+Truck Port Picking-up 

Storage Duration 
Standard requirement +1  

Or negotiate with customer 
Standard requirement 

Staff Training All Part 

Table 4.2: Customized Service in ACL and compare with APM-Maersk 

Discussion 

From the above, we can see that ACL implements a customized service in terms of 

personnel, processes, files, storage and logistics. Smaller size and less staff, this is 

ACL’s advantage as a small shipping company. They have the ability to train every 

employees, provide one to one service to each customer. They can manually place 

orders over the phone, which makes their employees deep in conversation with the 

customers, understand their needs and many details at the first time, build personal 
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relationship with them. The trained staff are very familiar with customs issues. Since 

most of the small companies do not have the special department which is responsible 

for customs clearance, and sometimes individual customers are completely know 

nothing about it. So ACL can do it after charged the service/admin fee, and customers 

in this regard are very satisfied. ACL has good relationships with those logistics 

service providers, it is possible for them to meet any areas in Sweden or Norway, 

provide the door-delivery service. Due to the small size of this company, they have 

time and ability to help customers make such reservations one by one. Additionally, 

some customers need to do a variety remarks on the invoice, in order to their own 

archives. ACL has her own developed invoicing system enable to add notes, and 

employees have time to help with the checking. According to the aforementioned 

areas, we can be clear that ACL is implemented in the customization of all aspects of 

service direction. 

4.1.6. Summary of Recording Interview 

According to the information obtained from the recording interview above, based on 

the theoretical framework (Figure 2.1), we classified the specific items of ACL's 

customized marketing as follows (Table 4.3).  

Category Customized Marketing Strategy 

Service Quality (SEQ) Customer-Oriented 

Promise Keeping 

Customer Care 

Cost-Effective 

Order Accuracy 

Order Process (OP) Connect Easily 

Inform Adequately 

Notify Timely 

Book Correctly 

Charging Correctly 

Storage & Logistics (SL) Departure Needs 

Destination Needs 

Logistic & Discharge Needs 

Storage Needs 

Staff Quality (STQ) Service Performance of Sales & CSS
2
 

Sales Educated 

CSS Educated 

Table 4.3 Customized Marketing Strategy and the Categories in ACL AB 

Thus, we extend the framework figure (Figure 4.4) to prepare for the following 

                                                           
2 CSS: Customer Service Staff 
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quantitative analysis.  

 
Figure 4.4 Customization - Customer Satisfaction  

We designed the questionnaire (Appendix 1) according to the Figure 4.4, and it also 

provides variable values for the quantitative analysis. 

4.2. Data from Questionnaire Survey 

Based on the results of questionnaires, we use the analytical tools for quantitative 

analysis. The first part will be the basic descriptive and reliability/ validity analysis, 

then, we use factor analysis and correlation analysis, prove the five hypotheses to 

verify customized services as a whole and its four major categories SEQ, OP, SL, 

STQ all respectively positive correlation with customer satisfaction. The second part 

we use path analysis, measure the relevance and impact between the 17 factors of 

customization in ACL and customer satisfaction, as well as its supporting factors - 

loyalty and recommendation level. 

4.2.1. Correlation analysis 

Research hypotheses and research subjects 

1) Research hypothesis 

Before we start to do the quantatitive analysis, we restate our five hypothesis as 

following: 

Hypothesis 1: The customized service has a significant positive impact on customer 

satisfaction; 

Hypothesis 2: The quality of service has a significant positive impact on customer 

H5

H3

H4

H1

H2

Q1. Customer-Oriented 

Q2. Promise Keeping 

Q3. Customer Care 

Q4. Cost-Effective 

Q5. Order Accuracy 

Q6. Connect Easily 

Q7. Inform Adequately 

Q8. Notify Timely 

Q9. Book Correctly 

Q10. Charging Correctly 

Service Quality (SEQ)

Order Process (OP)

Logistic & Storage(SL)

Staff Quality (STQ)

Customized

Service

Q18. Customer Satisfaction

Q19. Customer Loyalty  

Q20. Customer RecommodationQ11. Departure Needs 

Q12. Destination Needs 

Q13. Logistic & Discharge

Needs 

Q14. Storage Needs  

Q15. Service Performance

of Sales & CSS 

Q16. Sales Educated Level 

Q17. CSS Educated Level 
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satisfaction; 

Hypothesis 3: The order process has a significant positive impact on customer 

satisfaction; 

Hypothesis 4: The storage and logistics distribution satisfaction have significant 

positive impact to customer satisfaction; 

Hypothesis 5: The quality of staff has a significant positive impact on customer 

satisfaction. 

 

2) Research subjects 

To understand how the customization service effects on customer satisfaction, and to 

explore the factors that influencing satisfaction, the investigation uses questionnaires, 

including the status of satisfaction survey content and its influence factors. 

Data analysis methods used here are: descriptive analysis, factor analysis, correlation 

analysis and regression analysis (Vargo and Lusch, 2004). Which elements used by 

descriptive statistical analysis are mean, median, variance, maximum, minimum, each 

option will be described (Janssens, 2008). Satisfaction influencing factors are 

analyzed in factor analysis primarily, and the corresponding factors in resulting are 

regression analyzed with satisfaction, for inspecting the impact of each factor to the 

customer satisfaction.   

Descriptive analysis 

1) Analysis of the Service Quality  

The results for each topic under the quality of service descriptive analysis obtained 

are shown in Table 4.4. 

 

N 

Mean 
Media

n 

Std. 

Devi

ation 

Minim

um 

Maxi

mum Valid Missing 

1.ACL is customer-oriented 125 0 1.45 1.00 .602 1 4 

2.ACL keeps their promises 125 0 1.53 2.00 .547 1 3 

3.As a customer to ACL, do 

you feel your service needs 

are well taken care of 

125 0 1.43 1.00 .600 1 4 

4.ACL’s quotations are 

accurate and competitive 
125 0 1.47 1.00 .667 1 4 

5.ACL’s booking 

confirmations are correct and 

well specified 

125 0 1.46 1.00 .629 1 4 

Table 4.4: Descriptive analysis of each topic in the Service Quality 

The above table shows that, in answer to the five topics, means always have definite 

consistency, are between 1.43 and 1.53, indicating that more respondents in this 
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survey were satisfied or very satisfied. Furthermore, the respondents indicating a 

higher rating to the quality of the service that ACL provides. 

2) Analysis of the Order Process  

The results for each topic under the order process perspective that descriptive analysis 

obtained are shown in Table 4.5. 

 

N 

Mean 
Media

n 

Std. 

Deviati

on 

Mini

mum 

Maxi

mum Valid Missing 

6.You may rapidly get in 

contact with the appropriate 

person or department at ACL 

125 0 1.71 2.00 .705 1 3 

7.You get adequate 

information provided by ACL 
125 0 1.78 2.00 .620 1 4 

8.ACL informs you promptly 

when there are shipping delays 
125 0 1.82 2.00 .723 1 4 

9.ACL’s bill of ladings/date 

freight receipts is correct and 

well specified 

125 0 1.79 2.00 .600 1 4 

10.ACL’s invoices are 

accurate and well specified 
125 0 1.70 2.00 .696 1 4 

Table 4.5: Descriptive analysis of each topic in the Order Process 

The above table shows that, in answer to the five topics, which mean higher than the 

overall quality of service, but still has a certain consistency that between 1.70 and 

1.82. It shows in this survey more respondents feel satisfied, indicating that 

respondents have even better evaluation to the process of orders in ACL. 

3) Analysis of the Storage and Logistics 

The results for each topic under the storage and logistics perspective that descriptive 

analysis obtained are shown in Table 4.6. 

 

N 

Mean 
Me

dian 

Std. 

Deviati

on 

Mini

mum 

Maxi

mum Valid 
Mis

sing 

11.The number of departures ACL 

provides cover your needs 
125 0 1.98 2.00 .954 1 4 

12.The destinations ACL provides to 

North America cover your needs 
125 0 2.10 2.00 1.054 1 4 

13.The logistics and 

loading/unloading ACL provides to 
125 0 2.22 2.00 1.217 1 4 
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cover your needs 

14.The storage and retention ACL 

provides to cover your needs 
125 0 2.17 2.00 1.083 0 4 

Table 4.6: Descriptive analysis of each topic in Storage and Logistics 

The above table shows that, in answer to the four topics, the score of storage and 

logistics lower than other factors, but still showing a good evaluation level. The 

results locate between 1.98 and 2.22, which shows in this survey more respondents 

said no sensation or satisfaction. Respondents rate the storage and logistics a lower 

point than the service quality and order process. 

4) Analysis of the Staff Quality 

The results for each topic under the staff quality perspective that descriptive analysis 

obtained are shown in Table 4.7. 

 

N 

Mean 
Medi

an 

Std. 

Deviati

on 

Mini

mum 

Maxi

mum Valid Missing 

15.The field sales staff and 

customer service staff provide 

good personal service and 

customer treatment 

125 0 1.57 1.00 .766 1 4 

16.The field sales staff is 

well-educated and competent 
125 0 1.66 1.00 .774 1 3 

17.Our customer service staff 

are well-educated and 

competent 

125 0 1.54 1.00 .702 1 4 

Table 4.7: Descriptive analysis of each topic in Staff Quality 

The above table shows that, in answer to the three topics, means have definite 

consistency that between 1.54 and 1.66, indicating that more respondents in this 

survey were satisfied or very satisfied. Furthermore, the respondents indicating a 

higher rating to the quality of the service that ACL provides. 

5) Analysis of the Overall Satisfaction 

The results for each topic related to the overall satisfaction that descriptive analysis 

obtained are shown in Table 4.8. 

 

N 

Mean 
Media

n 

Std. 

Devi

ation 

Mini

mum 

Maxi

mum Valid 
Missi

ng 

18.How satisfied are you overall with 125 0 1.48 1.00 .630 1 3 



Customized Marketing – An Approach for SMEs to improve Customer Satisfaction                        May 20, 2016 

39 
 

ACL as a partner and provider 

19.To what extent would you see 

yourself recommending ACL to a 

colleague? 

125 0 1.39 1.00 .537 1 3 

20.How do you perceive ACL’s 

overall quality in comparison to their 

competitors 

125 0 1.34 1.00 .507 1 3 

Table 4.8: Descriptive analysis of each topic in overall satisfaction 

The above table shows that, in answer to the three topics, which mean having some 

consistency but located on the lower level, between 1.34 and 1.48 on the number, 

indicating that in this survey more respondents felt very satisfied. That means a high 

degree of satisfaction that respondents reflect to ACL. 

Data validation 

1) Reliability Test 

To ensure the scientific nature of conclusions of this paper, data validation is 

necessary before analyze the data (Table 4.6). In this article, the internal consistency 

of data is tested by using the reliability coefficient - Cronbach's Alpha tool (Muijs, 

2004). If the scale Cronbach's Alpha above 0.9, indicating the good reliability scale; if 

scale Cronbach's Alpha between 0.8 to 0.9, meant the scale reliability is acceptable; if 

the scale Cronbach's Alpha between 0.7 to 0.8, means some programs will need to 

re-scale modification; if scale Cronbach's Alpha less and 0.7, some items of the scale 

are necessary to exclude. 

Scale Cronbach's Alpha N of Items 

Service Quality .841 5 

Order Process .773 5 

Storage and logistics .853 4 

Staff quality .776 3 

Satisfaction .936 3 

ALL .868 20 

Table 4.9: Reliability Statistics 

From the above results, the reliability of the questionnaire scale is acceptable; it can 

be carried out for subsequent analysis. 

2) Validity Test 

The consistent level of measurement result and expected content could be detected by 

the validity test. The higher validity indicates the higher degree of match, and vice 

versa, the lower validity means the lower degree of coincidence (Muijs, 2004). In this 
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paper, the construct validity tool is used to examine validity. Construct validity of the 

test also uses the SPSS 23 The cumulative variance contribution rate of the 

satisfaction influencing factors to the overall result reaches 59.614% in this 

questionnaire (as showed in the Table 4.11). It leads to a relatively high construct 

validity of this article's research. 

Factor analysis 

Factor analysis is used to find a common nature in large amounts of data variables, 

represent factors which have the same nature by a hypothetical factor. Its role is to 

simplify the data structure and make the conclusion more effective. Before factor 

analysis, adequacy of the sample must be tested. 

1) Sample adequacy test 

The outcome measures of sample adequate test primary are KMO coefficient and 

sphericity chi-square of Bartlett's (Janssens, 2008). Test results are as follows. 

 Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .677 

Bartlett's Test of Sphericity Approx. Chi-Square 693.240 

df 136 

Sig. .000 

Table 4.10: KMO and Bartlett's Test 

The KMO coefficient of sample adequacy test is 0.677, Bartlett spherical chi-square 

sample test distribution is 693.240. Statistically significance is 0.000. It indicates that 

the observed values of the variables have a common variation, the factor analysis is 

available. 

2) Total Variance Explained 

Principal Component Analysis is used for an exploratory factor analysis. The results 

are shown below. 

 

Component 

Initial Eigenvalues 

Extraction Sums of Squared 

Loadings 

Rotation Sums of Squared 

Loadings 

Total 

% of 

Variance Cumulative % Total 

% of 

Variance Cumulative % Total 

% of 

Variance Cumulative % 

1 3.35 19.736 19.736 3.35 19.736 19.736 3.11 18.339 18.339 

2 2.68 15.795 35.531 2.68 15.795 35.531 2.67 15.706 34.045 

3 2.27 13.383 48.914 2.27 13.383 48.914 2.42 14.238 48.283 

4 1.81 10.700 59.614 1.81 10.700 59.614 1.92 11.331 59.614 
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5 .921 5.416 65.030             

6 .778 4.574 69.604             

7 .751 4.416 74.021             

8 .653 3.841 77.861             

9 .620 3.649 81.510             

10 .567 3.334 84.844             

11 .500 2.938 87.783             

12 .442 2.598 90.381             

13 .431 2.538 92.919             

14 .399 2.347 95.266             

15 .351 2.065 97.331             

16 .309 1.820 99.151             

17 .144 .849 100.000             

Table 4.11: Total Variance Explained 

Extraction Method: Principal Component Analysis. 

 

Figure 4.5: Scree Plot 

In addition, the factor analysis to the Satisfaction Scale (Q18, Q19, Q20) in this article 

results the Total Variance Explained table as shown in Table 4.12. 
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Component 

Initial Eigenvalues Extraction Sums of Squared Loadings 

Total % of Variance Cumulative % Total % of Variance Cumulative % 

1 2.688 89.600 89.600 2.688 89.600 89.600 

2 .219 7.289 96.888       

3 .093 3.112 100.000       

Table 4.12: Total Variance Explained 

Extraction Method: Principal Component Analysis. 

 

We know from the result; four common factors are extracted from the factors 

affecting scale, the contribution rate of cumulative variance is 59.614%. One common 

factor is extracted from the satisfaction scale table; the contribution rate of cumulative 

variance is 89.600%. Which shows design of the questionnaire was quite reasonable. 

3) Rotated Component Matrix 

The matrix of factor loads after rotating by using the maximum variance method. The 

results of the proportion of explained variance for each factor shown in the table 

below. 

  
Component 

1 2 3 4 

1.ACL is customer-oriented .696       

2.ACL keeps their promises .773       

3.As a customer to ACL, do you feel your service needs are well 

taken care of 

.822       

4.ACL’s quotations are accurate and competitive .740       

5.ACL’s booking confirmations are correct and well specified .868       

6.You may rapidly get in contact with the appropriate person or 

department at ACL 

  .731     

7.You get adequate information provided by ACL   .687     

8.ACL informs you promptly when there are shipping delays   .757     

9.ACL’s bill of ladings/date freight receipts is correct and well 

specified 

  .671     

10.ACL’s invoices are accurate and well specified   .749     

11.The number of departures ACL provides cover your needs     .830   

12.The destinations ACL provides to North America cover your 

needs 

    .790   

13.The logistics and loading/unloading ACL provides to cover 

your needs 

    .736   

14.The storage and retention ACL provides to cover your needs     .662   

15.The field sales staff and customer service staff provide good 

personal service and customer treatment 

      .801 

16.The field sales staff is well-educated and competent       .700 
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17.Our customer service staff are well-educated and competent       .806 

Table 4.13: Rotated Component Matrixa 

Extraction Method: Principal Component Analysis.  

Rotation Method: Varimax with Kaiser Normalization. 

a. Rotation converged in 5 iterations. 

From the foregoing, primarily questions of the composition of each factor in line with 

expectations. It is available for continuing the analysis of subsequent results. Table 

4.13 shows the Rotating. 

Results of Factor Analysis indicate that after a factor structural analysis, the index 

system constructed in accordance with the index system of earlier theoretical design. 

Obviously, the service quality, order progress, storage and logistics and personnel 

quality could be the four main factors to replace the original 17 basic questions, and 

can be regarded as Factors Affecting of satisfaction. 

 Figure 4.6: Rotating component 

Correlation and regression analysis 

1) Correlation Analysis 
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Correlation test to the satisfaction factors and the factors affecting factors such as 

service quality, order progress, storage and logistics, as well as staff quality, which 

are mentioned below, the results are summarized in the table below. 

 

  
Satisfaction 

Service Quality Pearson Correlation .222
*
 

Sig. (2-tailed) .013 

N 125 

Order Process Pearson Correlation .326
**

 

Sig. (2-tailed) .000 

N 125 

Storage and logistics Pearson Correlation .210
*
 

Sig. (2-tailed) .019 

N 125 

Staff quality Pearson Correlation .254
**

 

Sig. (2-tailed) .004 

N 125 

Table 4.14: Correlations 

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

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

The above table shows that, the correlation coefficient of Overall Satisfaction to 

Service Quality, Order Process, Storage and logistics and Staff quality are 0.222, 

0.326, 0.210, 0.254, and its statistically significant is less than the significance level 

of 0.05. Significantly correlated at 0.01 level (bilateral), the result is statistically 

significant, the satisfaction is obviously associated with. Accordingly, the 

Hypothesis1 is verified, that customization service has a significant positive impact 

on customer satisfaction.  

2) Regression analysis 

Regression analysis is a mathematical method for seeking the relationship between 

the independent and dependent variables. The rules of the relationship occur could be 

found from large amounts of data, which are produced, of course, under a certain 

degree of effect (be expressed by the egression prediction accuracy). 

General linear regression model mathematical expression: 

0 1 1 2 2 n ny x x x           
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Wherein, y is the dependent variable, x is the independent variable; β is the 

multivariate regression coefficients. We should use the key roles factors for achieving 

the desired effect of regression. It is not more using the better to treat the key roles 

factors. Only the dependent variables which have the major impact to the independent 

variables that should be kept in the model, in order to get a better prediction result. 

3) Description of Variable Select 

When selecting a variable, the satisfaction factor aggregated from the satisfaction 

related questions in the questionnaire should be used as the dependent variable, while 

the factors of service quality, order process, storage & logistics and staff quality, 

which all are included in the affecting questions should be used as the independent 

variables. Gather them in the linear least squares regression. 

4) Satisfaction Affecting Factors model 

a) Model Construction 

SPSS 23.0 is used for the regression analysis, the results shown in the following table. 

 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) .000 .078   .000 1.000 

Service Quality .222 .078 .222 2.836 .005 

Order Process .326 .078 .326 4.159 .000 

Storage and 

logistics 

.210 .078 .210 2.677 .008 

Staff quality .254 .078 .254 3.246 .002 

Table 4.15: Coefficientsa 

b) Dependent Variable: Satisfaction 

 

To determine significant degree of the specific impact of each explanatory variable on 

the explanatory variables, the test of significance against to the individual regression 

coefficients is needed (the well-known T-test). Overall significant linear relationship 

of equation refers to the eminence of the impact of each explanatory variable on the 

explained variable. The result shows that, the factors are positive relationship with it, 

coefficients are all positive, and the significant P value of coefficients are all less than 

0.05 by T-test. Thus, it is passed in the T-test, which means the coefficient is available, 

with statistical significance. 

c) Model Checking 
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Test results for all types of model are summarized in the table below. 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .514
a
 .264 .239 .87210127 

Table 4.16:  Model Summary 

a. Predictors: (Constant), Staff quality, Storage and logistics, Order Process, Service Quality 

 

Goodness of Fit is the fitting degree between linear regression and observations in the 

sample. We called the perfect fit if all observations fall on the regression line. There 

will always be positive or negative residuals after the reunification, which surrounds 

the regression line. In the simple linear regression research, the “coefficient of 

determination measure estimation model" is used to observe the fitting degree of 

values; in the multiple regression, multiple coefficient of determination and corrected 

multiple coefficient of determination are used to do this fitting measurement. Defined 

formula of Goodness of fit is:  

2 1
RSS ESS

R
TSS TSS

    

The larger of Goodness of fit, the higher interpretation degree of independent variable 

on the dependent variable is. The range is 0-1. This indicates, the higher percentage of 

changes caused by the independent variable of the total changes, the more 

concentrated observation points can be observed around the regression line. Through 

the analysis to residuals, which is helpful to the degrees’ measurement of the fitting 

sample points on regression line? R
2
 can be obtained from the data in the table is 

0.264, which means the model fitting degree of the sample is acceptable. 

 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 32.733 4 8.183 10.759 .000
a
 

Residual 91.267 120 .761     

Total 124.000 124       

Table 4.17: ANOVAb 

a. Predictors: (Constant), Staff quality, Storage and logistics, Order Process, Service Quality 

b. Dependent Variable: Satisfaction 

 

The test sample data case from examination of the model can be instructed by the   

Goodness of Fit test. Test of significance of the entire model is used to test the 

combined effect of the explanatory variables on explanatory variables is important. 

The combined effectiveness of the explanatory variables which checked all the 

dependent variables means the overall situation (Overall Significance). F-test is a test 
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used to examine whether the linear relationship in the test model is established in 

general or not. The F value in this model is tested out as 10.759, while the 

significance levels of 0.000, indicating that the model overall statistically significant. 

5) Results Description 

Construction of the model results that,  

a) Service Quality coefficient of 0.222, T statistic of 2.836, corresponding to the 

significance level of 0.005, indicating that it has a significant positive effect on the 

dependent variable. Hypothesis2 is verified; 

b) Order Process coefficient of 0.326, T statistic of 4.159, corresponding to the 

significance level of 0.000, indicating that it has a significant positive effect on the 

dependent variable. Hypothesis3 is verified;  

c) Storage and logistics coefficient of 0.210, T statistic of 2.677, corresponding to 

the significance level of 0.008, indicating that it has a significant positive effect on 

the dependent variable. Hypothesis4 is verified;  

d) Staff quality coefficient of 0.254, T statistic of 3.246, corresponding to the 

significance level of 0.002, indicating that it has a significant positive effect on the 

dependent variable. Hypothesis5 is verified; 

 

Table 4.18: Summary of H1 to H5 Testing 

In summary, the influence power order should be like, the ordering process, staff 

quality, quality of service, storage and logistics distribution. 

It showed, customer-oriented service and customization services can significantly 

improve customer satisfaction. The entire five hypotheses are verified. 

4.2.2.  Path analysis (structural equation model) 

Structural equation modeling (SEM) is a multi-variable statistical analysis that 

incorporates factors and path analysis (Muijs, 2004) of two statistical methods. By 

constructing a structural equation model, indirect effects or total effect can be 

obtained. In this study, we used the software SPSS 23.0 and AMOS 20.0 to analyze 

Findings

H1 The customized service has a significant positive impact on customer satisfaction Supported

H2 The quality of service has a significant positive impact on customer satisfaction Supported

H3 The order process has a significant positive impact on customer satisfaction Supported

H4 The storage and logistics distribution satisfaction have significant positive impact to customer satisfaction Supported

H5 The quality of staff has a significant positive impact on customer satisfaction. Supported

Hypothesis
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the structural equation modeling. 

Measurement model 

According to the basic assumptions and conclusions of the study related to the 

analysis, this paper preliminary study to build structural equation model shown in 

Figure 4.7.  

 

Figure 4.7: ACL basic measurement model of customer satisfaction 

By model operation, the fitting result of ACL customer satisfaction measurement 

model is:
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Figure 4.8: ACL customer satisfaction measurement model (After quantization)  

SEM analysis using adapted statistics to assess the quality of the external model, 

namely the overall model fit. Overall model fit indicators can be divided into three 

categories: absolute adaptation indicators used to measure the degree to fit the 

theoretical model with the sample data, such as chi-square (χ2), the degree of freedom 

than the chi-square, RMSEA, GFI, ECVI; relative adaptation indicators to be tested 

by the adaptation of the theoretical model and the construction of the baseline model 

compared with each other in order to determine the degree of fit of the model, in 

which the NFI, RFI, IFI, NNFI, CFI and other goodness of fit test statistic includes 

five quantity; simple adaptation statistics is derived from the absolute index 

adaptation statistic with relative adaptation statistics, including AIC, PNFI, PGFI and 

CN value. The model results are summarized in the table below. 
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Fit Index Chi-square (df) GFI NFI RFI RMSEA AIC BCC EVCI 

Numerical 232.9(160) .855 .806 .770 0.061 332.857 353.246 2.684 

Table 4.19: Common fit index calculations 

As can be seen in Tables 4.18, the comparative fit index is in line with expectations, 

obtained by calculating the initial measurement model path coefficient table (see 

Table 4.20). Path coefficient table CR (Critical Ratio, the critical ratio) value is a Z 

statistic, is determined by the ratio parameter estimates constitute its standard 

deviation, P is the statistical test accompanied by the probability of CR, can be a path 

coefficient / load factor through P value ( regression coefficients between the hidden 

structure variable called path coefficients; regression coefficient between implicit and 

explicit structure variable structure variables called load factor) of statistical 

significance tests. 

   
Unstandardized Standardized S.E. C.R. P 

Customer 

Satisfaction 
<--- SEQ .197 .198 .086 2.286 .022 

Customer 

Satisfaction 
<--- OP .334 .305 .109 3.070 .002 

Customer 

Satisfaction 
<--- SL .207 .206 .097 2.121 .034 

Customer 

Satisfaction 
<--- STQ .404 .306 .135 2.992 .003 

Q18 <--- 
Customer 

Satisfaction 
1.000 .860 

   

Q19 <--- 
Customer 

Satisfaction 
.929 .936 .061 15.295 *** 

Q20 <--- 
Customer 

Satisfaction 
.903 .964 .056 16.009 *** 

Q5 <--- SEQ 1.000 .866 
   

Q4 <--- SEQ .810 .661 .104 7.757 *** 

Q3 <--- SEQ .878 .797 .090 9.738 *** 

Q2 <--- SEQ .680 .677 .085 7.985 *** 

Q1 <--- SEQ .647 .586 .097 6.693 *** 

Q10 <--- OP 1.000 .711 
   

Q9 <--- OP .616 .508 .128 4.830 *** 

Q8 <--- OP .998 .683 .161 6.185 *** 

Q7 <--- OP .775 .618 .135 5.729 *** 

Q6 <--- OP .924 .648 .155 5.948 *** 

Q14 <--- SL 1.000 .504 
   

Q13 <--- SL 1.496 .663 .319 4.686 *** 
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Unstandardized Standardized S.E. C.R. P 

Q12 <--- SL 1.355 .694 .284 4.780 *** 

Q11 <--- SL 1.417 .801 .286 4.947 *** 

Q17 <--- STQ 1.000 .584 
   

Q16 <--- STQ .898 .476 .214 4.196 *** 

Q15 <--- STQ 1.611 .863 .371 4.345 *** 

Table 4.20: measurement model path coefficient table 

From Table 4.20, the model parameters measured at 0.05 level are significant, the 

paper questionnaire data reliability analysis well, indicating that the questionnaire is 

scientific and rational designed, has good internal consistency and rationality. 

Structural equation model has a high degree of fit using SPSS AMOS 20.0 build, this 

shows that ACL customer satisfaction evaluation index system is reasonable; 

customer satisfaction structural equation model is valid.  

Weight Estimation 

Dominant index weight (or impact) reflects various factors influence on customer 

satisfaction. It also reflects the most concerned factors of current customers. By the 

process of weight estimate, the key factors affecting the customer satisfaction at this 

stage can be identified. Based on the path coefficient of ACL customer satisfaction 

model, each observed variables’ mean and standard index weights and four implicit 

indexes’s standardization rights weight shown on the table below. 

Dominant indicators Mean Weight 

Q1. Customer-Oriented 1.45 0.161  

Q2. Promise Keeping 1.53 0.169  

Q3. Customer Care 1.43 0.219  

Q4. Cost-Effective 1.47 0.202  

Q5. Order Accuracy 1.46 0.249  

Q6. Connect Easily 1.71 0.214  

Q7. Inform Adequately 1.78 0.180  

Q8. Notify Timely 1.82 0.231  

Q9. Book Correctly 1.79 0.143  

Q10. Charging Correctly 1.70 0.232  

Q11. Departure Needs 1.98 0.269  

Q12. Destination Needs 2.10 0.257  

Q13. Logistic & Discharge Needs 2.22 0.284  

Q14. Storage Needs 2.18 0.190  

Q15. Service Performance of Sales & CSS 1.57 0.459  

Q16. Sales Educated Level 1.66 0.256  

Q17. CSS Educated Level 1.54 0.285  

Table 4.21: Mean and standardized weight of dominant indicators (observable indicators) 
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Recessive index Weight 

SEQ 0.173  

OP 0.292  

SL 0.181  

STQ 0.354  

Table 4.22: Standardized weight of recessive index (non-direct observations) 

Customer Satisfaction Calculation 

Survey shows that observations’ mean value of customer satisfaction from 

questionnaire corresponding were 1.48, 1.39, 1.34, which have the standardized 

weights are 0.353, 0.328, 0.319. According to CSI indicators constructed formula, 

ACL Customer Satisfaction Index can be calculated as follow:  

1

( )

1.48 0.353 1.39 0.328 1.34 0.319

1.406

k

i i

i

CSI w E y




     





 

Other index score is shown in Table 4.22: 

 

Recessive 

index 

Weight 

Score 

Dominant index Mean value 

Service Quality 

(SEQ) 
1.466 

Q1. Customer-Oriented 1.45 

Q2. Promise Keeping 1.53 

Q3. Customer Care 1.43 

Q4. Cost-Effective 1.47 

Q5. Order Accuracy 1.46 

Order Process 

(OP) 
1.757 

Q6. Connect Easily 1.71 

Q7. Inform Adequately 1.78 

Q8. Notify Timely 1.82 

Q9. Book Correctly 1.79 

Q10. Charging Correctly 1.70 

Storage & 

Logistics (SL) 
2.117 

Q11. Departure Needs 1.98 

Q12. Destination Needs 2.10 

Q13. Logistic & Discharge Needs 2.22 

Q14. Storage Needs 2.18 

Staff Quality 

(STQ) 
1.584 

Q15. Service Performance of Sales & CSS 1.57 

Q16. Sales Educated Level 1.66 

Q17. CSS Educated Level 1.54 

Table 4.23: Recessive and Dominant index score index 

Priority improved direction 
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In summary, this research priority improvement includes Service Quality (SEQ), 

Order Process (OP), Storage & Logistics (SL), Staff Quality (STQ). from the view of 

customer satisfaction’s mean, Staff Quality (STQ) urgent need to be improved.  

 

Figure 4.9: Priority improved direction of Recessive index 

1) Service Quality (SEQ) 

Aiming at Service Quality (SEQ), Q5. Order Accuracy and Q3. Customer Care is the 

main factors. From the current situation, Q3. Customer Care, Q4. Cost-Effective and 

Q5. Order Accuracy urgent need to be improved.  

 

Figure 4.10: Priority improved direction of SEQ 
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2) Order Process (OP) 

Aiming at Order Process (OP), Q8. Notify Timely and Q10. Charging Correctly are 

the main factors. From the current situation, Q6. Connect Easily and Q10. Charging 

Correctly urgent need to be improved.  

 

Figure 4.11: Priority improved direction of OP 

3) Storage & Logistics (SL) 

Aiming at Storage & Logistics (SL), Q11. Departure Needs and Q13. Logistic & 

Discharge Needs are the main factors. From the current situation, Q11. Departure 

Needs and Q12. Destination Needs urgent need to be improved. 
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Figure 4.12: Priority improved direction of SL 

4) Staff Quality (STQ) 

Aiming at Staff Quality (STQ), Q15. Service Performance of Sales & CSS is the main 

factor. From the current situation, Q15. Service Performance of Sales & CSS and Q17. 

CSS Educated Level urgent need to be improved. 

 

Figure 4.13: Priority improved direction of STQ 

 

Summary 

Combined with the results of earlier studies, this chapter did empirical research by 

ACL evaluation of customer satisfaction evaluation model. Through customer 

satisfaction surveys, this paper obtained satisfaction evaluation data. The statistical 

software SPSS 23.0 is used in this paper, reliability analysis proved that the 

evaluation system and questionnaire design for customer satisfaction survey of this 

study is reasonable. Then AMOS 20.0 software can be used to analyze the 

standardized weights of indicators. Based on this research, this chapter calculated 

satisfaction index of customization with the formula obtained. Finally, we point out 

the deficiencies of ACL, indicating the direction needs to be improved. The final 

results obtained are summarized as follows:  

The customer evaluation of ACL is relatively high. 

From the overall satisfaction point of view, in this research, the final satisfaction score 

of ACL is 1.406 points, indicating that the high level of satisfaction in the minds of 
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customers.  

1) The factor of Storage & Logistics (SL) has the highest customer satisfaction, but 

Staff Quality (STQ) is the factor most needed to be improved. 

From the point of specific factors of satisfaction, Order Process (OP), Staff Quality 

(STQ) are the most important factors to the evaluation to the customer satisfaction, 

their weights are 0.292 and 0.354. But the current situation of these two factors is not 

in line with the requirements. It shows ACL needs to enhance the Order Process (OP), 

Staff Quality (STQ) in better customized service to improve customer satisfaction in 

the future. 

Based on the current analysis of Order Process (OP) and Staff Quality (STQ), in the 

dominant index, Q6. Connect Easily, Q10. Charging Correctly, Q15. Service 

Performance of Sales & CSS and Q17. CSS Educated Level are the most important 

factors which impact customer satisfaction. 
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5. Analysis 

5.1 Customized Service Support 

Pine (1993) pointed out the advantage that customers could make to order from the 

system, select their customized product, this customization could assist the company 

in providing customers with large-scale appropriate to their needs and also to obtain 

substantial economies of scale products, also Barsky (2003) stated that the 

performance of the delivery process could result the confidence of customers to the 

company, thus, from the interview of the background of ACL, we found that this 

company introduced the first computerized intermodal transport system "Route Code" 

to the customers, “a door-to-door service that continuously updates through-transport 

tariffs for repeat shipments, this is a key factor that provides added value to the 

customers if it is done in the right way-ACL needs to take action in this matter 

immediately and work more proactive and strategically towards their customers. 

These above advantages could be key elements of the success of ACL, it could be 

related to the theories about the customized service (Pine, 1993; Barsky, 2003). 

Moreover, Womack (1990) and Pine (1993) claimed that for the sake of customize 

their products, with the help of technological developments enterprises could achieve 

the customization, however, according to the research of Valenzuela and Dhar (2009) 

that the customers sometimes could not catch up with the update of the system 

because they could not right define their preferences due to the insufficient knowledge, 

the consequence is the customers could not choose entirely satisfying products, also 

Iyengar and Lepper (2000) stated that mass confusion of mass customization: 

information overload and increasing product variety and unchanged consumer 

expertise combined can produce frustration, may make any customization efforts 

worthless. Comparing with other competitors, we found that ACL tried to customized 

their system which could be better matched the requirements of the customers, 

meanwhile, customer could also contact the specialist staff for the particular 

requirements or issues, by contrast, others large companies only use the online 

web-site support on these with standard solution. Therefore it could be of importance 

for the organizations to develop clear and explicit customization strategy. 

5.2 Customer Satisfaction and Loyalty 

Customer satisfaction is the sense that customers get when they experience service 

that fulfills or surpasses their expectation, in marketing or service, it is defined as a 

fulfillment with the product or service of a company, and this is a global standard of 

evaluation (Dwyer and Oh, 1987). In particular, customer satisfaction positively 

influences the continuing relationship between the customer and company 

(Szymanski and Henard, 2001). With the process of development of ACL, we found 
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that ACL is always focus on the Customer-Oriented, to achieve the goal, ACL make 

efforts on service quality, staff training and provide added value as customized 

services, and from the overall review when summarizing the results from the last 

chapter is that the customers are rating ACL very high as a shipping company. 

Customers feel that ACL is customer-oriented, keeps their promises and takes care of 

their customers. In other words, they are satisfied with ACL as a supplier and a 

shipping partner. 

According to Zeithaml, Berry and Parasuraman (1993) customer loyalty is the 

willingness of a customer to stay with the current service provider. Customer’s point 

of view about value acknowledgement from service provider may motivate them to 

patronize the provider again (Vargo and Lusch, 2004). With the growing competition, 

it is important to quick identify the target customers in the first step, and thorough   

this, organizations could gain knowledge regarding their customers, from the 

information we collected, the customer group which ACL is servicing is customized 

sensitive, it means ACL should provide added value to the customers if it is done in 

the right way-ACL needs to take action in this matter immediately and work more 

proactive and strategically towards their customers. From a marketer’s perspective, 

customizing could make the company know more about their customers. From a 

customer’s perspective, customized content represents the convenience of highly 

relevant information and applicability. Therefore, increasing the usefulness of 

recommendations to customer satisfaction is expected to help SMEs build better 

relationships with their customers, and offering customized recommendations may 

turn out to be one of the most important areas of differentiation (Nikolaeva and 

Sriram, 2006). 

The competition in the shipping industry is fierce and will not get easier in the future. 

To be ready ACL has to take some action and be proactive in some key issues so they 

can go into the future with a great deal of confidence. Refer to the research results, we 

mentioned the following on customized services and customer satisfaction which 

should be noticed by the SMEs in the shipping industry. 

However, what is obviously showing in the survey is that customers clearly have a 

strong response for customization. According to the results of hypothesis analysis, 

quality of service, order process, logistics and staff quality, all of them have a great 

positive impact on customer satisfaction. At the same time, we have direct evidence of 

the hypothesis "customized services have a positive impact on customer satisfaction".  

In path analysis, we obtain the results; different customized service measures have the 

different strength of impact to customer satisfaction. The results remind that the 

storage and logistics has the highest customer satisfaction, while the Staff Quality is 

the factor most needs to be improved. Then we will do further analysis on the few 

weak items in terms of the implementation of customized services in ACL. 

Because there are differences between the customers, so they tend to choose products 

and services which could meet more their specific needs. As predicted, results of five 
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hypotheses shows that customized services can indeed significant positive impact 

customer satisfaction. In the qualitative analysis, we know that the ACL are using 

customized tools in positioning and marketing aspects of the business, and more for 

small and individual customers - this group obviously has a higher customization 

services satisfactory sensitivity. Besides, ACL's successful market position inspired 

we believe that customization is a shortcut to improve customer satisfaction.  

5.3 Recommendations of customized operating  

What we can see from our survey is that the customers arc overall satisfied with how 

ACL is acting in the shipping industry. We have tried to take into consideration 

several aspects, such as the reliability of the survey, if the customer base is enough, 

what has not been said, what is actually said and what we may have missed.  

Regardless, several of our thoughts have come up that have led to our conclusions and 

recommendations which ACL or other shipping company can adopt to ensure that 

they are more prepared for the future by using performant customized marketing 

strategy. Below are our recommendations based on our own thoughts, in no particular 

order: 

Customer Day 

A big customers' event where ACL meets all customers simultaneously, regardless of 

the size of the clients' company and give all their customers the same information. 

This can apply to the new vessels, new documentations, new routines, view statistics 

of Ro/Ro and Lo/Lo flow and demonstrate how ACL works with safety around 

dangerous goods. This could create a stronger community towards ACL's customers 

where all the customers feel equally important and well taken care of. This in turn, 

can lead to more satisfied customers who can better consider a closer cooperation. 

ACL should also, beside the customer day, invest in more personal customer meetings 

between the sellers and clients. 

Information  

Today, customers feel that the information now is not working properly. They are now 

getting their information through a "Newsletter". This "Newsletter'' does not come out 

at fixed times or days, but when the need arises.  Unfortunately, customers are 

experiencing that when the "Newsletter" comes, it is 1oo late. Customers also want to 

have a specific contact at ACL when it comes to who actually deal with customers' 

issues. Therefore, ACL should review the way they communicate with their clients in 

order to clarify who the customers should contact in each issue. Our conclusion about 

this is that ACL have to take this seriously and begin to add information such as more 

specified and personal deviation reports to each customer. In that way each and every 

one of their customers will feel unique and appreciated and perceive that they get the 

service they deserve. ACL must begin with direct e-mail to their customers where 
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everyone gets the message simultaneously when a deviation has occurred or other 

necessary information needs 1o be communicated. ACL should arrange with a 

customer contact list which two people at ACL are responsible for. After this, ACL 

has to ensure that all e-mail addresses, phone numbers and contacts 1o the customers 

are correct in the system. Once this is complete, ACL can send out their deviation 

report to all customers through this system, which means that the right person gets 

this in their inbox directly instead of waiting for the “Newsletter". This task should be 

quite easy to manage and to implement with limited resources. 

Education 

To ensure that all staff at ACL has the proper training and knowledge to do their job 

well every day. ACL should ensure that they train their staff on a regular basis so that 

their knowhow is always the best in the industry. This will eventually provide a 

benefit for ACL against their competitors as the staff will be well-educated and 

trained which the customers will appreciate. It will also provide a security for ACL in 

their work as well as for ACL's customer. This affects everyone in the company, from 

the top with the CEO down to the single employee.  

Scorecard 

ACL should implement common loot that measures the same thing in all parts of its 

business and towards their customers. One way 1o do this is with a scorecard. A good 

scorecard documents a strategic logic which means that the cause and effect on the 

relationships between current activities and long-term success are monitored. When 

companies progressively more depend on their intangible assets, scorecards are 

becoming an essential tool for management control. (Olive and Sjöstrand, 2006). A 

scorecard will ensure that the Field Sales Staff is provided with the same tool, 

knowledge and attitude towards ACL's customers (Kaplan and Norton, 1996). It will 

also give ACL security regarding the service they will provide and what their 

customers expect to receive concerning the service and treatment from ACL's Field 

Sales Staff. This tool can and should also be implemented to the rest of the 

organization at ACL. One important thing when developing a Scorecard is that you do 

not have too many Key Performance Indicators (KPI). To measure the right things, 

they must be few in number. a recommended number is four (Fridelius, 2011). The 

four KPIs can differ between the departments. The key is to tie it together so it 

ultimately provides a total measurable result which ACL can work with. A KPI is 

designed to provide a snapshot of your business in relation to the goals for your 

company. Based on the KPI, the CFO should be able to see exactly how the business 

is in comparison to pre-defined criteria such as historical data, targets or competitors 

"business". 

Key Account Management (KAM) 



Customized Marketing – An Approach for SMEs to improve Customer Satisfaction                        May 20, 2016 

61 
 

ACL should really embrace implementing KAM towards their main customers. 

"KAM is not something we do for or against the customers, it is something we do 

with the customers. The biggest single motivating factor for developing key customer 

strategies is that the customer is looking for new ways to work more closely with their 

key suppliers"(Cheverton, 2012)."KAM should be the way towards a profitable key 

supplier status"(Cheverton, 2012). To come up with solutions for your customers even 

before the customers themselves know about their own needs, is to use KAM to its 

fullest potential. To know the customer better than the customer knows himself is 

KAM's Holy Grail (Cheverton, 2012). In other words, "Key Account Management is 

all about controlling the future"(Cheverton, 2012). Another key issue is that working 

with KAM takes a lot of time, it requires that sellers have the time and resources to 

put into this kind of task. Therefore, ACL should revise its staff so that resources are 

available to implement this within the coming future.  

Regarding how ACL can implement the work of KAM our proposal is that the Field 

Sales Staff will take care of the 10 largest clients each. Customers who account for 

80-90% of total volume or value, how it is formed must ACL look into. The 

remaining customers should Customer Service Support take care of. All employees 

who work at the Customer Service Support should be responsible for xx number of 

customers. With this change the smaller customers will feel that they have got their 

own contacts that take care of their business with ACL. In the long run, will the 

customers also have personal meetings with their contact at Customer Support Service 

at ACL.  
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This chapter concludes and presents the answers to the research question of the study. 

After summarizing the propositions and outlining the accepted theories, implications 

for firms are provided. Finally, the limitations of this study are described and 

complemented by suggestions for future research. 

6. Conclusion 

6.1.  Discussion on research question 

The research question designed for this study is: 

How does customized marketing act on the improvement of customer satisfaction 

for SMEs? 

Based on our purpose of this study: 

To investigate how SMEs use customized marketing to improve customer 

satisfaction. 

According to our study, it is significant to notice that customization creates positive 

impact towards the service evaluation dimensions like service quality and customer 

satisfaction. Customization also creates direct positive impact towards customer 

outcomes like loyalty and recommendation. Furthermore, we found that the factors 

customers valued most are the customization of order process and customer service 

personnel quality. This study suggest that sales and service SMEs like ACL, should 

continuously focus on service customizing during happening of ales to ensure 

customers specific needs are met. Interesting this study identified that service 

customization creates higher direct impact than indirect impact towards Service 

quality, Customer Satisfaction, Customer Loyalty and Recommendation. 

Customization is the most promising way of differentiating from competitors. 

The actual findings demonstrate that customization is quite beneficial to SMEs in the 

shipping industry to establish long-term relationships with the customers in their 

target market, which play a fundamental actively role for the stability and 

development of shipping SMEs. 

6.2. Theoretical implications 

This paper contributes to the existing literature by exploring the correlation and 

connection between customized marketing and customer satisfaction of SMEs in the 
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shipping industry. Shipping customized marketing was found to be a five-dimensional 

construct consisting of items related to service quality, order process, storage and 

logistics management, staff quality and total satisfaction. Theories stating that service 

quality positively influence SMEs’ customer satisfaction (Wind and Rangaswamy 

2001; Santouridis and Trivellas 2010; Nasrin Danesh, Ahmadi Nasab and Choon Ling 

2012). This study further verified that delivering a customized marketing has a 

significant positive impact on customer satisfaction, followed by the specific 

requirements from customers, which makes the SMEs are able to grasp the customers 

in niche market firmly. In addition, for SMEs in a niche market, this research also 

illustrates the importance of managing customized marketing from an all-around 

approach and not by simply focusing on the physical resources which are seemed like 

the main factor to obtain the competitive advantage in the shipping industry.  

6.3.  Managerial implications 

Meaningful implications for shipping firms’ managers are also derived from the 

findings of this study. First, these managers could understand the dimensions and 

aspects of shipping service quality that customers (e.g., customer-oriented, logistics 

and storages, processes, staff) appreciate and request through our study of the 

Customized-Customer Satisfaction (CCS) model, managers of SMEs may use this 

understanding to develop a standard measurement to measure customer satisfaction. 

For long-term orientation, applying the CCS model could facilitate a comparison and 

benchmarking between shipping firms and enhance their service quality performance. 

Second, because this study confirmed that customized marketing and service quality 

has a significant positive impact on customer satisfaction, shipping managers should 

invest in the quality of their services and customization for their customer because 

doing so is critical to retaining existing customers and to attract potential customers  

(Szymanski and Henard, 2001; Nurcahyo, 2016).  

On the other hand, the managerial implications of this study are that suppliers can 

enhance the level of value co-creation (interaction between customer and firms) in 

their relationship with their customers by engaging in facilitating behaviors only when 

the customer desires a relationship characterized by value co-creation. Since these 

behaviors are costly and require investments, it is necessary that the supplier segments 

its customer base and decide which customers to invest in at which levels.  In the 

present case, the supplier appears to be investing an appropriate amount of resources 

in total and can bring its portfolio of relationships closer to an equilibrium state by 

reallocating resources. It can be hypothesized that in other cases more or fewer 

resources might be needed to bring the portfolio into an equilibrium state (Prahalad 

and Ramaswamy, 2004; Thomke and von Hippel, 2002). 

Another important managerial implication is the need for suppliers to manage a 

portfolio of customer relationships. Some relationships will and ought to remain 
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transactional and require attention to quality products and services narrowly defined. 

Others will require a cooperative model of interaction. In all cases, the resources 

invested will need to be matched with the needs and wants of each specific customer  

(Ibid). 

6.4.  Limitations 

Firstly, one of the advantages of this study was that the setting was that of a single 

company. Many moderating and mediating factors that would complicate a 

multi-company study are held constant by the single company setting. However, this 

advantage becomes a limitation when considering the generalizability of the findings. 

Also, there is a lack of horizontal comparison, so there are some hidden factors related 

to the nature of the subject itself such as the difference of organizational structure, 

personal leadership qualities and other uncertainties. Future research needs to be 

performed in other settings as well as in multi-company samples to draw inferences 

about the generalizability of the models and findings. 

Secondly, geographically, the shipping industry is born global industry, its range of 

industries around all the coastal countries of the world, the performance of 

customization and services might be differences in different geographical locations, 

and we are targeting only a Swedish company – ACL. 

Thirdly, the samples of our survey, we only surveyed 125 respondents, a limited 

number of samples might lead to our study is not strict enough and the data quality is 

not high. 

Fourthly, the research approaches, although the data support, the reliability and 

validity have reached the basic requirements for our follow-up study, but there are few 

assumptions used in our questionnaire, so we still need further verification findings 

for future research. 

Finally, due to the non-native expression, limited by the authors’ abilities to finding 

appropriate expression on our findings and ideas, so it needs to be improved in 

accuracy and fluency. 

6.5.  Suggestions for Future Research 

Firstly, although the current research questionnaire was focused on customer 

satisfaction and customization, it could be modified for other sectors in the shipping 

industry even for different industries for future research.  

Secondly, this study was only conducted at the preliminary level of probing into the 

relevance between customization and customer satisfaction, and the customization 

seemed like a single construct. Hence, future research which examines the influence 
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of other points, such as the differences between different regions and different 

requirements on customization in the shipping industry, even in different industries. 

Last but not least, future research should adopt a larger sample size so that further 

tests on the relationship between customization and customer satisfaction can be 

conducted on various respondents’ groups. 
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Appendix 1 – Questionnaire for Customer Satisfaction Survey 

Customer Satisfaction Survey - 2016 

 

Company:                                ID:                                     

Telephone return on _/_ 2016 

1. ACL is customer-oriented  

☐ Very satisfied 

☐ Satisfied 

☐ Neither satisfied nor dissatisfied 

☐ Dissatisfied or very dissatisfied 

 

2. ACL keeps their promises 

☐ Very satisfied 

☐ Satisfied 

☐ Neither satisfied nor dissatisfied 

☐ Dissatisfied or very dissatisfied 

 

3. As a customer to ACL, do you feel your service needs are well taken care 

of 

☐ Very satisfied 

☐ Satisfied 

☐ Neither satisfied nor dissatisfied 

☐ Dissatisfied or very dissatisfied 

 

4. ACL’s quotations are accurate and competitive 

☐ Very satisfied 

☐ Satisfied 

☐ Neither satisfied nor dissatisfied 

☐ Dissatisfied or very dissatisfied 

 

5. ACL’s booking confirmations are correct and well specified 
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☐ Very satisfied 

☐ Satisfied 

☐ Neither satisfied nor dissatisfied 

☐ Dissatisfied or very dissatisfied 

 

6. You may rapidly get in contact with the appropriate person or 

department at ACL 

☐ Very satisfied 

☐ Satisfied 

☐ Neither satisfied nor dissatisfied 

☐ Dissatisfied or very dissatisfied 

 

7. You get adequate information provided by ACL 

☐ Very satisfied 

☐ Satisfied 

☐ Neither satisfied nor dissatisfied 

☐ Dissatisfied or very dissatisfied 

 

8. ACL informs you promptly when there are shipping delays 

☐ Very satisfied 

☐ Satisfied 

☐ Neither satisfied nor dissatisfied 

☐ Dissatisfied or very dissatisfied 

 

9. ACL’s bill of ladings/date freight receipts is correct and well specified 

☐ Very satisfied 

☐ Satisfied 

☐ Neither satisfied nor dissatisfied 

☐ Dissatisfied or very dissatisfied 

 

10. ACL’s invoices are accurate and well specified 

☐ Very satisfied 

☐ Satisfied 

☐ Neither satisfied nor dissatisfied 

☐ Dissatisfied or very dissatisfied 

 

 

11. The number of departures ACL provides cover your needs 

☐ Very satisfied 
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☐ Satisfied 

☐ Neither satisfied nor dissatisfied 

☐ Dissatisfied or very dissatisfied 

 

12. The destinations ACL provides to North America cover your needs 

☐ Very satisfied 

☐ Satisfied 

☐ Neither satisfied nor dissatisfied 

☐ Dissatisfied or very dissatisfied 

 

13. The logistics and loading/unloading ACL provides to cover your needs 

☐ Very satisfied 

☐ Satisfied 

☐ Neither satisfied nor dissatisfied 

☐ Dissatisfied or very dissatisfied 

 

14. The storage and retention ACL provides to cover your needs 

☐ Very satisfied 

☐ Satisfied 

☐ Neither satisfied nor dissatisfied 

☐ Dissatisfied or very dissatisfied 

 

15. The field sales staff and customer service staff provide good personal 

service and customer treatment 

☐ Very satisfied 

☐ Satisfied 

☐ Neither satisfied nor dissatisfied 

☐ Dissatisfied or very dissatisfied 

 

16. The field sales staff is well-educated and competent 

☐ Very satisfied 

☐ Satisfied 

☐ Neither satisfied nor dissatisfied 

☐ Dissatisfied or very dissatisfied 

 

17. The customer service staff are well-educated and competent 

☐ Very satisfied 

☐ Satisfied 

☐ Neither satisfied nor dissatisfied 
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☐ Dissatisfied or very dissatisfied 

 

18. How satisfied are you overall with ACL as a partner and provider? 

☐ Very satisfied 

☐ Satisfied 

☐ Neither satisfied nor dissatisfied 

☐ Dissatisfied or very dissatisfied 

 

19. To what extent would you see yourself recommending ACL to a colleague? 

☐ Very satisfied 

☐ Satisfied 

☐ Neither satisfied nor dissatisfied 

☐ Dissatisfied or very dissatisfied 

 

20. You will continue consider ACL as your major maritime partner. 

☐ Very satisfied 

☐ Satisfied 

☐ Neither satisfied nor dissatisfied 

☐ Dissatisfied or very dissatisfied 

 

Signature: ______________________ 

Date:  ______________________ 
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Appendix 2 – Description of respondents 

 

 

 

 

Customer ID Company Size

The number of e-mails for business

consulting and progress inquiry in

2015

Shipment volumes for import

and export in 2015

Merchant or Door-

delivery service

Needs customs

clearance

101004748 Large 176 158 merchant no

900101249334 Large 126 368 merchant no

201177905 Large 242 180 merchant no

11262049717 Large 141 206 merchant no

1654509676 Large 340 291 merchant no

11887979547 Large 315 206 merchant no

911292139736 Medium 285 320 merchant no

101003245 Medium 812 286 merchant no

11508577653 Medium 380 117 door-delivery yes

201252600 Medium 211 83 door-delivery no

11869455090 Medium 339 388 merchant no

1641276936 Medium 290 194 merchant no

11877597201 Medium 713 226 door-delivery yes

11533027463 Medium 392 336 door-delivery no

1566565627 Medium 221 22 door-delivery no

11803307368 Medium 253 373 merchant no

11864883333 Medium 1550 176 merchant no

902001373603 Medium 772 203 merchant no

100946886 Medium 255 197 door-delivery yes

1784930957 Medium 2434 133 door-delivery yes

100997399 Small 300 49 merchant no

11243138858 Small 1365 35 merchant no

900101000141 Small 1649 129 merchant no

101226646 Small 326 100 door-delivery no

900100994996 Small 358 43 merchant no

101005122 Small 264 40 merchant no

1648769367 Small 527 37 door-delivery yes

101092949 Small 425 86 door-delivery yes

101004854 Small 309 62 merchant no

101004052 Small 312 67 merchant no

11693652455 Small 246 62 door-delivery no

1598035119 Small 660 30 merchant no

11850902797 Small 537 70 merchant no

11874742769 Small 342 134 door-delivery yes

901001718763 Small 193 76 merchant no

900101003447 Small 229 59 merchant no

101003522 Small 518 23 merchant no

11384164384 Small 335 95 merchant no

1371833342 Small 477 79 merchant no

901420751999 Small 280 109 door-delivery yes

100949906 Small 437 54 merchant no

11290402620 Small 480 143 merchant no

901001778634 Small 291 106 door-delivery yes

1555352805 Small 235 31 door-delivery no

11640539561 Small 663 65 merchant no

2001378381 Small 324 76 door-delivery yes

901001627541 Small 337 48 door-delivery yes

900101004462 Small 296 42 door-delivery no

901636771650 Small 389 66 merchant no

201296934 Small 336 49 merchant no

900100999853 Small 414 83 door-delivery no

100997755 Small 624 49 door-delivery yes

11865388226 Small 309 33 door-delivery yes

11387843945 Small 302 30 door-delivery yes

201294762 Small 333 29 merchant no

101327485 Small 470 88 door-delivery yes

101004578 Small 349 42 merchant no

901735967347 Small 216 64 door-delivery no

11877687435 Small 498 50 door-delivery no
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Customer ID Company Size

The number of e-mails for business

consulting and progress inquiry in

2015

Shipment volumes for import

and export in 2015

Merchant or Door-

delivery service

Needs customs

clearance

900100995062 Small 355 47 merchant no

11890193585 Small 282 84 merchant no

11856029199 Small 479 34 door-delivery yes

900201175272 Small 309 37 door-delivery no

101257903 Small 362 42 door-delivery yes

900101000914 Small 836 47 merchant no

11786715743 Small 311 29 door-delivery yes

11811907601 Small 286 39 door-delivery yes

11139764699 Small 321 38 door-delivery no

11889106580 Small 285 139 merchant no

911314482350 Small 277 65 door-delivery no

901498761862 Small 847 43 door-delivery yes

2001398282 Small 489 59 merchant no

201282315 Small 475 25 merchant no

101266240 Small 276 36 door-delivery no

900201351492 Small 433 37 merchant no

900101004505 Small 314 64 merchant no

101003105 Small 784 86 merchant no

901001599270 Small 416 71 door-delivery no

11886457534 Small 507 125 door-delivery no

1648473994 Small 481 32 door-delivery no

100998856 Small 383 76 merchant no

100996529 Small 288 125 merchant no

900101004568 Small 272 44 door-delivery yes

11865994315 Small 360 75 merchant no

11890189145 Small 295 39 merchant no

911420535618 Small 321 45 door-delivery no

1359756320 Small 696 63 merchant no

900100948385 Small 283 34 door-delivery no

11757924764 Small 261 69 merchant no

902001488495 Small 329 43 door-delivery yes

11876354590 Small 256 63 merchant no

900101005132 Small 520 41 merchant no

1474647404 Small 389 12 door-delivery no

900101004905 Small 2159 91 merchant no

11828070495 Small 168 108 door-delivery no

11663417154 Small 185 15 door-delivery no

101004864 Small 2086 99 door-delivery yes

11425659236 Small 292 58 door-delivery no

900201278472 Small 307 61 door-delivery no

1673007702 Small 102 55 door-delivery no

2001440563 Small 335 83 merchant no

11879529773 Small 126 22 door-delivery yes

1001658876 Small 171 74 door-delivery yes

11764912877 Individual 491 30 merchant no

11892566954 Individual 203 15 door-delivery yes

900101004160 Individual 199 27 door-delivery no

101002195 Individual 299 43 door-delivery no

100999736 Individual 275 26 door-delivery yes

1336374087 Individual 159 42 merchant no

11869026657 Individual 330 51 door-delivery yes

11825220410 Individual 318 35 door-delivery no

900101002298 Individual 304 22 merchant no

101004768 Individual 354 23 door-delivery no

11877552251 Individual 1792 90 door-delivery yes

2001466101 Individual 512 66 merchant no

902142854090 Individual 489 58 door-delivery no

11571176977 Individual 455 87 door-delivery no

1651777112 Individual 333 12 door-delivery no

11498865176 Individual 163 57 merchant no

11875240875 Individual 140 37 merchant no

2001527880 Individual 350 14 door-delivery no

900101002470 Individual 285 11 door-delivery no

900100995537 Individual 402 26 door-delivery yes

11874299895 Individual 535 108 merchant no

11764916545 Individual 296 124 door-delivery no
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Appendix 3 – Conversation Content of Telephone Interview 

Make calls in accordance with the time that respondents fill in the questionnaires.  

Conversation roughly as follows: 

Kund service: Hej, detta är XXX från ACL, Göteborg.  

…… 

Vi har mottagit er feedback av enkäten. Tack så mycket för ert vänliga 

stöd. 

...... 

Enligt vår feedback på enkäten inser vi att ni inte är helt nöjda med 

XXX. Skulle du kunna berätta, vad du vill att vi ska förbättra? Och hur 

vill du att vi ska ge bättre service?  

...... 

Tack så mycket. Era förslag kommer vi att behålla omsorgsfullt och 

göra vårt bästa för att förbättra vår service. Ifall det finns några 

problem eller förslag som ni vill prata om, vänligen ring oss helt 

gratis.Vi uppskattar verkligen ert konsekventa stöd. Ha en bra dag! 

 

Translation: 

 

Customer Service: Hello, this is XXX from ACL, Gothenburg. 

…… 

We have received your feedback of the questionnaire. Thank you 

so much for your kind support. 

…… 

According our feedback on the questionnaire, we realize that you 

are not quite satisfied with XXX. Could you please remind what 

you want us to improve? And how do you want us to provide 

better service? 

…… 

Thank you so much. We will keep your suggestion carefully and 

try our best to improve our service. If any problem or suggestion 

you want to talk to us, please call us for free. We really appreciate 

all your consistent support. Have a good day! 

 

 

Atlantic Container Line AB 

Gothenburg 
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