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Abstract

The general purpose of this study was to evaluate the
perceptions of TAC Base Supply major customers. The
research had five major objectives: 1) identify the service
criteria important to the méjor customers of TAC Base
Supply; 2) identify their perceptions of Base Supply
performance; 3) measure the range of variation between
customer segments; 4) identify opportunities available to
Base Supply for improving customer satisfaction; and 5)
provide a benchmark for future evaluations of Base Supply

customer satisfaction.

The research methodology developed to meet the research

objectives was based on that used by the leading experts in

the field of customer service.

The research identified a total of 20 criteria rated as

very important to TAC supply major customers. In addition,
the findings suggested that the majority of major customers
perceived significant shortfalls in Base Supply support.
The identification of important criteria and the evaluation
of perceptions of performance highlighted the opportunities
available to TAC Base Supply for improving customer service
satisfaction of its major customer base.
This study provided additional evidence of the

importance of customer service, and it provided a benchmark

for evaluating Base Supply customer satisfaction.
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CUSTOMER SERVICE ANALYSIS OF TACTICAL AIR COMMAND

BASE LEVEL SUPPLY SUPPORT

I. Introduction

During the last 10-15 years, the emphasis firms in the
private sector have placed on customer service and customer
satisfaction has been steadily increasing. According tJ
customer service experts, two developments have fueled this
emphasis: a growing awareness of the imrortance of personal
service ir the emerging service economy, and increasing
competition for market share (1:50). 1In a giobal market
environment, it has become increasingly difficult for
companies to achieve product differentiation. Many
compaﬁies offer the same product, and often for the same
price. Consequently, competing solely on the basis of
product or price is insufficient. The principal determinant

of success has become excellence in customer service (7:24).

Customer Service Defined

Leading experts agree the meaning of customer service
is subject to wide interpretstion (29:113). Some companies
define customer service in terms of performance standards, a
philosophy, an attitude, or a process that took place
between the supplier and the customer. 1In addition, it is
not unlikely for suppliers and their customers to have a

very different opinion of what customer service is. Keeping
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that in mind, La Londe and Zinszer defined customer service
as "a customer oriented corporate philosophy which
integrates and manages all of the elements of the customer
interface within a predetermined optimum cost service mix:
(16:iv). Stock and Lambert defined it as "the measure of
how well the logistics system is performing in creating time
and place utility for a product, including postsale support”
(29:113). These two definitions are deemed appropriate for
Base Supply and the military environment in which it
operates. A customer oriented philosophy is indeed highly
desirable, if not necessary, in an organization whose
responsibility it is to support customers with great
diversity of military missions. But measuring how well Base
Supply is performing in creating time and place utility for
items that could ultimately determine the readiness of a
fighting wing or a bomb wing is nothing less than

imperative.

General Issue

Even though the importance of customer service has been
clearly established in recent years, many managers still do
not know just how : tisfied or unsatisfied their customers
are because they do not actively seek their feedback. 1If
companies receive only a few and sporadic complaints, they
may wrongfully assume all is well on the customer service
front. But surveys have shown customers often do not bother

to complain. A survey conducted in 1988 by The Technical




Assistance Research Program, a Washington, DC consulting
agency, revealed that even though a dissatisfied customer
did not file a complaint, he told his story to at least 10
people. On the other hand, a happy customer told his story
to at least five people (11:38). 1In a survey conducted by
the Forum Corporation of 2,374 customers from 14

organizations more than 40 percent listed poor service as

the number-one reason for switching to the competition.
Only 8 percent listed price (3:25). Additionally, results
of a 1988 Gallup Survey on consumer issues, conducted for
the American Society for Quality Control, demonstrated that
the majority of consumers equated high quality service with

courtesy, promptness, and the perception that their needs

are being satisfied. Price was infrequently mentioned

(13:33-34).

The companies committed to superior customer service,
however, routinely survey their customers to determine what
they want and expect, and set customer service levels
accordingly. Examples of companies that have achieved
resounding success in customer satisfaction were: IBM,
Hewlett-Packard, Disney, McDonald's, and Frito-Lay. These
companies put into practice what Peters and Waterman
identify as the key factors to customer satisfaction in
their book "In Search for Excellence': get close to the
customer, and instill an obsessive concern for customer

service into the corporate culture (23:14).




As a result of this growing concern with customer
satisfaction, consulting firms specializing in customer
service training programs have begun to emerge across the
country. At the time of this writing, some of these firms
conducted only in-house training while others also held open
sessions. Examples of thesé were: Better than Money
Corporation in Bloomington, MN; Career Development Seminars
and Keye Productivity Center in Kansas City, MO; Kaset, Inc.
in Tampa, FL; Education Technology Consortium in Waltham,
MA; and Zenger-Miller in Cupertino, CA (1:50).

At the heart of the customer satisfaction issue,
however, is the level of inventory a compan. is willing to
carry to protect itself against stockouts (29:397). After
all, any additional services a company provides would be
insufficient if customers cannot obtain the item they needed
when they needed it. But protection against stockouts
results in increased inventory carrying costs because the
higher the percentage of customer demands satisfied, the
greater the level of inventory that was needed to provide
that satisfaction. Hence, companies were faced with the
formidable challenge of finding the optimum tradeoff between
service and costs.

Like companies in the private sector, Base Supply seeks
to satisfy its customers by maintaining a level of inventory
that will satisfy customer demands while minimizing
inventory costs. To this end, a safety or buffer stock is

held in Base Supply warehouses. Safety stock is inventory




held in excess of replenishment stock to cover for short-
range variations in demand and leadtime, also referred to as
order and shipping time (29:400).

The current method used by Base Supply to determine the
optimum level of safety stock is based on a C factor. The C
factor "is a multiplier of the safety level and is used to
set the percent of time materiel should be on hand to
support a customer during a replenishment order"” (2:4).
Specifically, it represents the number of standard
deviations of leadtime demand that will be available to
support customers during the reorder cycle. Per AFM 67-1,
Volume II, Part Two, a standard deviation of one is used to
compute safety levels in Base Supply. However, exceptions
to this rule may be authorized by HQ USAF/LEYS (6:19-24).

KR statistical rule of thumb, which can be applied to a
demand distribution that is approximately normal, is useful
in understanding how this C factor of one (1) translates
into a customer service level of 84 percent. The rule of
thumb is called the Empirical Rule and it says the
following:

a. Approximately 68% of the measurements (demands)
will fall within one standard deviation of the mean.

b. Approximately 95% of the measurements (demands)
will fall within two standard deviations of the mean.

¢. Essentially all measurements (99.74 percent of
demands) will fall within three standard deviations of the
mean (21:105).

What this means is that a normal distribution of

customer demands with plus or minus one standard deviation
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will contain approximately 68 percent of all customer
demands. This leaves 16 percent of the demands in each of
the tails of the normal distribution which translates into a
customer service level of 84 percent (29:413). In the same
fashion, a normal distribution with plus or minus two
standard deviations will contain approximately 95 percent of
all customer demands. This leaves 2.5 percent of the
demands in each of the tails, which translates into a
customer service level of approximately 97.5 percent. Thus,
by using a ¢ factor of 1 (one standard deviation) Base
Supply is able to satisfy approximately 84 percent of all
possible demand occurrences.

An 84 percent service level implies that sixteen out of
every 100 customer demands will not be satisfied. This
sounds acceptable considering the great variability in Base
Supply customer demands. But the critical issue to consider
is the perception of those customers whose demands are not
satisfied by Base Supply. Do they perceive Base Supply as
an organization supportive of the customer?

It is important to note that the customer service
objective currently in use by Base Supply is based almost
exclusively on the level of service that can be achieved by
inventory policies. Measures of customer support
effectiveness include stockage effectiveness rates, bench
stock fill rates, base service store and individual
equipment unit fill rates, mission capable (MICAP) rates,

etc. But no method exists to determine what factors affect




the customer's satisfaction and how to measure those
factors.

Although AFM 67-1 requires Chiefs of Supply to
designate highly experienced personnel to Supply/customer
assistance teams "responsible for visiting activities to
determine if customers are receiving quality support and

' no clear rules

where Supply support is not satisfactory,’
exist to guide supply personnel in conducting these visits
(6:2-3). Thus, it is very possible that the majority of
these visits are done merely to fulfill a requirement rather
than to determine what the customer needs or expects from
Base Supply.

Indisputably, one of the main complaints voiced by Base
Supply customers is that they cannot get the items they need
when they need them. And unfortunately, Base Supply has had
limited options at the local level to remedy this particular
problem. Nevertheless, one of the objectives of this study

was to identify opportunities for Base Supply to improve its

level of customer satisfaction.

Specific Problem

Exploratory research showed that no formal studies have
been conducted to measure the customer's perception of
satisfaction with Base Supply in order to develop a customer
service strategy. The management question which was the
focus of this research was, "How is Base Supply meeting the

needs and expectations of its customers?"




The specific objectives of the research were: 1)
identify the service criteria important to the major
customers of TAC Base Supply; 2) identify customer

perceptions about the performance of TAC supply

organizations; 3) measure the range of variation between
customer segments; 4) identify opportunities available to
Base Supply for improving customer satisfaction; and 5)
provide a benchmark for future evaluations of Base Supply

customer satisfaction.

Investigative Questions and Hypotheses

To meet the objectives of this research, Tactical Air
Command (TAC) Base Supply customers were asked to rate the
importance of 45 customer service criteria, and to rate the
performance of Base Supply on those same criteria. The two
ratinés were then analyzed to determine any statistically
significant differences between the two. The purpose of the
analysis was to answer the following investigative
questions:

1. What customer service criteria are most important
to TAC Base Supply customers and how do they perceive the
performance of Base Supply on those criteria they rate most
important to their satisfaction?

2. Are TAC Base Supply organizations performing
according to customers' expectations?

3. Are there differences in the perception of Base

Supply's performance according to:



Grade

Years of Service
Organizational Level
Organization type
Base of Assignment

o LoD

To measure the range of variation that may exist in the
perceptions of supply customers, respondents were segmented

into the following categories:

Grade groups: El - E3
E4 - E6
E7 - E9
01 - 03
04 - 06
Years of service: Less than one year
1-5 years
6-10 years

11-15 years
16-20 years
21l or more years

Organizational level: MAJCOM Headquarters
Numbered Air Force
Wing
Squadron
Branch
Section

Organization type: Maintenance
Transportation
Communications

Base: All CONUS TAC bases.

The following hypotheses were formulated to facilitate
quantitative analysis:
a. To identify variations by rank:
H.la: There is no statistically significant

difference between customer segments by grade in regards to
their view of the importance of customer service elements.

H,lb: There is no statistically significant
difference between customer segments by grade in regards to
their perception of Base Supply's performance.




b. To identify variations by years of service:

H 2a: There is no statistically significant
difference between customer segments by years of service in
regards to their view of the importance of customer service
elements.

H2b: There is no statistically significant
difference between customer segments by years of service in
regards to their perception of Base Supply's performance.

¢. To identify variations by organizational level:

H 3a: There is no statistically significant
difference between customer segments by organizational level

in regards to their view of the importance of customer
service elements.

H 3b: There is no statistically significant
difference between customer segments by organizational level

in regards to perception of Base Supply's performance.

d. To identify variations by organizational function:

H.,4a: There is no statistically significant
difference between customer segments by organizational
function in regards to their view of the importance of
customer service elements.

H.4b: There is no statistically significant
difference between customer segments by organizational
function in regards to their perception of Base Supply's
performance.

e. To determine variations by base of assignment:

H.5a: There is no statistically significant
difference between customer segments by base of assignment
in regards to their view of the importance of customer
service elements.

HS5b: There is no statistically significant
difference between customer segments by base of assignment
in regards to their perception of Base Supply's performance.

10




Scope and Limitations

Due to the limited time available for conducting this

research, its scope was restricted to the external audit

phase of a full customer service audit. The external audit
was directed at identifying the customer service criteria
relevant to the supply customer's satisfaction, and the
evaluation of supply customer perceptions.

This research was also limited to investigating the
perceptions of the major customers of Base Supply in the
Tactical Air Command (TAC), with the exception of the two
TAC overseas bases; Howard and Keflavic. Consequently, the
results of this study only can be generalized to major

customers served by domestic TAC Base Supply organizations.

Summary

in the private sector it has been clearly established
that service is the new standard by which customers are
measuring an organization's performance. Extensive research
substantiated that excellence in customer service is not a
competitive edge, it is the competitive edge (7:2). 1In
regards to the applicability of customer service practices
in the private sector to the Base Supply environment, it is
important to recognize that in a government organization
such as Base Supply the absence of a profit motive has a
definite impact on its customer service orientation. While
it could be argued that Base Supply has no real motive to

keep its customers happy, the tremendous impact Base Supply

11




support has on the Air Force mission supports the need to
develop specific strategies for customer satisfaction.

This thesis is organized in five chapters. 1In this
chapter (1) a general introduction to the research topic was
provided. In Chapter II a review of current literature in
the customer service area and the research studies that
provided the foundation background for this thesis is
presented. In Chapter IIl the methodology used for this
study is described. In Chapter IV the results of the data
analysis are presented and discussed. 1In Chapter V a

summary of the study and recommendations are provided.

12




II. Literature Review

Introduction

The objective of this review was to build a foundation
from which to conduct this research effort. This chapter,
divided in three sections, examines the current issues
related to customer service as reflected in the literature.
Section one briefly describes the customer service
guidelines and recommendations most commonly found in the
current literature. Section two describes studies conducted
in the area of customer service by the leading experts in
the field. These studies were reviewed to examine the
research methods used, and to identify the customer service
variables that could be incorporated into the survey
instrﬁment used in this study. Therefore, emphasis was
given to the methodologies and the customer service models
which have been proposed by the experts for measuring
customer service and developing effective customer service
programs. Section three describes two customer service
studies conducted in Air Force Civil Engineering
organizations. The criteria identified as most important to
the satisfaction of Civil Engineering customers were
reviewed to determine if they could be incorporated into

this study.

13




Current Literature

The consumer surveys cited in Chapter I clearly
demonstrated that the majority of American consumers were
more interested in quality and service than in price.
Customers not only expected good quality and service, they
demanded them. It is not surprising, then, that the
companies identified as successful in this intensely
competitive market were those that provided unparalleled
quality and service. But the point emphasized by the
literature was that achieving an unparalleled level of
service does not happen by chance. All companies identified
as successful by the literature worked diligently at
satisfying their customers. They had a clear strategy for
the quality of customer service they provided. Most
important, these companies followed specific guidelines.

In order to provide Base Supply organizations with
specific information that will allow them to develop a
customer service strategy, the strategies which have proven
successful in the private sector, are briefly discussed in
this section. These strategies are: 1) Involve the whole
organization; 2) Develop specific guidelines for customer
service; 3) Segment the customer base; and 4) Measure the
service being provided.

Involve The Whole Organization. A commitment to

customer service must permeate the whole organization
because every level of the organization plays a key role in

providing excellence customer service. 1In this regard, the

14




experts emphasized that senior management must start the

whole process by making a commitment to service quality,
communicating tlris commitment to all employees, and keeping
the organization focused on the goal of providing excellent
customer service (26:47). Some experts went even further by
peinting out that it is not enough to have a customer
service strategy that focuses only on treating the customer
right. They believed that if a customer strategy is to
succeed organization managers must treat their employees the
way they want the employees to treat the customers.
According to these experts, if employees are satisfied with
the work environment, they are more likely to be cooperative
with co-workers and customers (4:11). Desatnik emphasized
this viewpoint by stating that “Managing an organization's
human -resources equates with managing its customer services.
To put it another way, employee relations equals customer
relations. The two are inseparable" (7:15). The author's
view is that, in regard to Base Supply, the importance of
focusing both on the customer and the employee cannot be
emphasized enough. The morale of Base Supply personnel
undoubtedly reflects itself on their attitude towards
customers. If supply managers want supply personnel to
demonstrate a commitment to customer service, managers must
demonstrate their own commitment to the well being of their
personnel.

Develop Specific Guidelines for Customer Service.

Experts agreed that employees must have specific guidelines

15




for delivering service to the company's customers. It is
not enough to tell employees to be nice and smile.
Employees should be trained on how to treat the customer
(10:12). This recommendation is particularly important for
the front-line workers in Base Supply who deliver service on
a day to day basis. These front-line workers communicate
loud and clear Base Supply's commitment, or the lack
thereof, to the customer's satisfaction.

Many recommendations were found in the literature in

regard to guidelines that employees can follow to service

ot

customers, but the most comprehensive set of guidelines
which are particularly appropriate for the Base Supply
environment are presented in Table 1.

Segment The Customer Base. Not all customers should be

given ‘the same level of service. This is important because
all customers do not have the same needs or expectations,
and if a company tries to stretch its resources to satisfy
all customers, it might end up providing mediocre service to
all customers. People Express served as an example of the
futility of this approach. People Express tried to provide
the same level of service to budget and business travelers.
However, while budget travelers were willing to put up with
the inconvenience of long check-in lines and delayed
flights, business travelers expected fast check-in service
and on-time departures. People Express did not segment its
customer base and, therefore, it failed to establish a clear

strategy for satisfying their needs and expectations. This

16




resulted in dissatisfied customers taking their business

elsewhere (5:80).

Table 1

Guidelines For Customer Service

Meet the customer's needs.

Reduce the time it takes for the customer to
complete his transaction.

Reduce the number of contacts the customer needs
to make to get his question answered or a
problem resolved.

Tell the customer precisely what he needs to
‘ know to get a problem resolved.

Bridge the language gap. Do not use company
jargon the customer does not understand.

Do not make the customer feel like a nuisance.

Never make the customer feel at fault.
Never embarrass the customer.

Optimize the use of automated equipment and
personal attention.

Make line management accountable for service
quality.

Include quality of service as part of employee
job performance criteria.

Adapted from Garfein (10:12)

According to Davidow, it is important that a company
segment its customers based on the services they need and
their willingness to pay for the service. He emphasizes

that,

17




Only after a company has segmented its customers and

chosen which ones to serve can it figure out where

to substitute low-touch (service) for high, thus

improving productivity without imperiling customer

satisfaction. (5:80)

The idea of segmenting customer service is very
applicable to Base Supply because not all its customers
require the same level of service. Some organizations, by
virtue of their critical mission, require a stronger level
of service. By concentrating its customer service efforts
on satisfying its major customers, Base Supply would not
overstretch its resources, and it could satisfy the majority

of its customers.

Measure The Service Being Provided. To ensure a

company is meeting its customer service objective, it must
have a way of measuring the level of service it is providing
to its customers. Both external and internal measurements
are needed to get a balanced picture of how the company is
doing (19:178).

Stock and Lambert advocated external and internal
measurements and proposed that the best way to accomplish
this is with a customer service audit. An external customer
audit would aim to identify what type of service the
customer expects and how the customer perceives the service
being provided by the organization (29:132). The internal
audit, on the other hand, would evaluate the organization's
current service practices and determine if they are
consistent with customer expectations (29:137). Top

management could then use this information to evaluate its

18




customer service strategy and make the necessary adjustments
to customer service standards. These adjustments, however,
must be consistent with customer needs (29:141). For this
study, an external customer audit was conducted to identify
the customers' needs and evaluate their perception of the

service being provided by Base Supply.

Customer Service Studies In The Private Sector

This section reviews a number of studies that were
conducted in the area of customer service by some of the
recognized leaders on the subject; namely, La Londe and
Zinszer, Sterling and Lambert, and Lambert and Harrington.
The objective of this review was to identify a methodology
that could be used for the analysis of customer satisfaction
in Base Supply, and to identify the customer service
variables that could be incorporated to the survey
instrument. Some similarities existed in the approach the
recognized experts took on customer service. However, La
Londe and Zinszer concentrated on defining and measuring
customer service in order to develop and maintain an
effective customer service strategy. Sterling and Lambert
and Lambert and Harrington, on the other hand, concentrated
on integrating customer service with the other components of
the marketing mix, i.e. price, product, and promotion, and
identifying the contribution of each of these components to

the overall share of business achieved by a firm.
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La Londe and Zinszer--1976. La Londe and Zinszer's

study was conducted across industries and was exploratory in
nature as the concept of customer service still lacked clear
definition. Hence, one of the main objectives of their
study was to determine how customer service was defined by
the industries involved in the study.

La Londe and Zinszer's methodology consisted of four
phases:

a. Concept Definition. First, a literature review was

conducted to evaluate previous research and writings in the
area of customer service. Second, field discussions were
conducted to evaluate the perceptions of customer service,
and develop and evaluate proposed gquestionnaires.
Questionnaires were then pretested (16:9).

b. Data Collection. Data was collected through a

series of three questionnaires. The purpose of this
procedure was to gather data concerning the perceptions of
the firm's customer service from three sources: the
individual responsible for product distribution, individuals
in other functional areas within the corporation, and the
customer's view of customer service in comparison with that
of the supplier corporation (16:10).

c. Data Analysis. The data were collected, edited,

coded and tabulated using standard research procedures (La
Londe:13).

d. Data Presentation. The findings were organized by

questionnaire stage and by type of industry.
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La Londe and Zinszer found that not all firms
explicitly recognized a customer service activity or
function. A large number of respondents described customer
service as an activity such as order processing, handling of
complaints, or troubleshooting. Some regarded customer
service as synonymous with performance levels such as '"95
percent in stock™. La Londe and Zinszer claim that
performance levels might represent internal targets, but
they represent incomplete measures from the firm's point of
view rather than the customer's point of view (16:2).

The following is a summary of the findings of La Londe
and Zinszer's study (16:120-155):

a. Customer service perception and measurement was
situational to specific industries.

b. Respondents typically evaluated the sales and
advertising effort on the low side of the scale and service
as a more important element.

c. There was a substantial variation in customer
service perceptions between the Transportation and Public
Warehousing industries.

d. Product availability was considered the most

important element of customer service by all of the
industries.

b. Order cycle time was an especially critical element

in the Pharmaceutical industry and merchandising firms of

consumer products.

21




c. Distribution system information was especially
critical in the Food, Electrical, and Paper industries, and
relatively unimportant for Manufacturers of Machine Tools.

Based on their research findings, La Londe and Zinszer
proposed a general model for developing and evaluating a
customer service program. The model consists of the
following steps:

a. The customer service audit. The first part of this

audit involves identifying those factors on which customers
evaluate their suppliers. The second part involves focusing
on competitive service levels. The third part involves
focusing on the management information system support
requirements. The objectives of this part of the audit are
to determine the current levels of customer service within
the firm; the type of reports dealing with customer service
performance; and who in the firm receives the reports
(16:179).

b. Establish customer service standards. Standards

established should reflect the customer's point of view;
provide an operational and objective measure of service
performance; and provide management cues for corrective
action (16:180).

¢. Test Cost Sensitivity of Standards. The objective

of this step is to determine the cost implications of
different levels of performance. Conceptually, the higher
the service level, the higher the price of providing and

maintaining those service levels (16:186).
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d. Implement Customer Service Standards. This step

involves developing an explicit and operational customer
service policy statement. According to La Londe and
Zinszer,
Without a specific (customer service
policy) written statement, other functional
elements as well as different sections of
the distribution function are free to interpret
standards as they see fit. This may result in
conflicting or contradictory standards and
uncertainty in the organization as to the
service goals of the firm. (16:191)
Another important component of this step involves
thoroughly educating the individuals involved with customer

service (16:192).

e. Develop B Reporting System. The firm must

determine what information is needed; who needs the
information; how often it is needed; and where the
inforﬁation can be obtained. The objective is to provide
timely information to those accountable for the customer
service strategy of the firm (16:193).

f. Performance Evaluation. This step involves

comparing actual service performance to target performance
levels. This allows managers to take appropriate corrective
action where needed.

g. Periodic Review of Standards and Programs. The

customer service standards should be reviewed periodically
to adjust for any changes in customer needs, changes in the
environment, changes within the firm, and changes in the

information needs of management.
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Sterling and Lambert--1987. Sterling and Lambert

conducted a customer service study in one type of industry--
office systems and furniture. Their objective was to test a
research methodology with respect to its ability to
determine the marketing variables important to customers,
and identify a customer service and marketing strategy
(28:6). They set out to test the hypothesis that the
"marketing mix components of product, price, promotion and
physical distribution/customer service contribute equally to
the levels of share of business that customers allocate to
manufacturers" (28:6).

They followed a sequential methodology that, in their
opinion, can be readily adapted to other industries.
The methodology consisted of the following phases:

a. External Audit. This phase was used to identify

the services that were important to customers and compile a
list of meaningful questions for their questionnaire.

For this purpose, personal interviews were conducted with
intermediary and end users that purchased office systems and
furniture products from all the major competitors in the
industry. Questionnaires then were mailed to representative
firms served by each major competitor in the industry
(28:8).

b. Internal Audit. During this phase, the internal

records of the industry competitors were audited to identify
their existing levels of customer service. The objectives

of this phase were: to idenitify how customer service
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performance was being measured and reported to management;
to identify those services that offered potential
competitive advantages; and determine the potential impact
that improvements in marketing services would have on
overall market share (28:9).

¢. Evaluation of Customer Perceptions. The objectives

of this phase were to identify the top rated vendor for each
of the service components evaluated by the respondents;
identify the services for which no vendor was providing
outstanding levels of performance, and those for which only
satisfactory performance was being provided. Another
objective of this phase was to identify those services being
used by customers to differentiate between vendors (28:9).

d. Identification of Opportunities. This phase

consisted of comparing and analyzing the relevant criteria
identified during the first three phases of the study to
determine a strategic marketing mix for the industry (28:9).

The variables used in their study were categorized by
the following marketing mix components: product, price,
promotion, and customer service. A total of 88 variables
were used. Of these, one third represented customer
service/physical distribution services.

The variables identified as most important to the
customers of the office system and furniture industry are

tabulated in descending order of importance in Table 2.

These are the variables for which continued or improved
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service by the manufacturers could lead to differential

advantage and added share of business.

Table 2 ‘

Most Important Variables To Respondents
In The Office System and Furniture Industry

Variable Marketing Mix Component
Ability of manufacturer to Physical distribution/
meet promised delivery date. customer service.
Accuracy in filling orders. Physical distribution/

customer service.

Overall manufacturing and Product.

design quality relative to

price.

Competitiveness of price. Price.

Advance notice on shipping Physical distribution/
delays. customer service.
Timely response to requests Promotion.

for assistance from
manufacturers representatives.

Action on customer service Physical distribution/
complaints. customer service.
Order cycle consistency. Physical distribution/

customer service.

Accuracy of manufacturer Physical distribution/

in forecasting estimated customer service.

ship dates.

Overall aesthetics and Product. -
finish.

Nonobsolescence of Product. -
products.

Manufacturer's willingness Physical distribution/

to accept returns of customer service,

damaged product.
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Table 2 (Continued)

Variable Marketing Mix Component

Length of promised lead time Physical distribution/
for quick ship orders. customer service.
Completeness of contract Physical distribution/
orders. customer service.
Completeness of quick Physical distribution/
ship orders. customer service.
Realistic, consistent Price.

pricing policy.

Source: Sterling and Lambert (28:22).

Sterling and Lambert's research revealed that several
of the variables which respondents rated as very important
(a mean score of 5.9 or more, on a scale of 1 to 7) received
less than superior performance ratings from the respondents
(a mean score of less than 7). The variables are shown in
Table 3.

Based on their analysis, Sterling and Lambert concluded
that the four components of the marketing mix did not
contribute equally to the share of business allocated to
vendors by end users. In fact, they found that product and

physical distribution/customer service variables

consistently contributed more to the share of the vendors'
business and overall customer satisfaction. Most important,
however, the physical distribution/customer variables
appear to offer vendors the greatest opportunity for

customer satisfaction. These variables represented 10 of
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Table 3

Variables Ranked High In Importance
For Which No Vendors Were Perceived To Be
Providing Superior Service

Variable Marketing Mix Component
Ability of manufacturer to meet Physical Distribution/
promised delivery date. customer service.
Competitiveness of price. Price
Advance notice on shipping Physical Distribution/
delays. customer service.
Special pricing discounts Price

available on contracts.

Timely response to requests Promotion.
for assistance.

ARccuracy of manufacturer to Physical Distribution/
forecast estimated ship dates. customer service.
Ability to expedite/rush Physical Distribution/
servicde on orders. customer service.
Adequate advance notice on Price

price changes.

Action on customer service Physical Distribution/
complaints. customer service.

Source: Sterling and Lambert (28:24).

the 16 variables identified as most important by customers
(see table 2); four of the eight variables identified as
most important in determining the share of business given to
each manufacturer; and four of the seven variables found to
offer the greatest opportunity to gain a differential

advantage in the market (28:1-29).
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1a Londe, Cooper and Noordewier--1988. The general

objective of this study was to reexamine the field of
customer service and the changes that had taken place in
this area since the first industry-wide study conducted by
La Londe and Zinszer in 1976. The focus of the study were
eight industry groupings: Food and Related, Chemical and
Plastics, Pharmaceutical and Health Care, Automotive, Paper,
Electronic, Clothing/Textiles, and Merchandise. The main
objectives of the research were to examine the following
areas:

a. The primary themes of the customer service
literature during the past decade.

b. The factors that had affected customer service
during the past 10 years, and how they had affected it.

¢. Changes in the customer service baseline.

d. Ways to integrate customer service into the
strategic planning of the firm.

e. The future role of customer service in the firm
(17:2).

The methodology used for this study consisted of the
following phases: 1) a review of customer service literature
covering the period 1976-1986; 2) the design of
questionnaires to collect pertinent data; 3) the development
and execution of five case studies to illustrate "best
practice" areas in customer service.

A notable finding of La Londe's study was the

difference between how the respondents viewed customer
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service in 1976 and how they viewed it in 1987. Whereas
resvondents in 1976 viewed customer service as a relatively
narrow function or a performance standard, 1987 respondents
viewed it as a process that cut across organizational
functions inside the firm, and suppliers and customers
outside the firm (17:5).

The significant findings of La Londe's study were the
following:

a. Customer service had moved from a reactive to a
proactive activity. That is, firms measured customer
service to determine what level of service customers wanted.

b. Service performance expectations were evolving into
a window of acceptable performance rather than a specific
point, i.e. the ranae of an acceptable fill rate was 89 to
95 percent.

¢. Information had become the key ingredient in
providing effective customer service. This is because the
majority of industries in the study had to respond to
requests for order status information.

d. Changes in logistics systems such as Just-in-Time
(JIT), Materials Requirement Planning (MRP), Distribution
Resource Planning (DRP), etc. were driven by the customer

e. Contractual relationships between buyers and
sellers, rather than transactional relationships, were
becoming the dominant mode in many logistics systems.

£f. Customer service was considered important by the

respondents in general. But there were significant
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differences among industries in regards to customer service
practices and performance expectations. For example,
customer service was considered the most important variable
in the automotive industry but relatively unimportant in the
pharmaceutical industry.

g. The scope of customer service had extended to the
international arena as firms became involved in global
markets.

h. Pressure from customers, competitors ana e
technology to maintain higher standards of customer service
was expected to increase. The pressures were created by
changes in logistics systems (JIT, MRP, DRP, etc.) (17:5-
69).

Lambert and Harrington--1989. Lambert and Harrington

replicated the methodology used by Sterling and Lambert in
1887 to evaluate whether their findings could be generalized
to other industries. The study was conducted in the
plastics industry to evaluate the customer service provided
by vendors, and to identify appropriate customer service and
marketing strategies (18:45-59).

The significant findings of this study were:

a. Customer service and product quality variables
represented 75 percent of the variables rated most important
by customers.

b. ©No vendor in the plastics industry was performing
according to customer expectations on the 18 variables rated

as most important by customers.
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¢. The common finding to both industries is that
customer service variables are integral components of the
marketing mix (18:45-59).

A comparison of the variables identified as important
in both industries is presented in table 4. The variables
are presented in the descending order of importance assessed
An asterisk denotes the

by the customers in each industry.

variables common to both industries.

Table 4

Variables Rated Mnst Important
In The Office Systems and Plastics Industries

Office Systems
And Furniture
Industry

Plastics
Industry

Ability to meet promised
delivery date.*

Accuracy in filling order.¥*

Overall manufacturing and
design quality relative
to price.*

Competitiveness of
price.*

Advance notice on
shipping delays.*

Timely response to requests
for assistance from
manufacturers
representatives.*

Action on customer service
complaints.*

32

Supplier's resins are of
consistent quality.

Quality of sales force--
honesty.

Accuracy in filling
orders.¥*

Competitiveness of
price.¥*

Processability of resin.

Suppliers resins are of
consistent color.

Consistent lead times
(vendor consistently
meets expected delivery
date).¥*




Table 4 (Continued)

Office Systems

And Furniture Plastics
Industry Industry
Order cycle consistency Ability to expedite
(small variability). emergency orders in a

fast responsive manner.

RAccuracy of manufacturer Information provided

in forecasting estimated when order is placed--

ship dates.* projected shipping
date.*

Overall aesthetics and finish. Advance notice on

shipping delays.*

Nonobsolescence of products. Adequate advance notice
of price changes.

Manufacturers's willingness Overall quality of resin
to accept returns of damaged relative to price.¥*
products.

Length of promised lead time Projected delivery date.

for quick ship orders.*

Completeness of contract Actions on cemplaints.*

orders.
Completeness of quick Length of promised lead
ship orders. times--in-stock

products.¥*

Realistic, consistent Quality of sales force--
pricing policy. prompt follow up.*
Overall demeanor of Information provided
sales representatives. when order is placed.

Source: Lambert and Harrington (18:50)

Lambert and Harrington concluded that by focusing on
what is important to the customer, rather than focusing on
the competition, a £irm can develop an integrated marketing

strategy and gain a differential advantage in the market
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place. They also concluded that improved performance on the
information related customer service variables could be
achieved with a real-time logistics information system

(18:58).

Customer Service Studies In Civil Engineering (CE)

Singel--1986. The research conducted by Singel

examined Civil Engineering customer satisfaction in the
Tactical Air Command. The representative sample of the
population consisted of building managers and senior
officers at eight TAC bases. The study identified five
criteria which both building managers and senior officers
rated as very important. These were the following:

a. Notification of Delay (of work).

b. Professionalism of the CE workforce.

;. Completion of work in a timely manner.

d. Clean-up upon work completion.

e. Prompt, accurate information on work status.

In addition, Singel found that while civil
engineering's response time and work quality were also
identified as important by the respondents, they did not
influence customer satisfaction. 1Instead, "attitude and
professionalism of those providing the service and
information about the civil engineering organization were
factors related to customer satisfaction" (27:75)

Long--1986. Long's study concentrated on measuring

Civil Engineering customer satisfaction at non-TAC Air Force

34




bases. Building managers and Base Civil Engineering (BCE)
commanders from four major commands, SAC, MAC, ATC, and AFSC
were selected for the survey.

The study identified the following criteria as very
important to building managers:

a. Competence

b. Timeliness

c. Commitment of the customer service representatives
to doing a good job (a care about service).

d. A degree of concern about customer problems.

e. Support (20:48).

This study also identified a significant difference
between building managers and BCE commanders in regard to
their perception of the service provided by the Civil
Engineering Customer Service Unit. On a scale of one to
five, building managers showed a mean score of 3.383, while
BCE commanders showed a slightly more favorable mean score
of 3.786. The difference between the two was statistically

significant at the .05 level of significance.

Summary

The purpose of this chapter was to provide a foundation
for examining customer service in Base Supply. Three
different areas were discussed. First, the strategies
advocated by the popular and professional business
literature for establishing customer service programs were

presented. These were: involve the whole organization,
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develop specific guidelines for customer service, segment
the customer base, and measure the service being provided.
Second, the formal approach to customer service studies
taken by the leading experts in the field was reviewed. The
foundation of the formal methodologies used by the experts
was the external audit because, in their view, no internal
performance measure can substitute for going directly to the
customers to determine what is important to them, and to
identify how they perceive the service being provided.
Finally, the significant findings of customer service
studies in Air Force Civil Engineering organizations were

presented.
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I1I11. Methodology

The literature review provided the background for the
methodology used in this study. This background was an
important step for it was apparent at the onset of this
study that, because of the numerous and diverse service
functions provided by Base Supply, measuring customer
satisfaction would be a complex task. Many internal
performance measures of customer support effectiveness were
found in use by Base Supply, such as stockage effectiveness,
issue effectiveness, mission capable (MICAP) rates , etc.
But measures of customer service effectiveness, those that
represent the customer's point of view, were not available.

As pointed out in Chapter II, La Londe and Zinszer
claimed that internal performance measures, such as "95
perceﬂt in stock," represent incomplete measures of customer
service. Therefore, the drive behind this methodology was
to identify those measures that represent the customer's
point of view.

This chapter presents an explanation of the research
methodology designed to identify those measures that
customers use to evaluate the performance of Base Supply:
and the steps followed to collect the data necessary to
answer the investigative questions and hypotheses posed in
chapter I. The target population is identified, and the.

methods used for analysis of the data are described.
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Objectives

The specific objectives of the methodology designed for
this study were as follows. First, to identify the service
criteria that are important to the major customers of TAC
Base Supply. Second, to identify the customers' perceptions
about the performance of TAC supply organizations. Third,
to measure the range of variation that may exist between
customer segments, such as grade, years of service,
organizational level, organizational function, and base of
assignment. Fourth, to identify any opportunities available
to Base Supply for improving customer satisfaction. And
finally, to provide a benchmark for future evaluations of

Base Supply customer satisfaction.

Identification of Population

fn identifying the population for this study the
author's intent was to survey military personnel who, by
direct consequence of their military duties, interacted
frequently with Base Supply and were familiar with its level
of customer service; instead of those who made contact with
Base Supply only sporadically. Although it was assumed the
entire base population was supported by Base Supply, it
could not be assumed that the entire population interacted
directly with Base Supply. A more valid assumption was that
every organization had a limited number of people who
regularly conducted the majority of organizational

transactions with Base Supply. It was assumed that the unit
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commander and those designated to procure items from Base
Supply were cognizant of how the level of service provided
by Base Supply affected the mission of their organization.
Additionally, it was assumed that every supply organization
had major customers, those who accounted for the majority of
Base Supply's business; and irregular customers, those who
accounted for a small percentage of business. Based on
this, the author attempted to do a census of the population
defined as TAC Base Supply major customers located in the
Continental United States (CONUS) according to the following
conditions:

a. Major customers were defined as the top four
organizations that accounted for the largest
volume/frequency of transactions processed by Base Supply at
each TAC installation in the Continental United States
(CcoNus).

b. The population was further defined to include the
following military personnel from each of the top four
customer organizations: the commander, or his egquivalent;
and four individuals who routinely interacted with Base
Supply.

The population, then, consisted of five personnel from
each of the four major customer organizations at each of the
eighteen (18) TACT bases in the CONUS for a total population
of 360. To identify the specific members in the population,
HQ TAC/LGS requested each TAC Base Supply organization to

identify four of its major customers. The content of the
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message from HQ TAC/LGS to TAC Chiefs of Supply is presented
in letter format in Appendix A.

Five surveys were mailed to the commanders of each
major customer organization, or his/her equivalent, with
instructions to answer one questionnaire and distribute the
remaining four to their personnel who routinely interacted
with Base Supply. A copy of the letter containing these

instructions is presented in Appendix B.

Research Design

The research design used for this study was based on
the methodologies advocated by the leading experts in the
field of customer service. Specifically, the methodology
tested by Sterling and Lambert was modified and adapted for
this study. Sterling and Lambert's study concentrated on
defining and measuring the importance of customer service
either across industries or for a specific industry (28:1)
Their methodology was tested again by Lambert and Harrington
in a study that provided additional evidence of the
significance of logistics/customer service within the
marketing mix (18:44). Their proposed methodology consisted
of the following sequential steps: (1) an external audit to
determine the customer service variables relevant to the
customer; (2) an internal audit to review the customer
service practices of the company; (3) evaluation of customer
perceptions; and (4) identification of the services that

offer the best opportunity for improved market share and/or
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profit improvement. A full discussion of this methodology
is presented in Chapter II.

For the purposes of this research, a literature review
was incorporated in the methodology to examine how customer
service was measured and customer service levels established
in the private sector. The methodology, then, consisted of
two major steps:

a. A literature review

b. An 2xternal audit

(1) Evaluation of customer perceptions.
(2) 1Identification of opportunities.

The Literature Review. The basic objectives of the

literature review were to gain insights into customer
service in the private sector; examine how it was used to
gain a competitive advantage in the market place;
investigate how it was measured; and identify the customer
service criteria that could be incorporated into the survey
instrument used for this study.

External Audit. The first objective of this study was

to identify the customer service factors important to Base
Supply customers and compile meaningful questions for the
questionnaire portion of the research. To that end,
informal personal interviews were conducted with seven Base
Supply customers at Wright-Patterson AFB and five AFIT
students who were assigned to maintenance squadrons prior to
AFIT. Personnel interviewed were selected on the basis of

present or fairly recent routine interaction with at least
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one section of Base Supply. A preliminary list of criteria
was prepared to facilitate the interview. Approximately 17
questions were developed from these interviews.

Second, two AFIT theses on customer service in Base
Civil Engineering organizations were reviewed (27; 20).
Four questions which the authors found to be correlated to
customer satisfaction were selected and modified for
applicability to Base Supply customers. The remaining
gquestions were derived from the literature sources reviewed
(16; 28). 1In particular, customer satisfaction measures
used by Sterling and Lambert, Stock and Lambert, and La
Londe and Zinszer were modified for use in this study.

Pretest Of The Survey Instrument. A preliminary survey

instrument was developed and pretested to verify its clarity
and measure its reliability. The preliminary questionnaire
contained six questions pertaining to demographic
characteristics of the respondents, 35 questions pertaining
to customer service, and three open-ended gquestions. The
questionnaire was pretested among 15 AFIT students who were
assigned to maintenance, transportation, and supply
organizations prior to coming to AFIT. Five of these AFIT
students came from TAC organizations.

A reliability test of the data collected by the pretest
yielded reliability coefficients ranging from .62 to .90
which indicated the survey instrument provided a sound
measure of the variables that it was designed to measure.

However, the survey instrument was modified to further
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enhance its precision based on the feedback provided by the
AFIT survey respondents and faculty members who reviewed the
questionnaire. Five questions that were identified as
redundant were eliminated, and 11 new questions were added
to the survey to enhance the measurement of information
availability, order cycle, and responsive..ess factors.

Design of Survey Instrument. After the pretest of the

survey instrument, a definitive questionnaire was developed
to collect the pertinent data. The questionnaire was
divided into four parts:

PART A was designed to collect demographic data that
would allow for meaningful analysis of differences in
perception of the respondents. The specific data requested
were pay grade, length of military service, base of
assignment, and organizatiocnal level of the respondent; type
of organization to which the respondent is assigned; and the
section in Base Supply that the respondent primarily deals
with.

PART B contained the criteria used to _dentify customer
service activities and characteristics that customers
perceived as important to their satisfaction. This part of
the questionnaire asked respondents to rate, on a seven-
point Likert scale, the importance he/she would assign to 45
different customer service practices or characteristics.

The importance ratings allowed were:
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1 and 2 = Not important
3, 4, 5 = Moderately important
6 and 7 = Very important

In addition, this part included two open-ended gquestions.
The first question was designed to allow respondents to
identify any additional customer service factors they
considered important to their satisfaction with Base Supply.
The second question invited respondents to explain the
actions they normally take when Base Supply cannot provide
an item when they need it. The purpose of this question was
to identify whether customers tend to use the options
available to them within the supply system, or whether they
tend to circumvent the system, i.e. contact other bases or
depot directly, instead of using supply channels.

PART C measured the customers' perception of Base
Supply's performance on the same customer service criteria
contained in PART B. Respondents were asked to rate, on a
seven-point Likert scale, the performance rating he/she
would give to Base Supply on the 45 customer service
criteria whose importance he/she rated in PART B. The
performance ratings allowed were:

1 and 2 = Poor

3, 4, 5

Satisfactory

6 and 7 Excellent

This part also allowed for open-ended responses and any
additional comments respondents might wish to make in regard

to their perceptions of Base Supply. Respondents were asked
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to comment on anything they particularly liked or disliked
about Base Supply; and comment on any experience with Base
Supply which was particularly satisfying or dissatisfying.

PART D asked respondents to rank the customer service
factors (composite variables) used in the questionnaire in
order of importance. The ranking allowed was on a scale of
one to seven, with one being the most important. The
purpose of this ranking was to provide additional
information in regard to investigative question number one,
i.e. What customer service criteria are most important to
TAC Base Supply customers?

Questionnaires were coded by base and organization
prior to mailing in order to maintain an accurate count of
respondents should a second mailing prove necessary.
Because questionnaires were mailed to organization
commanders, the anonymity of the respondents was assured.

The questionnaire and the cover letter explaining the
purpose of the survey are presented in Appendix C.

Reliability of Survey Instrument. Reliability refers

to the accuracy and precision of a measurement procedure
(9:94). Accordingly, the purpose of evaluating the
reliability of the survey instrument was to assess whether
the measurements obtained with the questionnaire were free
of random error. For this purpose, Cronbach's Coefficient
Alpha was computed for each composite variable used in the

guestionnaire. A coefficient of at least .65 for any one
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composite variable was considered an indication of adequate
reliability (24).

Validity of Survey Instrument. The content and

criterion-related validity of the questionnaire were
evaluated to ascertain whether it provided adequate coverage
of the customer service practices relevant to Base Supply.
AFIT students and faculty members with a supply AFSC (64XX)
were asked to review and assess the content validity of the
questionnaire. In addition, AFIT faculty members with
experience in the customer service field and/or opinion
research methods reviewed the questionnaire to evaluate the
appropriateness of the elements and measurement scale used.
Moreover, the questionnaire was reviewed by the TAC Supply
Directorate, HQ TAC/LGS, for content and relevance. Several
modifications were made to the questionnaire as a result of
these reviews. Based on these reviews, and a reliability
measurement of .69 or higher for each composite variable,
the author concluded that the instrument had a sound content
and criterion-related validity.

Evaluation of Customer Perceptions: Comparison of

Performance Ratings to Importance Ratings. The importance

ratings collected in PART B of the questionnaire were
compared to the performance evaluation data collected in
PART C of the questionnaire. T-tests were used to evaluate
any differences statistically.

Identification of Opportunities. The purpose of this

step was to determine whether Base Supply was providing poor
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service on criteria rated "very important” by supply

"not

customers, or excellent service on criteria rated
important." For this purpose, the results of the comparison
of performance ratings to accomplished in the previous step,
evaluation of customer perceptions, were examined to

determine any opportunities available to Base Supply for

improved customer satisfaction.

Statistical Analysis

Survey responses were coded into a Statistical Package
for The Social Sciences (SPSS-X) data set to conduct the
following statistical analysis and hypothesis testing.

Data Analysis. To obtain an accurate description of

the data gathered, histograms were constructed to illustrate
the distribution of the data. In addition, frequency
distributions and the three measures of central tendency
(mean, median and mode) were calculated for each demographic
and customer service criterion. The measures of central
tendency were useful in locating the "center" of a relative
frequency distribution. The mean is the average measurement
in the data set; the mode is the measurement that occurs
with greatest frequency; and the median is the middle number
in the data set when the measurements are arranged in
ascending (or descending) order (21:76-82). Given that the
data for this study was large (n=257), the measures of
central tendency provide useful information about the

population.
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The relationship between the composite variables used
in this study was analyzed using the Pearson product-moment
coefficient of correlation (r). Pearson's r is '"a measure
of the strength of the linear relationship between two
variables" (21:514). A value of r near or equal to 0
implies little or no relationship between two variables; a
value close to 1 or -1 implies a strong relationship between
the two variables (21:515). The literature offered the
following guidelines for interpretation of the relationship

between variables (15:329):

r Strength of Relationship
> .70 Very Strong
.50 - .69 Strong
.30 - .49 Moderate
.15 - .29 Weak
< .15 Not Much

These guidelines were used to analyze whether the
composite variables were strongly related to each other.
Because the composite variables were measuring different
aspects of customer service, it was expected they would be
strongly related to each other.

Multivariate Analysis. Analysis of Variance (ANOVA)

tests and the Tukey-b procedure for multiple comparisons

were used to test null hypotheses Hla thru H°5b. The ANOVA
procedure "examines the variability in the sample and, based
on the variability, it determines whether there is reason to

believe the population means are equal" (22:257) The
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conclusion that can be drawn from this procedure, however,
is only whether a statistically significant difference
exists between two or more groups. To investigate what
groups differ and by how much, the Tukey-b multiple
comparison test was used. This procedure identifies what
pairs of groups are different at the .05 level of
significance (22:263).

T-tests were used to identify any significant
differences between importance and performance ratings. The
t-test identifies whether a difference is large enough to
represent a true difference between the groups rather than
the result of random score fluctuations (21:387).

Assumptions. The assumptions made in order to use the

procedures described above were as follows:
a. Observations were sampled from a normal
distribution.
b. The groups have equal variances.
c. Observations are independent. That is, the
measurement of one item cannot affect the
measurement of another item (21:120).

It is important to note that because the data needed to
represent observations from a normal distribution, the
measurements had to be interval or ratio. The data
measurements collected for this study, however, were
ordinal. According to Emory, there is no consensus among
behavioral science researchers on whether parametric
significance tests, such as the ANOVA, Tukey's test, and

Regression Analysis are appropriate with ordinal measures.

Strong arguments have been offered by researchers in defense

49




of both parametric and nonparametric tests. But he notes
that "parametric tests are so versatile, accepted, and
understood that they will continue to be used with ordinal
data when they seem to approach interval scales in nature"
(9:90). Since a Likert scale was used for this study, and
the intervals between the scale responses were of equal
value, the assumption made was that the data collected by

the survey instrument could be treated as interval data.

Summary

This chapter presented the specific steps of the
research methodology developed for this study. The
population was identified and defined; and the method used
to develop the survey instrument was discussed. The methods
used to analyze the data were described. Univariate
analygis was used to describe the data and its distribution.
Bivariate analysis was used to test for relationships or
significant differences among the variables. The results of

this analysis are presented in Chapter 1V.
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IV. Results

This chapter describes the results of the analysis of
the data collected. The results are presented as follows.
First, the survey response rate is examined. Second, the
reliability of the survey instrument is presented. Third,
the results of the univariate analysis are discussed. This
includes a description of the demographic characteristics of
the respondents by grade, years of service, base of
assignment, organizational level, and organizational
function. Fourth, the results of the bivariate and
multivariate analysis of the data are presented in terms of
the investigative questions and hypotheses posed for this
study. Finally, the author's summary and analysis of the

responses to each open-ended question are presented.

Survey Response Rate

As mentioned in Chapter III, the author attempted to do
a census of the major customer population. To this end, a
total of twenty questionnaires were mailed to each major
customer organization of Base Supply at each of the 18 TAC
CONUS bases for a total distribution of 360 questionnaires
to all members in the population. The mailing resulted in
the return of 266 responses which equated to a response rate
of 73.9 percent. Of these, nine questionnaires were not
usable because they were incomplete. Five of the

questionnaires were completely blank, and the remaining four
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were partially completed. This resulted in an effective
sample of 257 respondents. Based on this sample size, the
confidence in the results was determined to be 99.72

percent. This was calculated using the following formula:

N (z5) x p(1 - p)
n = (1)

(N-1) (d)  + [ (z) x p(1 - p) ]

where

sample size (257)

population size (360)

maximum sample size factor (.5)

desired tolerance (.05)

factor of assurance (the unknown)
(12:12)

N QT 23
TR TR [ TR

Reliability Test Results

As mentioned in Chapter III, the reliability test
conducted after *he pretest of the survey instrument
generated Cronbach coefficients of reliability that ranged
from .60 to .90 percent for each composite variable. The
test conducted on the final survey data, however, yielded a
reliability coefficient of only .44 percent for the
composite variable "information availability." The deletion
of any one question that made up this measure would not have
improved the reliability coefficient. Therefore, this
composite variable was deleted from the data. The remaining
six composite variables were used to measure the importance
customers placed on customer service factors (PART B of
questionnaire), as well as their perception of Base Supply's

performance (PART C of gquestionnaire). The reliability
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coefficients yielded from the Cronbach's Alpha coefficient

of reliability are presented in Table 5.

Table 5

Reliability Coefficients Of Composite Variables

Question Variable Cronbach's
Number " Name Alpha

Importance Measurements:

7 thru 14 General Service .69

19 thru 28 Demeanor of Supply .86
Representatives

29 thru 36 Order Processing .82

37 thru 40 Order Cycle Time .84

41 thru 45 Item Availability .84

46 thru 51 Responsiveness .83

Performance Measurements:

1 thru 8 General Service .85

13 thru 22 Demeanor of Supply .95
Representatives

23 thru 30 Order Processing .83

31 thru 34 Order Cycle Time .75

35 thru 39 Item Availability .80

40 thru 45 Responsiveness .86

Univariate Analysis

Frequency distributions and histograms were
constructed to illustrate the response distribution of each

criterion used in this study; and measures of central
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tendency were calculated to identify the "center" of the
responses. These are presented in Appendix D. The
frequency distributions constructed to describe the
characteristics of the population sampled are discussed
below.

Base Response Rate. The frequency distribution of the

response rate per base is presented in Figure 1. This
figure shows that of the 20 questionnaires mailed to each
base, at least 10 were returned. Exactly half of the bases
returned between 15 and 20 questionnaires. This equates to
a response rate per base ranging from 50 to 100 percent.

Respondent Characteristics. The frequency
distributions of the grade, years of military service,
organizational level, and organizational function of the
respondents, are presented in figures 2, 3, 4 and 5.
Histograms illustrate the distributions.

Grade. Figure 2 shows the frequency distribution of
the respondents by grade category. With 45.1 percent,
enlisted personnel in the grade of E4 thru E6 represented
the largest group of respondents. E7s thru E9s were the
second largest group representing 24.5 percent of the
respondents. Junior officers in the grade of 01l thru 03
were the third largest group represented accounting for 12.

percent of the total.
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CUM

BASE VALUE FREQUENCY PERCENT PERCENT
Bergstrom AFB 1 10 3.9 3.9
Cannon AFB 2 10 3.9 7.8
Davis-Monthan AFRB 3 12 4.7 12.5
England AFB 4 17 6.6 19.1
George AFB 5 18 7.0 26.1
Holloman AFB 6 16 6.2 32.3
Homestead AFB 7 16 6.2 38.5
Langley AFB 8 12 4.7 43.2
Luke AFB ] 17 6.6 49.8
MacDill AFB 10 13 5.1 54.9
Moody AFB 11 15 5.8 60.7
Mountain Home AFB 12 10 3.9 64.6
Myrtle Beach AFB 13 16 6.2 70.8
Nellis AFB 14 17 6.6 77.4
Seymour Johnson AFB 15 20 7.8 85.2
Shaw AFB 16 13 5.1 90.3
Tonopah Test Range 17 11 4.3 94.6
Tyndall AFB 18 14 5.4 100.0

TOTAL 257 100.0
HISTOGRAM FREQUENCY
COUNT VALUE ONE SYMBOL EQUALS APPROXIMATELY .40

. OCCURRENCES
10 1.00 *kkkkikkkkkkAAkkkkkkkkkkk
10 D .00 %Kk kkk ok k k k ok ok ok k ok ok ok 3k 7k ok ok K ok kK
12 3.00 *KKAAKRkkkRAKRIRRRK KRR ARk kKKK kKk
17 4 .00 %%k kk kKoK ok ok k% % ok % K K 5k % % % 5k sk 3k % %k & 5k Kk ok ok sk ok ok ok ok ok sk ok ok ok ok k
18 5.00 * %k kokkokokok ok ok ok ok ok ok ok k ok k& % sk ok ok &k kK % sk ok ok % % ok K ok ok k Kk k ko k ok ok
16 6 .00 %%k Kk k& 5k 5k %k & % % % %k % 3 sk ok 3k 3k 3k 3k 5k 3k 5k %k 5k 3k 5k 3k ok ok ok ok Kk ok Kk
16 T.00 HkkkhkhkkkhXRkA Rk hkRAAKKRKAAXK KRRk AKXk kkkkkk
12 8.00 *kkkhkkkkkkkkkkkkkkokkkkkokokkkkkk
17 Q00 & %k ko ko ok o s 3k %k ok 3k ok ok ok ok %k ok ok ok ok ok ok ok sk ke ok ok ok ko ok sk ok ok e ko

13 10.00 *kkkkkhkkhkkhkkhkkkhkdkkdkkkhkkkkkkhkkkkkk

15 11.00 ddkokokok ok ko kok ok ok ok ks Kk ok Kk 3%k Kk %k % % %k ok %k %k Kk ok Kk % %k Kk sk k ok ok

10 12.00 *kkkkkhkkkkkkkhkkkkkhkkkhkkkk

16 13.00 K kdkodkkkokokkokkkkkkkkkkkkdk ok ok ok kk ok ok ok kokokokkkkkkk

17 14.00 % vk kodkdok ok ok sk ok ok ok sk ok ok sk %k 3k ok sk 3k ok ok ok kg ok ok ok ok %ok ok ok ok ok ok ok ok

20 15.00 vk sk k sk k ok sk ok ok ok ok gk &k %k ok %k ok % % ek %k J %k Kk % ok dk Kk ok %k ok ok ok d ok ok ok ok ok ki ke ok ok ok
13 16.00 Xkkkkkkhkhkkkhkkkkkhkhkkkhkkkkkhkkkkkkk

11 17.00 *%kkkkkkkkkkhkkkkkhkkkkkkkkkkkk

14 18.00 %% 5k kokokkkkkkkk sk k% ok % d & %k %k ok & ok %k % %k Kk ok ok k&

Figure 1. Frequency Distribution of Response Rate by Base.
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CUM

GRADE VALUE FREQUENCY PERCENT PERCENT
El - E3 1 17 6.6 6.6
E4 - E6 2 116 45.1 51.8
E7 - E9 3 63 24.5 76.3
01 - 03 4 31 12.1 88.3
04 - 06 5 21 8.2 96.5
OTHER* 6 9 3.5 100.0

TOTAL 257 100.0

HISTOGRAM FREQUENCY

COUNT VALUE ONE SYMBOL EQUALS APTROXIMATELY 4.00

OCCURRENCES
17 1.00  *%x%
116 2.00 hkhkkkkkkkkkkkkkkkkhkkkkkkkkkkk
63 3.00 Rkkkkkkkkkkkkkkxk
31 4.00 *kkkkkkx
21 5.00 kxkkx
9 6.00 *x
I......... I......... Io........ I.....o.e. I
0 40 80 120 160

* The nine respondents in the "other" category did not
specify their grade.

Figure 2. Frequency Distribution of Grade of Respondents.

Years of Military Service. Figure 3 shows the

frequency distribution of the respondents by years of
service., From this figure it can be determined that 78.2
percent of the respondents had at least six years of
military service which would indicate a significant level of
Air Force experience. Based on this, it could be assumed
that the respondents had at least an average level of
experience in interacting with Base Supply.

Organizational Level. The frequency distribution for

the organizational level of the population sample is shown

in Figure 4., Respondents in the Squadron, Branch, and
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Section level, which generally represent Base Supply's

largest block of customers, comprised 78.9 percent of the

respondents. Respondents in the Numbered Air Force category

represent Headquarters (HQ) 12th Air Force, HQ 9th Air
Force, and HQ 10th Air Force. Respondents in the "other"
category included those assigned to Unified Command HQ,
Joint Command HQ, Deputy Commander for Maintenance (DCM)
staff, and Group HQ levels.

CUM
YEARS IN SERVICE VALUE FREQUENCY PERCENT PERCENT

Less than one year 1 3 1.2 1.2
l - 5 years 2 53 20.6 21.8
6 - 10 years 3 55 21.4 43.2
1l - 15 years 4 50 19.5 62.6
16 - 20 years S 65 25.3 87.9
21 or more years 6 31 12.1 100.0
TOTAL 257 100.0 100.0
HISTOGRAM FREQUENCY
COUNT VALUE ONE SYMBOL EQUALS APPROXIMATELY 1.50
OCCURRENCES
3 1.00 *x
53 2. 00 KKK K KKK KKk K kkkkkxhkkkkkkkkkkkkkkkkk
55 3,00 KKK kkkkkkkkkkkkhkkkkkkkkkkkkkkk Rk kkkk
50 4.00 XXk AkhkAARKAAKRKRKKRKAKKRK KR RKKRK KKK KK
65 5.00 KAk hkkA KAk AKX ARKRKRAKRKKRKRAR KKK RARRKR KRR KKKk KK
31 6.00 %Kk kkkkkokokkkodkokkkkokkkk
I......... I......... I......... I......... I......
0 15 30 45 60

Figure 3. Frequency Distribution of Respondents Years of
Service.

57




CUM

Organizational Level VALUE FREQUENCY PERCENT PERCENT
MAJCOM Headgquarters 1l 3 1.2 1.2
Numbered Air Force 2 12 4.7 5.9
Wing 3 18 7.0 12.9
Squadron 4 88 34.4 47.3
Branch 5 42 16.4 63.7
Section 6 72 28.1 91.8
Other 7 21 8.2 100.0

99 1l MISSING
TOTAL 257 100.0
HISTOGRAM FREQUENCY
COUNT VALUE ONE SYMBOL EQUALS APPROXIMATELY 2.00
OCCURRENCES
3 1.00 *x
12 2.00 *kkkkx
18 3.00 *kkkkkkkk
88 4.00 XkIkARKKKK KKK A KKK KKK KA A KR KKK KR KKK AR K KR KR KKK
42 5. 00 *kkkkkhkkkkkkkkkkkkkkk
72 6.00 H*XkkKRkkhkkkkkkkkAkhkkkkkkkkkkkkkkkk k%
21 700 % Kk %k Kk Kk %k Kk k k k %k
I......... I......... I......... I......... I........ 1
0 20 40 60 80 100
Figure 4. Frequency Distribution of the Organizational

Level of the Respondents.

Organizational Function. As mentioned in Chapter III,

HQ TAC/LGS requested each TAC supply organization to
identify its top four (4) major customers. The commander of
each major-customer organization at each of the 18 TAC bases
in the CONUS, or his equivalent, and four individuals
selected by the commander were defined as the population.
From the information provided by supply organizations, the
number of customers from each organizational function in the

population were calculated. They are presented in Table 6.

58




The organizations shown in Table 6 represent the major
customers of TAC Base Supply. From this table it can be
concluded that the major organizational customers of TAC
Base Supply squadrons are maintenance organizations. The
next largest major customer is represented by communications
organizations followed by transportation organizations. The
“"other" category is comprised of various organizational
functions; among these were: Civil Engineering, Security
Police, Air Base Operability, Bir Refueling squadrons,
Combat Support Group organizations, the Air Force
Engineering and Services Center (AFESC), the United States

Central Command, and the US Special Operations Command.

Table 6

Composition Of Organizational Functions
in the Population

Percent
Of Total
Organization Population Population
Maintenance 205 56.9
Transportation 20 5.6
Communications 35 9.7
Other 100 27.8
Total 360 100.0

Figure 5 shows the percentage of responses received
from each of the organizational functions represented in the
population. Comparing these percentages to those in Table

6, it can be determined that the percentage of respondents
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by organization type closely followed its representative
percentaye of the population.

The only possible exception to this observation applies
to respondents from the "other" category of organizational
functions. They constituted 17.3 percent of the total
respondents versus 27.8 percent in the population. Because
of the difference between the percentage of responses
received and the percentage of representation in the
population of this category, the results might be treated
with some measure of caution in regards to "other"

organizations.

CUM
ORGANIZATION TYPE VALUE FREQUENCY PERCENT PERCENT
Maintenance 1 164 64.3 64.3
Transportation 2 17 6.7 71.0
Communications 3 30 11.8 82.7
Other 4 44 17.3 100.0
2 Missing Responses
TOTAL 257 100.0

HISTOGRAM FREQUENCY

COUNT VALUE ONE SYMBOL EQUALS APPROXIMATELY 4.00
OCCURRENCES

164 1.00 *kkkkkkkkkkkdkhkkhkkhkkhkhhkhkhkkhkkkkkkkkkkk
17 2.00 **x*x%

30 3.00 *kkkkkkk

44 4.00 *kkkkkkkkkk

Figure 5. Frequency Distribution of Responses by
Organizational Function.
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Bivariate Analysis

The linear relationship among all the composite
variables was analyzed using the Pearson product-moment
coefficient of correlation. The results of the
intercorrelations are shown in Table 7 and 8. Table 7 shows
the correlations among the composite variables used to
measure importance of customer service criteria in PART B of
the questionnaire. The strongest correlations were between
Order Cycle and Responsiveness (.6534); General Service and
Demeanor of Supply Representatives (.6218); Item
Availability and Responsiveness (.6005); Item Availability
and Order Cycle (.5409); Order Processing and Responsiveness
(.5335); Order Processing and Order Cycle (.5226); and Order
Processing and Item Availability (.5036). A weak
relationship existed between Order Cycle and General Service
(.2712).

The Pearson coefficient of .50 or above between each
pair of the composite variables mentioned above suggested
there was a relationship between the respective values of
the two variables. That is, if respondents rated one
composite variable as very important, they were just as
likely to rate the other composite variable as very
important. The weak correlation between Order Cycle and
General Service suggested that if respondents rated Order
Cycle as very important, they were just as likely to rate
General Service as either very important or not important

{(14:204).
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Table 8 shows the correlation between the composite

variables used to measure the performance of Base Supply in

PART C of the gquestionnaire on the same variables used

in PART B. From Table 8, it can be concluded that there was
a strong correlation among all the variables. That is, if
respondents rated supply's performance as excellent on one
variable, they were just as likely to rate it excellent on

another; similarly with rating the performance poor

(14:204).
Table 7
Importance Measurements - Pearson Correlation
Coefficients for Composite Variables
Demeanor
General of Supply Order Order Item
Service Reps. Process Cycle Availability Responsiveness
General
Service 1.0000
Demeanor
of Supply
Reps .6218 1.0000
Order
Process L4724 .4189 1.0000
Order
Cycle 2712 .3523 .5226 1.0000
Item
Ava. 4344 4245 .5036 .5409 1.0000
Resp. L4044 .3668 .5335 .6534 .6005 1.0000

Note: All values were significant at p<.01

It must be emphasized, however, that if two variables

are strongly correlated, as is the case with several of the
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variables in this study, one cannot infer a causal
relationship. The only safe conclusion is that a linear
relationship exists lbetween the two. However, it does not
imply that only a linear relationship exists hetween the two

variables (21:516).

Table 8

Performance Measurements - Pearson Correlation
Coefficients for Composite Variables

Demeanor

General of Supply Order Order Item

Service Reps. Process Cycle Availability Responsiveness
General
Service 1.0000
Demeanor
of Supply
Reps .8210 1.0000
Order
Process .7302 .6150 1.0000
Order
Cycle . 7034 .6623 .8139 1.0000
Item
Ava. .6364 .6333 .6765 L7212 1.0000
Resp. .6132 .6342 .6910 .6949 .6781 1.0000

Note: All values were significant at p<.01

Investigative Questions. The results of the bivariate

and multivariate analyses conducted to answer the
investigative questions are discussed below. The
investigative questions will be addressed in the same order

as they were presented in Chapter I.
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Ql: What customer service criteria are most
important to TAC Supply customers and how do
they perceive the performance of Base Supply
on those criteria they rate most important to
their satisfaction?

The customer service criteria rated very important,
those with a mean score of 6.0 or higher on a scale of 1 to
7, are presented in Table 9 in descending order of
importance. A complete list of the importance ratings given
to each of the 45 service criteria used in this survey is
presented in Appendix E. Table 9 and the table in Appendix
E provide a description of each criterion fcllowed by its
PART B gquestion number in parenthesis. The standard
deviation is included to provide information about the
variability of the responses. Criteria marked as "Not used”
by the respondents received no points.

From Table 9 it can be ascertained that the criteria
rated most important, those with a mean score of 6.0 or
above, are questions number 13, 14, 26, 22, 46, 23, 12, 25,
40, 47, 37, 8, 28, and 42.

BAnalysis of the data showed that no single criterion
was rated as "not important" by the respondents. The lowest
mean score, 4.46, went to question number 11 in the
questionnaire. This question asked respondents to rate the
importance of Base Supply's visits to their organization to

ensure adequate support is being provided.
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Mean and Standard Deviation Scores of Criteria

Table 9

Rated Very Important

Description Variable Mean sD
A commitment to General Service 6.50 .73
providing the best
service possible. (13)

A commitment General Service 6.47 .76

to customer

satisfaction. (14)

Competence. (26) Demeanor Of 6.41 .74
Supply Rep

Ability to solve Demeanor of 6.40 .71

your problem. (22) Supply Rep

Ability to expedite Responsiveness 6.35 .99

MICAP requests. (46)

Fulfill promises Demeanor Of 6.28 .94

made. (23) Supply Rep

A good working General Service 6.24 .87

relationship with

your organization. (12)

Professionalism. (25) Demeanor Of 6.20 .84
Supply Rep

Minimum variation Order Cycle Time 6.22 .15

between required

and actual delivery

dates on MICAP

items. (40)

Ability to expedite Responsiveness 6.18 .04

out of the ordinary

MICAP requests. (47)

Ability to meet Order Cycle Time 6.08 .02

required delivery
times on items
available in stock.

(37)
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Table 9 (Continued)

Description Variable Mean SD

A method for General Service 6.04 .94
handling customer
complaints. (8)

A concern about Demeanor Of 6.04 1.01
your problem. (28) Supply Rep
Availability of Item Availability 6.01 1.05

bench stock items
when needed. (42)

Further analysis of the data was conducted to determine
how customers perceived the performance of Base Supply on
those criteria they rated as most important to their
satisfaction. The results are shown in Table 10.

fable 10 summarizes the performance ratings respondents
gave to Base Supply on the criteria they rated very
important. A complete list of the performance ratings given
to each of the 45 service criteria used in this survey is
presented in Appendix F. Table 10 and Appendix F provide
adescription of each criterion followed by its PART C
gquestion number in parenthesis. To ensure consistency, the
criteria are presented in the same order as in Table 9.
Appendix F presents the information in descending order of
performance ratings.

From Table 10 it can be determined that none of the 14

criteria which the respondents judged as very important to
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their satisfaction were given a below-satisfactory
performance rating. However, none received an excellent
rating.

The lowest mean score of all the criteria, 4.46, went
to criterion number 11 in the questionnaire. This item
measured the respondents' perception of supply's visits to
their organization to ensure it is receiving adequate supply
support. This criterion also shows the lowest mean score of

importance (see Appendix E).

Table 10

Meann and Standard Deviation Scores
of Performance Ratings Given to Base Supply
on Criteria Rated as Very Important

Description Variable Mean SD

A commitment to General Service 4.80 1.60
providing the best
service possible. (13)

A commitment General Service 4.69 1.65
to customer
satisfaction. (14)

Competence. (26) Demeanor of 4.96 1.53
Supply Rep

Ability to solve Demeanor of 4.91 1.54

your problem. (22) supply Rep

Ability to expedite

MICAP requests. (46) Responsiveness 4.94 1.82

Fulfill promises Demeanor of 4.72 1.79

made. (23) Supply Rep

A good working General Service 4.99 1.54

relationship with
your organization. (12)
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Table 10 (Continued)

Description Variable Mean sD

Professionalism. (25) Demeanor of 5.23 1.34
Supply Rep

Minimum variation Order Cycle Time 4.21 2.04

between reguired
and actual delivery
dates on MICAP
items. (40)

Ability to expedite Responsiveness 4.60 1.92
out of the ordinary
MICAP requests. (47)

Ability to meet Order Cycle Time 4.63 1.59
required delivery

times on items

available in stock. (37)

A method for General Service 4.71 1.58
handling customer
complaints. (8)

A concern about Demeanor of
your problem. (28) Supply Rep 4.58 1.64
Availability of Item Availability 4.35 1.72

bench stock items
when needed. (42)

Further analysis of the data shows that criteria
numbers 13, 14 and 26 which were the top three rated as very
important by the respondents showed the 13th, 18th and 8th
highest mean scores respectively (see Appendix F). The
criteria that showed the top satisfactory performance mean
scores were, in descending order: accessibility of Base
Service Store and Individual Equipment Unit; courtesy,
military bearing, and appearance of supply representatives

(see Appendix F).

68




|

The major customers of TAC Base Supply were asked to

Q2: Is TAC Base Supply performing according to
customer's expectations?

rate the importance of 45 customer service criteria in PART
B of the questionnaire. Respondents were asked to evaluate
the criteria based on the following scale:

Not Moderately Very
Important Important Important

1 2 3 4 5 6 7
In PART C of the questionnaire respondents were asked
to rate the performance of Base Supply on the same 45
criteria whose importance he/she rated in PART B.
Respondents were asked to rate supply's performance based on
the following scale:
Poor Satisfactory Excellent
1 2 3 4 5 6 7
A series of t-tests were used to determine whether a
difference between the mean score of importance and the mean
score of performance ratings for each composite variable is
large enough that we can conclude it represents a true
difference rather than simply the result of random score
fluctuations (21:431-436). Table 11 shows the results of
the t-tests. This table compares the mean scores of
importance and performance ratings for the composite
variables. The mein, standard deviation, and the
t statistic are shown. BAn asterisk (*) placed beside the t-

value signifies that the difference between the importance
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and performance ratings was large enough to be statistically
significant. Table 11 shows that at the highly significant
level of p<.0l1l there were significant differences between
the importance supply customers place on the customer
service composite variables, as constructed for this survey,
and their perception of Base Supply's performance on the

same variables.

Table 11

Comparison of Importance and Performance Ratings
for Customer Service Elements

Importance Performance

Variable Mean/S.D. Mean/S.D t-value
General Service 5.73/.62 4.73/1.16 12.55%
Demeanor of Supply 6.00/.63 4.94/1.25 12.72%
Representatives
Order Processing 5.61/.81 4.56/1.29 8.70%
Order Cycle Time 6.00/.91 4.25/1.37 15.08%
Item Availability 5.61/.87 4.53/1.24 9.61%
Responsiveness 5.79/.88 4.54/1.39 11.50%

*Indicates a statistically significant difference at the
p<.01 level.

B series of t-tests also were conducted to analyze any
differences between importance and performance ratings for
each of the 45 individual service criteria used in the
questionnaire. At a significance level of p<.05, there were

significant differences between the importance and
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performance ratings on 44 out of the 45 criteria. Only one
criterion showed no significant difference. This was
guestion number 7 in the questionnaire which measured
promptness in answering the telephone. The comparison of
the importance and performance ratings for all 45 criteria
is presented in Appendix G.

The significant differences found between importance
and perceived performance identified above led to the
conclusion that TAC Base Supply was not performing according

to customers' expectations.

Q3: Are there differences in the perception of supply
performance according to rank, years of service,
organizational level, organization type, and base?

To examine this question, a oneway analysis of variance
(ANOVA) was conducted to determine whether to reject or fail
to reject the null hypotheses proposed in Chapter I. The
basic premise of all the null hypotheses was that there is
no statistically significant differences between the groups.
The Tukey-b procedure was used to identify exactly which
groups are significantly different at the .05 level of
significance.

To provide a balanced picture of any differences
between the customer segments, i.e.. by rank, yea:s of
service, organizational level, organization type, and base,
hypotheses were proposed to identify both the differences

between the customer segments perceptions of the importance

of customer service elements as well as differences in the
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perceptions of Base Supply performance. Each hypothesis is

addressed in the same order presented in Chapter 1. For
clarity and comparative purposes, the accompanying tables
show the mean and standard deviation (SD) scores, and the
minimum and maximum ratings given to the customer service
element (also referred to as composite variable) by

individual customer segments.

Null Hypothesis Hla: There is no statistically
significant difference between customer segments by grade in
regards to their view of the importance of customer service
elements.

The results of the ANOVA and Tukey procedures are shown
in Table 12. The results indicated a significant difference
between groups on only two customer service elements:
general service and demeanor of supply representatives.
There is a significant difference between 01-03s and 04-06s
in reéards to their perception of the importance of GENERAL
SERVICE. A significant difference also exists between 01-
03s and E4-E6s in regards to their perception of the
importance of DEMEANOR OF SUPPLY REPRESENTATIVES. In both
cases, the 01-03 group rated the importance of the customer
service elements lower than the other two groups.

Null Hypothesis Hlb: There is no stalistically

significant difference between customer segments by grade in
regards to their perception of Base Supply's performance.

No statistically significant differences were
determined between customers in the grades of El1-E3, E4-E6,

E7-F9, 01-03, and 04-06 in regards to their perception of
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Base Supply's performance on any of the customer service

elements.
Table 12
Importance Perceptions: Significant Differences
Retween Customer Segments by Grade
Customer Groups
Service Significantly
Element Different MEAN Sh MIN MAX

1 t 1 [} ] %

] 1 ] 1 i (]

: : i : ' '

! 01-03 {1 5.52 } .64 | 3.38 | 6.38 |

General Service | i i d : i
' 04-06 ! 6,09} .62 | 4.88 | 7.00 |

' i ' H H '
__________________ | RIS [P I PN P |
i ] 1 ] ' ]

' i : H g H

Demeanor Of ! 01-03 i1 5.74 | .66 | 4.70 |} 6.90 |
Supply ' ' ' : g '
Representatives | E4-E6 1 6.10 } .60 | 4.30 ; 7.00 ;
] ] ¥ ] ] ]

1 ] [} t 1 ]

Note: Pairs of groups are significantly different at
the .05 level of significance.

Null Hypothesis H2a: There is no statistically
significant difference between customer segments by years of
military service in regards to their view of the importance
of customer service elements.

The results of the ANOVA and Tukey-b procedures are
presented in Table 13. The results indicated that there is
a significant difference between customers with 6-10 years
of military service and customers in the following groups:
1-5, 11-15, and 21 or more years of service, No significant
differences exist between the groups with 1-5, 11-15, and 21
or more years of service. Customers with 6-10 years of

service had a mean score response lower than the other three
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groups and a greater variation in their assessment of the

importance of RESPONSIVENESS.

Table 13

Importance Perceptions: Significant Differences Between
Customer Segments by Years of Military Service

Customer Groups
Service Significantly
Element Different MEAN SD MIN MAX

] ] ] ] 1 ]
1 ] ] i ) ]
: : ! | | !
1 1-5 years | 5.84 \ .72 } 3.67 | 7.00 |
! ) ! 1 i [}
Responsiveness | *6-10 years | 5.38 | 1.04 | 2.00 | 6.83 |
) ] 1 [] 1 ]
[} ] ] § [} i
1 11-15 years | 5.89 | .65 | 4.00 | 7.00 |
1 ! 1 1 I t
] ] ] ] I ]
i 21 or more | 6.12 | .49 | 4.67 | 7.00 ;
L) i ! t ] 1
1 ] ] ] § t

years

* This group was significantly different from the other
groups at the .05 i1evel of significance.

Null Hypothesis H2b: There is no statistically
significant difference between customer segments by years of
service in regards to their perception of Base Supply's
performance.

No statistically significant differences were
determined between customers with less than one, 1-5, 6-10,
11-15, 16-20, and 21 or more years of service in regards to
their perception of Base Supply's performance on any of the

customer service elements.

Null Hypothesis H3a: There is no statistically
significant difference between customer segments by
organizational level and their view of the importance of
customer service elements.

Table 14 shows the results of the ANOVA and Tukey

procedures. Results indicated there is a significant




difference between customers assigned to a Numbered Air
Force and customers assigned to the following organizational
levels: squadron, branch, section, and the "other" category.
Numbered Air Force customers had a mean score response lower
than the other four groups (4.90). No significant
differences existed between customers assigned to a

squadron, branch, section, or those in the "other" category.

Table 14

Importance Perceptions: Significant Differences Between
Customer Segments by Organizational Level

Customer Groups

Service Significantly

Element Different MEAN SD MIN MAX
: : g i i i
!*Numbered AF | 4.90 |} 1.04 | 3.17 | 6.33 |
t ] ] t [} 1
1] ] 1 ] i 1
| Squadron 15,712y .79  2.00 | 7.00 |

Responsiveness | ' ' : | '

! Branch 1 5.84 )V .73 ) 2.00 } 7.00 )
t [} I (] ] ]
1 ] 1 ] 1 ]
i Section y 5.91 .72 | 3.67 | 7.00 |
] ] t i t ]
] ] H ] ] i
i Other i1 5.86 ) .70 | 4.67 | 7.00 |

* This group was significantly different from the other
groups at the .05 level of significance.

Null Hypothesis H3b: There is no statistically
significant differences between customer segments by
organizational level and their perception of Base Supply's
performance.

Table 15 shows that the ANOVA and Tukey procedures
identified a significant difference between customers
assigned to the branch level and those assigned to the
section level. Those assigned to the branch level gave Base

Supply the lowest performance ratings ranging from 0.00 to
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6.33. The 0 rating was an option given to the respondents
to indicate that, in their opinion, Base Supply does not

provide a particular service.

Table 15

Performance Evaluation: Significant Differences
Between Customer Segments by Organizational Level

Customer Groups

Service Significantly

Element Different MEAN SD MIN MAX
[ | [} [} t [}
H ] t t t ]
] ] i ] 1 1
1 1 ) 1] ] ]
! Branch ! 4.02 | 1.47 | 0.00 } 6.33 |

Responsiveness ' ' i : 1 :

! Section ! 4.97 | 1.33 | 1.67 | 7.00 |
1 ] ] ] 1 ]
i ] ] ] [} 1

Note: Groups are significantly different at the .05 level
of significance.

Null Hypothesis H 4a: There is no statistically
significant difference between customer segments by
organizational function and their view of the importance of
customer service elements.

The ANOVA and Tukey procedure identified no
statistically significant differences between customers
assigned to Maintenance, Transportation, Communications, and
"other" organizational functions.

Null Hypothesis H4b: There is no statistically
significant difference between customer segments by
organizational function and their perception of Base

Supply's performance.

The results of the ANOVA and Tukey procedures are
presented in Table 16. Results indicated there is a
significant difference between respondents from maintenance

and those in the "other" category in their evaluation of the
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general service element. No statistically significant
differences were identified between any other groups.

Null Hypothesis H 5a: There is no statistically
significant difference between customer segments by base of
assignment in regards to their view of the importance of
customer service elements.

The ANOVA and Tukey procedure identified no

statistically significant differences by base of assignment.

Table 16

Performance Evaluation: Significant Differences
Between Customer Segments by Organizational Function

Customer Groups
Service Significantly
Element Different MEAN SD MIN MAX

1.63

General Service

4,29 1.42 0.00 6.50

; i

: :
Maintenance | 4.83 | 1.08

] ]

] 1

Other ' :

] ]

] |

Note: Groups are significantly different at the .05 level
of significance.

Null Hypothesis ;g;p; There is no statistically
significant difference between customer segments by base of
assignment in regards to their perception of Base Supply's
performance.

Statistical analysis of this hypothesis identified no
significant differences between customers by base of

assignment.

A total of five open-ended questions were included in
the survey instrument to allow respondents to freely express

their opinions or perceptions. The responses were analyzed
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by the organizational function of the respondents, i.e.
maintenance, transportation, communications, and other, to
identify any possible trends in the opinions of each of
these organizational functions. However, no significant
differences were apparent to the author. Respondents from
all organizations voiced similar concerns about the service
criteria important to them and their perception of the
source of satisfaction or dissatisfaction with Base Supply.
Following is a summary of the responses to each open-

ended question provided in the same order as they appeared

in the questionnaire.

PART B, Ql: Are there any other customer service
factors you consider important to your satisfaction
with Base Supply?

Roughly 50 percent of the respondents did not answer
this gquestion. About 20 percent of those who did respond
indicated they could not think of any other factors or that
everything that was important to them was already included
in the questionnaire. The responses given by the remaining
30 percent of the respondents can be summarized as follows:

a. Not giving the customer the runaround.

b. Ability to work with the customer.

c. A positive attitude towards the customer.

d. Effective supply operations during computer
downtime.

e. More training for supply personnel on supply

procedures. In this regard, many expressed a concern that
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many supply personnel lack the knowledge they need to help
the customer.

f. More effective training for personnel in the
organizations Base Supply supports, i.e. equipment
custodians, AMU personnel.

Selected responses which the author considered
representative of the opinions expressed by the majority of
those who answered this question were:

"It is important to me that Base supply work with the
customer to ensure problems or concerns are being taken care
of within a reasonable time frame. The customer should not
be given the runaround or passed on from one section to
another when either section is capable of handling the
situation."”

"A positive attitude towards customer service and the
initiative to do what it takes, or to go the extra mile to
keep the customer happy."

"Just knowing that if you need something done the
person handling it knows what they are doing and has a
genuine concern about doing it correctly."”

"I believe it is very important for supply to be able
to operate effectively during computer down time. I know
there are procedures and products available to do this. Too
often, however, it seems everything comes to a standstill
when the computer is down."

"That each section of base supply would internally
train each person to give out information consistent with
that section's policies and requirements."

"Item 51 (see questionnaire in Appendix C) cannot be
emphasized enough: to be very flexible in meeting unit needs
on training. This should include training within the
supported organization, i.e. AMU support section, to allow
over the shoulder hands on training."

"Training programs more individually directed to each
shop."

79




PART B Q2: What actions do you take when Base
Supply cannot provide an item when you need it?
(wait; increase the priority; submit a Supply
Difficulty Report; contact other bases; contact
the depot, etc.)

Roughly 60 percent of the respondents answered this
question. Of these, only ten indicated they wait on supply.
About 25 said they increased the priority and/or submitted a
supply difficulty report. The remaining number indicated
they did all of the above depending on the circumstances;
but in particular, they indicated they contacted other bases
and the item managers at the depot. It was noted that most
of the personnel who answered this gquestion were from
maintenance organizations. Most responses were short and to
the point. i.e. contact other bases and call depot. A few
exampfes of the responses which, in the author's opinion,
cover the essence of what most of the respondents expressed
are the following:

"In the case of MICAPs, contact other bases, as well as
contact the depot IMs [item managers] to determine when
replacements are going to become available."

"Increase priority, cann, supply difficulty; sometimes
we [maintenance] do a much better (quicker) job of locating
a part at depot or another base than MICAP."

"We do all our own depot follow-ups."

"All of the above and more. It should be noted that
these actions have become the norm, not the exception. I
have one supply person assigned and use 10 maintenance
people to help accomplish the task of getting supplies. The

offices at Base Supply are more of a road block than a help
when it comes to dealing with off base agencies."
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PART C, Ql: Please comment on anything you
particularly like or do not like about Base Supply.

Approximately 75 percent of the respondents answered
this question. Most of the positive or negative comments
expressed by the respondents pertained to the demeanor of
supply personnel. On the positive side, respondents
frequently mentioned courtesy, prompt service, and the
perception that supply personnel were there to support them.
On the negative side, they frequently mentioned lack of
competence, slow service, and a bad attitude.

Other than opinions about the demeanor of supply
representatives, customers expressed their appreciation for
prompt delivery of parts. On the negative side, there
appeared to be a widespread dissatisfaction with bench
stocks not filled on a timely basis, and poor communication
of DD Form 1348-6 information to Contracting. Only sporadic
comments were noted about excessive red tape to order items,
and the base service store being out of products quite
often.

Most of the responses, whether positive or negative,
came from maintenance personnel. This is not surprising
since they accounted for 64.3 percent of the respondents.
Negative opinions outweighed the positive ones at
approximately a 2 to 1 ratio. A representative sample of

the responses follows.
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a. What customers liked about their Base Supply:

"Outstanding courtesy and helpfulness by customer
service representatives."

"The Chief of Supply is committed to providing his
customers with excellent support. Supply is doing a fine
job supporting a weapon system with fewer and fewer
available spares."

"I get very good service from Base Supply, although
they never have the item I need.”

"I particularly like it when Base Supply is able to
deliver an item in the time that corresponds to the
priority."

"Senior leadership involvement from the Chief of Supply
down to the airman."

b. What customers didn't like about their Base Supply:

"Don't like the fact that supply people seem to be
overly specialized. Sometimes it seems the user has a
broader understanding of the supply system than supply
people themselves. Stock control will do only what pertains
to them. Document control! will do only what pertains to
them, etc. Meanwhile, the poor customer has to explain the
problem over and over, and sometimes actually tell supply
people, how to fix it."

"Many times I get projected feelings that I, the
customer, am an interruption to their work instead of the
purpose of their work."

"When dealing with Supply on areas concerning support
of the customer, I often receive more reasons why support
cannot be provided rather than approaches to resolve the
problem at hand."

"Slow, very slow service at supply point warehouse. no
enthusiasm towards customers."

"Other than MICAP section, it appears that Base Supply
is lacking in knowledge of their job. It seems everything
you ask as far as follow-up action does not take place."

"Whenever an item is requested on a 2005 and 1348-6 for
local purchase, the information (on the 1348-6) is often
disregarded (point of contact, source of supply, address of
supplier and phone number) or lost, even when stapled
together. Base contracting is constantly calling and asking
for additional information on an item that was provided on
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the 1348-6. Bench stock often forgets to fill requested
bins on orders that have many requisitions. BAlso some
orders take 2 to 5 weeks to receive the property (not due
outs)."”

"Ooutside of MICAP, SSC & AGS Parts Store, the attitudes
are bad and competence level is lacking."

"In Equipment Management mainly but also in other
sections, too much time is spent telling people that they
can't have something, instead of helping them get what they
need. Also, the sections in Supply seem to fight too much
among themselves, not wanting to help each other to help the
customer."

"Bench Stock has too lov of a priority and does not
fill certain line items for six months at a time, which
defeats its purpose."”

"Bench stock not being checked on a regular basis."

PART C, Q2: Please comment on any experience with
Base Supply which was particularly satisfying to you.

Approximately 75 percent of the respondents answered
this guestion. Only five respondents answered this question
by explicitly writing "none." All the other respondents had
a positive experience to relate. Based on the author's
interpretation of the responses, customers said little about
satisfaction with any supply procedures, but much about
their satisfaction with a particular service they have
received from Base Supply personnel. In addition, the
majority of positive comments were about personnel in MICAP;
however, Customer Service, Equipment Management, and the
Base Service Store were mentioned frequently. Other
sections received sporadic comments.

Respondents appeared to be equally enthusiastic about

basically the same thing: the rerception that someone in
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supply cared about their needs and was willing to "go the
extra mile" for them.

In the author's opinion, the following responses were
the most representative of the majority:

"Weekend/night phone calls at home on the status of
high interest parts." (from a senior NCO irn maintenance)

"MICAP controller seems to go out of his way to help us
out even on non-micap items."

"Needed a particular item very recently. Depot said it
would take at least 3 months. This was a mission essential
item but could not be placed for MICAP. A customer service
rep checked approximately 27 bases for this item for me, he
found some to keep us going. I was very pleased and
impressed. He did this within one day."

"Outstanding research facility. Great customer
service, answer to your dquestion right on the phone, go
beyond normal procedures to help you in anyway they can. I
can also say the same thing about MICAP. Answer any
gquestion, more than happy to help you with any problem
whether it's a MICAP problem or not. Both Units are
outstanding."

"MICAP goes out of their way to assist me in any way
possible."”

"Customer service personnel are very helpful although
most of the time their hands are tied because of the problem
being at depot or contracting.”

"When problems arise, I turn to CLO, TSgt Manning. He
has always given us his best support and has been courtecus
and sensitive to the needs of this unit's mission."

"As an equipment custodian for two different shops 1I
have found the personnel in the Equipment Management section
to be highly professional and knowledgeable of their jobs.

I am also satisfied with the personnel working in storage
and issue. (from an NCO in maintenance).

particularly dissatisfying to you.

PART C. Q3: Please comment on anything which was _H

Approximately 75 percent of the respondents answered

this question. Of these, approximately 15 indicated they
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had had no bad experiences with Base Supply or that most
experiences with supply were good ones. The remainder
voiced the following sources of dissatisfaction:

a. Not receiving adequate service when the computer is
down.

b. Bench stocks not filled on a timely basis.

c. Loss of DD 1348-6s or information contained therein
not being forwarded to Contracting. Accordingly, some
expressed the perception that Base Supply and Contracting do
not work together.

d. Leaving messages on answering machines, especially
when calls do not get returned.

e. Slow service and lack of experienced personnel.

Additionally, a few respondents expressed a concern
about Demand Processing limiting the number of requisitions
they will accept per hour.

The author considered the following responses as
representative of the majority:

"Contracting and Supply not working together. Supply
has all the information on the items requested (or ordered)
and contracting does not. Contracting will call me for
information or copy of the 1348-6."

"1348-6s have been lost too many times."

"I dislike talking into an answering machine, then not
receiving a return call to discuss my problem."”

"I often wait several minutes to be waited on, that in
itself is okay, but when counter clerks are engaged iu
casual unofficial conversation, I find that disturbing. It
doesn't harpen often, but it has happened more than once."

"A particular moment when I went to a supply point
warehouse. 1 was on a blue ball. Two people sat in their
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office without bothering me to help me. I stood there for
15 minutes before someone from the back helped me. Then he
was gone for 15 minutes before 1 finally got my part."”

"Not filling bench stock when needed."

"Lack of competent and experienced personnel to handle
problems."

Analysis Limitations

PART B of the questionnaire asked respondents to
indicate what section of Base Supply they interacted with
most frequently. The objective of this question was to
determine whether their degree of satisfaction with Base
Supply was based on the service they received from a
particular area of supply. However, because more than 50
percent of the respondents marked more than one section on
the gquestionnaire, any type of analysis was considered
meaningless.

In addition, Part D of the questionnaire asked
respondents to rank the customer service factors, or
elements, in order of importance on a scale of one to seven,
with one being the most important. However, there appeared
to be some confusion about the instructions given.
Approximately 25 percent of the respondents did not rank the
customer service elements; about 10 percent used the same
ranking more than once; and about 15 percent ranked only
three or four of the elements. The rankings assigned to the
customer service elements by approximately 50 percent of the
respondents, however, were analyzed using a weighted value

technique. Each time a customer service element was
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selected as number one in importance, it was assigned seven
points; if selected as second most important, it was
assigned six points; if selected as third most important, it
was assigned five points, etc., etc. The total number of
points assigned to each element determined their ranking.
Based on this technique, the elements were ranked in the
following order of importance: Item Availability, Order
Cycle, Responsiveness, Order Processing, General Service,
Demeanor of Supply Representatives. However, in view of the
circumstances explained above, it was concluded that the

rankings were not very representative of the population.

Summary

This chapter described the survey response rate, the
reliability of the survey instrument, and the results of
univariate, bivariate and multivariate analysis of the data.

Each investigative question proposed for this study was
discussed in the same sequence as presented in Chapter 1.
The customer service criteria rated very important by the
respondents were presented along with the performance
ratings given to these criteria by the respondents.
Additicnally, the results of the statistical tests used to
test the null hypotheses were presented. Based on this
analysis, the following statistically significant

differences were identified:
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a. Differences between customer segments by grade in
their perception of the importance of GENERAL SERVICE and
DEMEANOR OF SUPPLY REPRESENTATIVES.

b. Differences between customer segments by years of
military service in their perception of the importance of
RESPONSIVENESS.

¢. Differences between customer segments by
organizational level in their perception of the importance
of RESPONSIVENESS.

d. Differences between customer segments by
organizational level in their evaluation of Base Supply's
performance on RESPONSIVENESS.

e. Differences between customer segments by
organizational function in their evaluation of Base Supply's
performance on GENERAL SERVICE.

In addition, significant differences were identified
between the importance customers place on the customer
service criteria used in this study and their perception of
Base Supply's performance on those same criteria. The
chapter concluded with the author's analysis of the open-
ended responses.

Further analysis of the results, and the author's

conclusions and recommendations are presented in Chapter V.
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V. BAnalysis, Conclusions, and Recommendations

As stated in Chapter I and Chapter 11I, the specific
objectives of the research were: 1) identify the service
criteria important to the major customers of TAC Base
Supply; 2) identify customef perceptions about the

performance of TAC supply organizations; 3) measure the

range of variation between customer segments; 4) identify
opportunities available to Base Supply for improving
customer satisfaction; and 5) provide a benchmark for future
evaluations of Base Supply customer satisfaction. Hence, the
purpose of this chapter is to highlight the significant
findings of this research study. The analysis and
conclusions concerning the investigative questions are
presented, and the implications of the research methodology
are discussed. Finally, recommendations and suggestions for
further research are offered for the consideration of HQ

TAC/LGS and others interested in this study.

Analysis And Conclusions

The background provided by customer service literature,
the statistical analysis of the data collected, and the
analysis of the open-ended responses led to the following
conclusions regarding the investigative questions proposed

for this study.
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Investigative Question No. 1. What customer service

criteria are most important to TAC Supply Customers?
Based on the analysis of the data collected, of the six

customer composite variables used in this study order cycle

time and demeanor of supply representatives were considered

the most important (a mean score of 6.0 or higher) by all
TAC Supply major customers. The importance supply customers
placed on the demeanor of supply representatives reinforces
the conclusions of consumer surveys. As mentioned in
Chapter I, a 1988 Gallup Survey demonstrated the majority of
customers equate high quality service with courtesy,

promptness, and the perception that their needs are being

satisfied (13:33-34). The importance of order cycle time is
fairly consistent with La Londe and Zinszer's findings. As
presented in the literature review, order cycle time was
important across industries, but was an especially critical
element in the Pharmaceutical and Merchandising firms of
consumer products.

Analysis of all 45 service criteria used in the study
revealed that 14 criteria were rated very important by the
major customers. Of these, nine were consistent with the
findings of the study across industries by La Londe and
Zinszer, the study of the Office Systems and Furniture
Industry by Sterling and Lambert, the study of the Plastics
Industry by Lambert and Harrington, and the studies of Air
Force Civil Engineering organizations by Long and Singel. A

comparison of the very important criteria common to TAC Base

90




Supply, Civil Engineering, and industries in the private
sector is presented in Table 17. While the wording of the
criteria used in the study of TAC Base Supply is not exactly
the same as that used in the other studies, the substance of
the criteria is basically the same.

In addition to the criteria presented in Table 17, the
following criteria, which had not been identified by
previous studies, also were rated very important:

a. A good working relationship with major customer
organizations (question #12).

b. A commitment to customer satisfaction (question
#14).

c. BAbility of supply representatives to solve the
customer's problem (question #22).

d. Ability of supply representatives to fulfi.l
promises made (question #23).

e. Base Supply's responsiveness in expediting MICAP
requests (question #46).

Summarizing the results, it was concluded that the
service criteria most important to TAC supply major
customers were as follows:

a. A commitment on the part of Base Supply to provide
the best service possible, to satisfy its customers, and to
maintain a good working relationship with the organizations

they support (questions #13, 14, and 12).
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Table 17

Comparison of Criteria Found Very Important
In TAC Base Supply and Other Organizations Or Industries

TAC Base Supply

Other Studies

Organization
or Industry

A commitment to
providing the best

service possible. (13)
Competence. (26)
Professionalism. (25)

Minimum variation
between regquired
and actual delivery
dates on MICAP
items. (40)

Ability to expedite
out of the ordinary
MICAP requests. (47)

Ability to meet
required delivery
times on items
available in stock.

A method for
handling customer
complaints. (8)

A concern about
your problem. (28)

Availability of
bench stock items
when needed. (42)

(37)

Customer Service
rep. commitment

Competence

Professionalism
of CE workforce

Minimum Variation
between expected
arrival date and
actual arrival
date.

Ability to expedite
emergency orders in
a fast responsive
manner.

Order Cycle

consistency
(small variability)

Action on
customer service
complaints

Concern

Fill Rate

Civil
Engineering

Civil
Engineering

Civil
Engineering

Pharmaceutical
and Consumer
Products

Plastics

Office
Systems

Furniture
and
Plastics

Civil
Engineering

Across
Industries
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b.

Supply personnel that are competent and

professional; that show concern for customer problems and

have the ability to work them out; and that fulfill any

promises made to the customer (questions #22, 23, 25, 26,

and #28).

C.

Base Supply's responsiveness in expediting MICAP

requests, and its ability to meet the customer's required

delivery date on MICAP items, (question #40, #46, #47).

d.

stock

e.

On-time delivery of supply items when available in
(question #37).

Established procedures for handling supply customer

complaints (question #8).

f.

Bench stock availability (question #42).

The open-ended responses supported the finding that one

of the most important criteria to the customer is the

demeanor of supply representatives. The customers’

impressions of Base Supply, whether favorable or

unfavorable, appeared to be based on how they are treated by

supply representatives. Those with favorable impressions

were very enthusiastic in their praise for supply

representatives who provided prompt service and demonstrated

a genuine interest in the problems of individual customers.

One satisfied customer expressed it thus:

Outstanding research facility. Great customer
service. They answer your question right on the
phone; they go beyond normal procedures to help you
in anyway they can. I can also say the same thing
about MICAP. They answer any question. They're more
than happy to help you with any problem whether it is
MICAP or not. Both units are outstanding.
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None of the 14 criteria rated overall as very important
by the respondents received a performance rating lower than
3 (on a seven point scale). This demonstrated customers
perceived supply's performance as satisfactory on the
criteria which they valued as very important. However,
supply's performance was not perceived as excellent on any
of the 14 criteria. It is interesting to note that a
similar finding was made by Lambert and Harrington in their
study of the Plastics Industry where no vendor in the
industry was performing to customer expectations on the 18
variables that were rated most important. Lambert and
Harrington attributed their finding to the business strategy
of focusing on the competition instead of focusing on the
customer (18:57). In Base Supply, it is conceivable that
this finding was attributable to supply's focus on internal
measures of performance rather than on the customer.

Investigative Question No. 2. 1Is TAC Base Supply
performing in accordance with customer's expectations?

Analysis of the data showed a statistically significant
difference between the importance and performance ratings
for each of the six customer service composite variables.
The magnitude of the difference between importance and
performance ratings for the composite variables was
punctuated by the fact that 44 out of the 45 criteria that
comprised these varirbles also showed statistically
significant diffe.ences. Figure 6 further iitlustrates the

disparity between customer expectations, as specified by the
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importance they place on the customer service composite
variables, and customer evaluations of supply's performance.
Based on these results, it was concluded that TAC Base

Supply was not performing in accordance with customer

expectations.
Composite
Importance Variable Performance
None Moderate High Poor Sat Excellent
* Order Cycle *
* Demeanor Of *
Supply
Representatives
* General Service *
* Responsiveness *
* Item Availability *
* Order Processing *

Figure 6. Customer Service Analysis for TAC Base Supply.
Adapted from Sharman (25:76).

This finding was not very surprising given that the
focus of Base Supply has been on the traditional supply
performance measures which are internal. By meeting these
performance standards, Base Supply management may assume
it has fully met the needs of its customers. However, this
study has shown that for the majority of customers this was
not the case. The finding does not, however, necessarily

imply that Base Supply fails to do an excellent job of
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supporting its customers. But it does suggest that the
majority of customers perceive significant shortfalls in
Base Supply support.

The greatest disparities between importance and
performance ratings were observed in the two composite
variables that customers rated as most important: DEMEANOR
OF SUPPLY REPRESENTATIVES and ORDER CYCLE. With regards to
demeanor of supply representatives, both the statistical
analysis and the open-ended responses strongly indicated the
service provided by supply personnel is not meeting the
expectations of supply major customers. This strongly
suggests that internal measures of performance are not, by
themselves, sufficient to meet customer expectations.
Impressive stockage effectiveness rates or MICAP rates might
not convince customers that supply is dedicated to customer
service. But the behavior or attitudes of supply
representatives will generally convey to customers a
commitment to superior customer service, or the lack
thereof.

The composite variable ORDER CYCLE accounted for the
greatest significant difference between importance and
performance ratings. The four questions that constituted
this variable focused on the length of the order cycle for
MICAP, local purchase items, items procured from depot, and
items available in stock. Even though the statistical
analysis demonstrated that customers perceived a significant

shortfall in support of this area, the open-ended responses
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suggested that the core of the problem was not in the length
or variability of the order cycle inherent in the supply
pipeline. 1Instead, it appeared that customers perceived
supply personnel were not using the capabilities of the
supply system to its fullest advantage. An example of this
was i1llustrated by the following open-ended response:

I went MICAP on an item which was not available at

the depot, but was available at [RAF] Bentwaters,

England (per the Item Manager's report). MICAP

would not go lateral. They said that they would

wait for Bentwaters to call them (like Bentwaters

knew we needed a lateral check).

Open-ended responses suggested that customers did not
hold Base Supply responsible for the variation between
required and actual delivery dates for depot-procured items.
Customers appeared to understand the limitations confronted
by Base Supply in procuring items they needed. An example
of several responses that conveyed the customer's
understanding of supply’'s limitations were the following:
"Customer service personnel are very helpful although most
of the time their hands are tied because of the problem
being at depot or contracting." Another example was a
customer's reference to a particularly satisfying experience
with Base Supply: '"The receipt of some long awaited MICAP
items from depot. The lead time was of no fault of Base
Supply; out of stock and no contract item at depot."

The responses suggested, however, that customers do

hold Base Supply responsible for the expedient delivery of

items available in stock. Further, in regards to the order
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cycle for MICAP items, the responses suggested what
customers find unacceptable is the perception that supply
personnel are not doing everything possible to get the items
customers need. This was well illustrated by the customers'
responses to open-ended question number 2: What actions do
you take when Base Supply cannot provide an item when you
need it? The finding that the majority of respondents are
circumventing supply channels by directly contacting other
bases and depots suggests a lack of faith not in the system,
but in supply personnel. By taking matters into their own
hands, customers are communicating to supply that they
perceive supply personnel are not aggre;sive enough in
locating the part for them.

This finding highlights the need for a customer service
policy that is not based on internal performance measures
alone but one that includes measures reflecting the
customer's expectations of service.

Investigative Question No. 3. Are there differences in
the rerception of supply perforrance according to rank,

years of service, organizational level, organization type,
and ba .?

The azalysis of variance procedure revealed only two
significant differences between groups in regards to their
view of Base Supply's performance. There was a significant
difference between customers that work at the branch level
and those working at the section level in their perception

of supply'’'s performance on the composite variable

RESPONSIVENESS. Customers at the branch level perceived
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Base Supply's performance less favorably than those at the
section level. BAn analysis of the individual criteria that
made up this composite variable showed that the significant
difference existed in the perception of the ability of Base
Supply to handle out of the ordinary delivery requests. For
this criterion, TAC branch personnel had a mean score of
3.74 with a standard deviation of 1.72 on a performance
scale of one to seven. 1In contrast, section personnel
showed a mean score of 4.75 with a standard deviation of
1.69. A possible explanation for this difference is that
branch i1evel personnel awareness of Base Supply's
performance normally centers around problems, because issues
that cannot be resolved at the section level are elevated to
the branch as problems needing branch attention. Branch
personnel are, in general, aware of more supply problems
and, therefore, are more likely to perceive Base Supply's
performance less positively than section personnel.

There was a significant difference between customers in
Maintenance and the various organizations that fell in the
"other" category in regards to their perception of Base
Supply's performance on the composita variable GENERAL
SERVICE. BAn analysis of the criteria that made up this
variable revealed the existence of significant differences
in the perception of two measures.

The .irst measure dealt with visits by supply to ensure
adequate support is being provided to the organization. TAC

Maintenance organizations showed a mean score performance
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rating of 3.47 with a standard deviation of 1.80 and the
various organizations in the "other'" category showed a
dramatically lower mean score of 2.61 with a standard
deviation of 1.87. The relatively higher satisfaction of
maintenance organizations could be attributed to more
frequent supply visits, although neither group was
overwhelmingly satisfied. As the principal customer (56.9
percent of the major-customer population), it follows that
maintenance might receive more customer support visits from
Base Supply than units with les .nission impact. Besides
the difference between the two groups, however, it was noted
that all groups rated this measure poor to marginally
satisfactory (2.61 to 3.60).

The second measure concerned a commitment by supply to
provide the best possible service. Maintenance
organizations showed a mean score of 5.04 with a standard
deviation of 1.48 and the "other" category showed a mean
score of 4.30 with a standard deviation of 1.81. The
difference between the two groups could be attributed to the
likelihood that TAC maintenance, because of the critical
nature of their mission, received a more tailored level of
service than the various organizations in the "other"
category.

The underlying theme in the two criteria that comprised
the composite variable GENERAL SERVICE was the interaction
of Base Supply with its major customers. This common theme

is a probable explanation for the significant difference in
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perceptions of GFNERAL SERVICE between customers in
maintenance and the various "other" organizations. A more
frequent interaction with base supply could lead to
different perceptions of performance. Due to their crucial
mission, maintenance organizations invariably interact more
frequently with Base Supply.

Management Question. The management question which was

the focus of this research was, "How is Base Supply meeting
the needs and expectations of its customers?" Based on the
findings for the three investigative questions posed for
this study and the analysis of the open-ended responses, 1it
was concluded that while customers perceived supply's
performance as satisfactory, they also perceived significant

shortfalls in Base Supply support.

Implications of the Research Methodology

The research methodology developed for this study made
four significant contributions to conducting an external
customer audit of Base Supply customers.

a. It provided service criteria which could be applied
across all sections of Base Supply that provide direct
service to customers.

b. It identified the criteria that are most important
to the satisfaction of TAC major supply customers. These
included 14 criteria used in the questionnaire plus 6

criteria identified by the open-ended responses. For
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clarity, all the criteria have been compiled together and

are shown in Table 18.

c. The questionnaire used in the study provided a tool

for obtaining customer perceptions on the performance of

Base Supply.

Table 18

Summary of Service Criteria Identified As Important
By TAC Base Supply Major Customers

General Service:

A commitment to providing the best service
possible. (13)

A commitment to customer satisfaction. (14)

A good working relationship with your organization.
(12)

A method for handling customer complaints. (8)

Demeanor of Supply Representatives:

Competence. (26)
Ability to solve the customer's problem. (22)
Fulfill promises made. (23)

Professionalism. (25)

A concern about your problem. (28)

Responsiveness:

Ability to expedite MICAP requests. (46)

Ability to expedite out of the ordinary MICAP requests.
(47)

Order Cycle Time:

Minimum variation between required and actual delivery
dates on MICAP items. (40)
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Table 18 (Continued)

Ability to meet required delivery times on items
available in stock. (37)

Item Availability:

Availability of bench stock items when needed. (42)

From Open-Ended Responses:

Not giving the customer the runaround.

Ability to work with the customer.

A positive attitude towards the customer.

Effective supply operations during computer downtime.

More training for supply personnel on supply
procedures.

More effective training for personnel in the
organizations Base Supply supports, i.e. equipment
custodians, AMU personnel.

d. The identification of the criteria relevant to the
major customers, and their perception of supply's
performance provided HQ TAC/LGS information they could
employ to adjust or change Base Supply customer service
policy.

Rlthough the methodology took a broad perspective of
TAC Base Supply customer satisfaction, it was very useful in
identifying customer perceptions. A more comprehensive list
of criteria could be developed to examine customer
satisfaction with specific work units in supply. But it
should be emphasized that the list of criteria should be
derived from personal interviews with the fregquent customers

of the work unit because there is no better way to identify
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what is important to the customer than to ask the customer

directly. Additionally, although the scope of this

research was limited to the major CONUS customers of TAC ”
Base Supply., the same methodology could be applied to

examine the perceptions of a representative sample of the

entire TAC supply customer population. Moreover, the same
methodology could be applied to the major supply customers

of other commands.

Recommendations

As stated in Chapter I, one of the specific objectives
of this research was to identify what opportunities are
available to Base Supply to improve customer satisfaction.
Based on the findings, the following recommendations are
offered.

a. Recommend that TAC Base Supply provide specific
customer service standards for TAC supply personnel. It
cannot be assumed that people intuitively know how to
demonstrate courtesy, a positive attitude, etc. Personnel
need to know how to communicate the desired or expected
behavior to the customer. This, in turn, will communicate
to the customer Base Supply's commitment to providing the
best possible service. A starting point could be the
adoption of the guidelines presented in Table 1, page 17.
These guidelines cover most of the criteria major customers

identified as important to their satisfaction with Base

Supply.
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b. Recommend that HQ TAC/LGS develop an explicit
customer service policy statement for all TAC supply
organizations. The need for this policy statement is seen
by the leading experts as an integral component of an
organization customer service strategy (16:191). Without a
specific statement, each supply organization will interpret
customer service as they see fit. Further, recommend that
this statement, and the implied commitment of Base Supply to
fulfill it, be disseminated to customers. An appropriate
example of a policy statement is that of Federal Express.
Their statement based on people, service, and profit, reads
as follows:

Federal Express is committed to our PEOPLE-SERVICE-

PROFIT philosophy. We will produce outstanding

financial returns by providing totally, reliable,

competitively superior global air-ground transportation
of high priority goods and documents that require
rapid, time certain delivery. Equally important,
positive control of each package will be maintained
utilizing real time electronic tracking and tracing
systems. A complete record of each shipment and
delivery will be presented with our request for
payment. We will be helpful, courteous, and
professional to each other and the public. We will
strive to have a completely satisfied customer at

the end of each transaction. (17:111)

¢. Because the demeanor of supply representatives has
been identified as very important to TAC Supply major
customers, recommend supply organizations be more selective
in choosing personnel assigned to positions requiring direct
daily contact with customers. Personnel that are people-

oriented, enthusiastic, courteous, and knowledgeable of

supply procedures should be the norm in areas such as the
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Customer Service Unit, MICAP, Demand Processing, Equipment
Management, Base Service Store, Individual Equipment Unit,
and Pick-Up and Delivery. .

Traditionally, based on the author's experience, very
little attention has been given to this area. In fact, the
common practice has been to assign personnel just out of
supply technical school to customer service positions simply |
because some of these positions are perceived as the best
starting point for new supply personnel. The impact that
the limited knowledge of these personnel has on customer
perceptions of Base Supply normally has not been a
consideration. However, since it is not always possible to
reassign personnel, the best solution is offered in the next
recommendation.

d. Develop an in-house customer service training
program/seminar for supply personnel that will focus on
teaching and reinforcing expected behavior toward customers.
This training could be integrated into on-the-job training
programs. Superior service organizations do not leave
anything to chance; they train their employees to ensure
they know exactly what conditions should exist if service
superiority is to be achieved (8:26).

e. To improve the customer's perception of the order
cycle for MICAP items, recommend that, in addition to the
requirements established by supply regulations, each Base
Supply develop specific standards that MICAP personnel will

use for locating MICAP parts. These standards should
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address such areas as: will lateral support be requested via
phone or message? Will item managers be contacted via phone
or message? How often will the customer be directly
notified of actions taken? The standards must be attainable
given the volume of business at a particular base. Further,
these standards should be communicated to customers by
posting them in MICAP offices and sending a copy to each
major customer organization. The issue is to communicate to
the major customers, in no uncertain terms, Base Supply's
commitment to exhausting all possible alternatives to get
the part they need.

f. 1In regards to the order cycle for items available
in stock, it appears that customers might just have too high
of an expectation on delivery times for these items.
Recommend this area be examined to determine if supply is
meeting the delivery time requirements set by supply
regulations. If so, recommend customers be reeducated on
these standards.

g. Since approximately 40 percent of maintenance
customers expressed some dissatisfaction with the slow
response they received from supply in filling bench stock,
recommend the procedures used to respond to customer
requests be examined. If the response times are what can be
reasonably expected for bench stock items available from
stock, then supply needs to lower bench stock customer

expectations. To preclude customer dissatisfaction in this
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area, suggest that a standard response time be established
so that customers know exactly what to expect from supply.

h. Develop guidelines for handling customer service
complaints. The customer should know who to go to get a
complaint resolved; the supply representative's name should
be posted where appropriate. The individual designated to
handle all complaints for his (her) section or branch,
should be aggressive in the treatment of those complaints
and perform this task in an expeditious. Waiting for an
answer, or never getting one, usually aggravates customers.
Additionally, if the complaint will take a few days to
research and resolve, a note to the customer letting him
know someone is working on his problem will go a long way to
making him (her) feel satisfied with Base Supply. A form
letter could be useful for this purpose.

i. Since 30 percent of the respondents expressed
dissatisfaction with supply personnel's level of knowledge,
and another 30 percent indirectly addressed the issue,
recommend more emphasis be directed toward on-the-job
training. Specifically, management needs to determine
whether training is actually taking place and how often. 1In
this regard, supply personnel could, periodically, be
allowed to work in different areas of supply for a week at a
time. It is not very likely that this practice would have a
deleterious effect on the effectiveness of supply; however,
it would offer a triple benefit: 1) personnel knowledge of

supply procedures will greatly increase; 2) the importance

108




of teamwork would be emphasized; and 3) personnel would see
first hand how their work and mistakes affect others and,
ultimately, the customer.

j. Since customer expectations have been identified by
this research, the next logical step is to align Base Supply
internal performance measurements with those expectations.
However, if some customer expectations are too high, as it
appears to be the case with the order cycle for items
available in stock, then steps should be taken to lower
those expectations by stating exactly what Base Supply can
and cannot do for its major customers. The benefits of
doing this are twofold: 1) Base Supply will build better
relationships with its major customers; 2) customers might
willingly adjust their expectations to supply policies
without feeling alienated.

k. Stay in touch with the customer by periodically
measuring the customer's perception of the service provided.
For this purpose, the questionnaire used for this study
could be used as is or modified to include other areas of

interest to management.

Suggestions For Further Research

Based on the experience gained from this study, the
following recommendations for further research are offered:
a. The external audit conducted for this study has

identified the criteria relevant to TAC Base Supply major

customers and how they perceive the service provided by Base
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Supply. The next step of the process, as supported by the
literature review, would be an internal audit. The audit
would evaluate supply personnel perceptions of the service
they provide. The information provided by the audit would
allow TAC Base Supply to determine if its service
orientation is consistent with customer expectations, and
provide the basis for the development and implementation of
customer service standards that reflect the customer's point
of view.

b. As stated in Chapter I, this research was limited
to the major customers of TAC Base Supply. Further research
could focus on evaluating the perceptions of all TAC Base
Supply customers using the same methodology.

¢. The methodology used in this research could be
replicated to evaluate customer perceptions in other
commands and compare the results to those obtained by this
study.

d. PFuture research could focus on evaluating customer
perceptions of specific units of Base Supply, i.e. Demand
Processing, MICAP, Stock Control, etc. The results would be
used to set specific customer service standards for each of
these units.

e. Once additional data has been gathered by the
research studies recommended above, a future researcher
could compile all the informatior and develop a customer

service guide for supply personnel.
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f. Future researchers who wish to use the survey
instrument developed for this study acre cautioned about the
questions that comprised the composite variable INFORMATION
AVAILABILITY. As mentioned in Chapter IV, the reliability
of this composite variable was not considered adegquate. The
reliability of this measure should be improved before using
it again.

In addition, an effort should be made to further
improve the clarity of questions number 6 in PART A and the
ranking of customer service factors in PART D of the
gquestionnaire. As mentioned in Chapter IV, there appeared
to be some confusion about the instructions given for these

two questions.

Summary

The research identified the criteria important to TAC
Base Supply major customers, and evaluated their perceptions
of Base Supply's performance. The significant findings were
highlighted to provide supply organizations the information
needed to develop customer service strategies that reflect
the customer's point of view.

It must be emphasized that this study evaluated
customer expectations and perceptions at a point in time.

To stay in touch with customer needs, customer service
audits should be conducted periodically. TAC Base Supply

then could use this information to continually improve
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and reinforce its commitment to providing the best possible
service.

This research provides a benchmark for evaluating Base
Supply customer satisfaction. In conjunction with an
internal audit, this research should prove valuable in
developing specific customer service strategies that will
lead to improved customer satisfaction, and to Base Supply

being held in high esteem by its customers.
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Appendix A: Survey Notification From HQ TAC/LGS
To Chiefs Of Supply

(Sent by message)
HQ TAC/LGS
Survey of Base Supply Customer Satisfaction
TAC Chiefs of Supply

1. BAs part of her thesis effort, Capt Esperanza Flores, a
supply officer enrolled as a graduate student at the AFIT
School of Systems and Logistics at Wright Patterson AFB has
developed a survey to examine customer perceptions of
service rendered by Base Supply. Customers will be asked to
identify the service factors important to them, and to
evaluate supply system performance on these factors.

2. The intent of the survey is not to identify the supply
organizations that are doing a good or bad job at pleasing
their customers. Rather, the intent is to identify what are
"real" customer service needs, and potential gaps between
customer expectations and perceived performance.

3. In order to conduct this survey, please identify four
(4) of your major customers, by message, to Capt Flores,
AFIT/LSG, Wright Patterson AFB, OH by 23 April. Major
customers are those organizations that together account for
your largest volume of transactions. The questionnaires
will be mailed to these organizations approximately 15 May.

4., If you have any questions, feel free to contact Capt
Flores at Autovon 785-4437, TELEFAX AV 785-8458.

HQ TAC/LGS
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Appendix B: Exemple Of Letter Addressed To Commanders Of
Major Customer Organizations

AFIT/LSG (Capt Flores)

Base Supply Customer Satisfaction Survey

CcC

1. HQ TAC/LGS is interested in determining how users
evaluate the level of customer service provided by Base
Supply. To obtain that information, they are asking their
major users to respond to some general questions about the
services and support provided by Base Supply organizations.
Your organization was selected to participate in this survey
because it was identified as a major customer of the 67th
Base Supply Squadron. Therefore, your participation in this
survey 1is very important.

2. Enclosed are five (5) questionnaires. Request your
support in conducting this survey by filling out one
questionnaire, and distributing the remaining four (4) to
personnel in your organization that routinely deal directly
(by phone or in person) with Base Supply. To account for
differences in organizational levels, request you select one
person from each of the following rank structures:

a. El1 - E3
b. E4 - E6
c. E7 - E9
d. 01 - 03

3. All responses to the questionnaires will be sent
directly to me and aggregated for analysis. A pre-addressed
envelope is included for each respondent for their
convenience. Please encourage your personnel to answer the
gquestionnaires carefully, and to return them within 10 days
of receipt.

4. Thank you very much for your cooperation in conducting

this survey. If you have any questions, please contact me
at AV 785-4437.

ESPERANZA FLORES, Capt, USAF 5 Atchs
AFIT Student Survey Packets
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Appendix C: Survey Instrument

DEPARTMENT OF THE AIR FORCE
HEADQUARTERS TACTICAL AIR COMMAND
LANGLEY AIR FOACE BASE VA 23805

11 APR 1990

LGS

Customer Satisfaction

Base Supply Customer

1. The Tactical Air Command Base Supply organizations are
committed to providing the best possible support and service to
its customers. To that end, a graduate student at the Air Force
Institute of Technology has prepared a questionnaire to chtain
data concerning your assessment of the custoner service provided
by Base Supply. The results of this survey will be used to
identify what aspects of customer service most impact your
satisfaction with Base Supply.

2. The questionnaire is divided into four parts. PART A asks
for demographic information, PART B asks you to identify service
activities and characteristics you feel are most important, PAR?T
C asks you to rate the performance of Base Supply in the areas
you 1dentified as most jmportant, and PART D asks ycu to rank the
service factors in the order of importance to you.

3. Please be assured of absolute anonymity. Your name will not
be identified in the use of this material. The purpose is not to
identify individual responses, but to i{dentify differences of
perceptions within groups of customers.

4. A pre-addressed envelope is enclosed for your convenience.
Please return your responses within 10 days of receipt.

5, Your response is important. Help us identify what Base
Supply can do to serve you better. Thank you for your
ceoperation.

ROGER N. SEAGRAVE, p‘olonel, USAF 1 Atch
Deputy Director of Supply Survey Packet

cﬁtdintu {s ous gbwf;uion
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SURVEY OF CUSTOMER SATISFACTION WITH BASE SUPPLY

PART A: DEMOGRAPHIC PACTORS. This part of the questionnaire is designed
to collect demographic factors that will be used to evaluate individual
differences of the respondents. Please read each item carefully and
circle the item that more accurately describes your present situation.

1. What is your pay grade?

a. ERl - E3 d. 01 - 03
b. E4 - Eé6 e. 04 - 06
c. E7 - B9 f. Other (specify)

2. How long have you been in the Air Force?

Less than one year
1 - 5 years

6 - 10 years

11 - 15 years

16 - 20 years

21 or more years

o L0 TR

3. To which base are you currently assigned?

a. Bergstrom AFB j. MacDill AFB

b. Cannon AFB k. Moody AFB

c. Davis-Monthan AFB 1. Mountain Home AFB
d. England AFB m. Myrtle Beach AFB

e. George AFB n. Nellis AFB

f. Holloman AFB o. Seymour Johnson AFB
g. Homestead AFB p. Shaw AFB

h. Langley AFB q. Tonopah Test Range
i. Luke AFB r. Tyndall AFB

4. To which organizational level are you assigned? (Choose
the level which best describes your current position, i.e.,
if you're a branch chief or assistant branch chief, check

item e).

a. MAJCOM Headquarters e. Branch

b. Numbered Air Force f. Section

c. Wing g- Other (specify)
d. Squadron
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5. To which type of organization are you assigned?

a. Maintenance

b. Transportation
c. Communications
d. Other (specify)

6. What section in Base Supply do you primarily deal with in
the accomplishment of your organizational mission?
{(choose only one)

. Base Service Store
Shop Service Center
AGS Part Store
Materiel Control

. Other (specify)

Customer Service Unit
Demand Processing
Stock Control
Equipment Management
. MICAP unit

o a0 o
[P P ot B o )

PART B: IMPORTANCE OF CUSTOMER SERVICE FACTORS.
This part of the questionnaire is designed to collect data concerning the
importance you place on the customer service factors listed below.

Section 1: Please indicate on a scale of 1 to 7 the number which best
expresses the importance you place on each of the services or
characteristics listed.

IMPORTANCE
Example: Check( ) Not Moderately Very
If Not Important Important Important
Used 1 2 3 4 5 6 7
Service Quality 1 2 3 4 5 6 7
A. GENERAL SERVICE
7. Promptness in answering
the telephone ...... 1 2 3 4 5 6 7
8. A method for handling
customer complaints. 1 2 3 4 5 6 7
9. Accessibility to the
NCOIC or OIC when
needed to resolve a
problem ............ 1 2 3 4 5 6 7
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10.

11.

13.

14.

15.

l6.

17.

18.

Check( )
If Not
Used

Example:

Service Quality

IMPORTANCE
Not Moderately Very

Important Important Important
1 2 3 4 5 6 7

1 2 3 4 5 6 7

Accessibility of Base
Service Store and
Individual Equipment

Visits to your
organization to
ensure adequate
support is being
provided............

A good working
relationship with
your organization...

A commitment to
providing the best
service possible.....
A commitment to customer
satisfaction.........

INFORMATION AVAILABILITY

Availability of
listings showing
current status

of requisitions......

MICAP status updates

Advance notice on
temporary closures

of Base Service Store
or the Individual
Equipment Unit

due to inventory....

Advance notice on
changes to local
procedures..........

118




IMPORTANCE_

Example: Check( ) Not Moderately Very
If Not Important Important Important
Used 1 2 3 4 5 6 7
Service Quality 1 2 3 4 5 6 7
C. DEMEANOR OF SUPPLY REPRESENTATIVES
19, Courtesy on the
phone .............. 1 2 3 4 5 6 7
20. Courtesy in person., 1 2 3 4 5 6 7
21. Military bearing and
appearance ......... 1 2 3 4 5 6 7
22. Ability to solve
your problem......... 1 2 3 4 5 6 7
23. Fulfill promises made 1 2 3 4 5 6 7
24, Ability to handle
the customer's anger
or frustration...... 1 2 3 4 5 6 7
25. Professionalism ... 1 2 3 4 5 6 7
26. Competence ......... 1 2 3 4 5 6 7
27. An enthusiastic
attitude............ 1 2 3 4 5 6 7
28. A concern about
your problem........ 1 2 3 4 5 6 7
C. ORDER PROCESSING
29. Pase and simplicity
of order form
(AF Form 2005,
DD FPorm 1348-6)..... 1 2 3 4 5 6 7
30. Time required to
fill out order
form.....ceevienenn, 1 2 3 4 5 6 7
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31.

32.

33.

34,

35.

36.

37.

38.

39.

IMPORTANCE

Example: Check( ) Not Moderately Very
If Not Important Important Important
Used 1 2 3 4 5 6 7

Service Quality 1 2 3 4 5 6 7

Assistance in searching

for a part number

or stock number....... 1 2 3 4 5 6 7
Availability of more than

one phone line for

placing orders....... 1 2 3 4 5 6 7

Availability of remote

order transmission

(computer to computer

order entry)......... 1 2 3 4 5 6 7

No restriction on number

of orders that can

be placed over the

phone......cvivvann. 1 2 3 4 5 6 7

Clear guidance

on due in from

maintenance (DIFM)

procedures.......... 1 2 3 4 5 6 7

Clear guidance on local
purchase procedures. 1 2 3 4 5 6 7

ORDER CYCLE TIME (from order submission to delivery)

Ability to meet

required delivery times

on items available in

base stock ..... ceeoa 1 2 3 4 5 6 7

Minimum variation between

projected and actual

delivery dates on_items

procured from depot.. 1 2 3 4 5 6 7

Ability to meet required
delivery dat-s on local
purchase items....... 1 2 3 4 5 6 7
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40.

41.

42.

43,

44,

45.

46.

47,

48.

Check( )
If Not
Used

Example:

Service Quality

IMPORTANCE_____

Not

Important
1 2

1 2

Moderately Very
Important Important
3 4 5 6 7

3 4 5 6 7

Minimum variation between
required and actual delivery
dates on MICAP items.

ITEM AVAILABILITY

Fill rate on base level
stock items (% of orders
received complete
the first time).....

Availability of bench
stock items when
needed........o0vv..

Availability of supply
point items when
needed.......co.....

Adequate stock of base
service store items..

Adequate stock of
individual equipment

RESPONSIVENESS

Ability to expedite
MICAP requests.......

Ability to expedite
out of the ordinary
MICAP requests.......

Ability to expedite
non—-micap requests
when necessary.......
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IMPORTANCE

Example: Check( ) Not Moderately Very
If Not Important Important Important
Used 1 2 3 4 5 6 7

Service Quality 1 2 3 4 5 6 7

49. Ability to handle
out of the ordinary
delivery requests..... 1 2 3 4 5 6 7

50. Ability to expedite out

of the ordinary local

purchase requests.... 1 2 3 4 5 6 7
51. Ability to provide

training programs

to suit the needs

of your organization

(DIFM management,

equipment manager.ent,

€tC.)verenr  eee.. 1 2 3 4 5 6 7

G. ADDITIONAL COMMENTS

1. Axe there any other customer service factors you consider
important to your satisfaction with Base Supply?

LEASE_TURN THE PAGE FOR THE CONTINUATION OF ADDITIONAL COMMENTS
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What actions do you take when Base Supply cannot provide an
item when you need it? (wait, increase the priority, submit

a Supply Difficulty Report, contact other bases, contact the
depot, etc.)
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PART C:

o

EVALUATION OF PERFORMANCE.

This part of the questionnaire is
designed to evaluate your perception of Base Supply's performance with
respect to each of the factors listed in part B.

Example:

Does Not
Provide

Service Quality

PERCEIVED PERFORMANCE_
Satisfactory Excellent

1

1

Poor

2

2

3

3

4

4

5

5

6

6

~

~

GENERAL SERVICE

Promptness in answering
the telephone ......

A method for handling

customer complaints.

Accessibility to the
NCOIC or 0IC when
needed to resolve a

problem ....

Accessibility of Base

Service Store and
Individual Equipment

---------

Visits to your

organization

to

ensure adequate
support is being

provided....

A good working
relationship with
your organization...

A commitment

to

providing the best
service possible.....

A commitment to customer

satisfaction

---------
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PERCEIVED PERFORMANCE_ _

Example: Does Not Poor Satisfactory Excellent
Provide
1 2 3 4 5 6 7
Service Quality 1 2 3 4 5 6 7
B. INFORMATION AVAILABILITY
9. Availability of
listings showing
current status
of requisitions..... 1 2 3 4 5 6 7
10. MICAP status updates 1 2 3 4 5 6 7
11. Advance notice on
temporary closures of
Base Service Store or
the Individual Equipment
Unit due to inventory 1 2 3 4 5 6 7
12. Advance notice on
changes to local
procedures.......... 1 2 3 4 5 6 7
C. DEMEANOR OF SUPPLY REPRESENTATIVES
13. Courtesy on the
phone ........c0.0.. 1 2 3 4 5 6 7
14. Courtesy in person.. 1 2 3 4 5 6 7
15. Military bearing and
appearance ......... 1 2 3 4 5 6 7
16. Ability to solve
your problem......... 1 2 3 4 5 6 7
17. Pulfill promises made 1 2 3 4 5 6 7
18. Ability to handle
the customer's anger
or frustration...... 1 2 3 4 5 6 7
19. Professionalism ... 1 2 3 4 5 6 7
20. Competence ......... 1 2 3 4 5 6 7
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21.

22.

23.

24.

25.

26.

27.

28.

29.

30.

Does Not
Provide

Example:

Service Quality

PERCEIVED PERFORMANCE_
Poor Satisfactory Excellent

1 2 3 4 5 6 7

1 2 3 4 5 6 7

An enthusiastic
attitude......ccevn..

A concern about
your problem...

ORDER PROCESSING

Base and simplicity
of order form
(AF Form 2005,
DD Porm 1348-6).....

Time required to
fill out order

Assistance in searching
for a part number
or stock number.......

Availability of more than
one phone line for
placing orders.......

Availability of remote
order transmission
(computer to computer
order entry).........
No restriction on number
of orders that can
be placed over the
phone........cocu....

Clear guidance

on due in from
maintenance (DIPM)
procedures..........

Clear guidance on local
purchase procedures.
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Does Not
Provide

Example:

Service Quality

PERCEIVED PERFORMANCE_

Poor Satisfactory Excellent
1 2 3 4 5 6 7
1 2 3 4 5 6 7

D.

31.

32,

33.

34,

E.

35.

36.

37.

38.

ORDER CYCLE TIME (from order submission to

Ability to meet
required delivery times
on items available in
base stock

Minimum variation between
projected and actual
delivery dates on items
procured from depot..

Ability to meet required
delivery dates on local
purchase items.......

Minimum variation between
required and actual delivery
dates on MICAP items.

ITEM AVAILABILITY

Fill rate on base level
stock items (% of orders
received complete
the first time).....

Availability of bench
stock items when
needed......... ceses

Availability of supply
point items when
needed..............
Adequate stock of base
service store items..

delivery)

1 2 3 4 5 6 7
1 2 3 4 5 6 7
1 2 3 4 5 6 7
1 2 3 4 5 6 7
1 2 3 4 5 6 7
1 2 3 4 5 6 7
1 2 3 4 5 6 7
1 2 3 4 5 6 7
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39.

40.

41.

42,

43,

44,

45.

Example:

Service Quality

PERCEIVED PERFORMANCE_
Does Not Poor Satisfactory Excellent
Provide

Adequate stock of
individual equipment

RESPONSIVENESS

Ability to expedite
MICAP requests......

Ability to expedite
out of the ordinary
MICAP requests......

Ability to expedite
non-micap requests
when necessary......

Ability to handle
out of the ordinary
delivery requests...

Ability to expedite
of the ordinary loca
purchase requests...

Ability to provide
training programs

to suit the needs

of your organization
(DIFM management,
equipment management
ELC.) e e cunnncannans

out
1
. 1 2 3 4 5 6 7

’
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G. ADDITIONAL COMMENTS

1. Please comment on anything you particularly like or don't like
about Base Supply.

2. Please comment on any experience with Base Supply which was
particularly satisfying to you.

3. Please comment on any experience with Base Supply which was
particularly dissatisfying to you.
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Please rank the service factors used in this questionnaire in the order
of importance to you. Rank on a scale of 1 to 7 with 1 being the most
important. Use each number only once.

GENERAL SERVICE

INFORMATION AVAILABILITY

DEMEANOR OF SUPPLY REPRESENTATIVES
ORDER PROCESSING

ORDER CYCLE TIME (from order submission
to delivery)

ITEM AVAILABILITY

RESPONSIVENESS

THANK YOU FOR PARTICIPATING IN THIS SURVEY

Please place your questionnaire in the envelope provided and send it
through distribution.
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Appendix D: Frequency Distributions And Histograms
Of Customer Service Criteria

MEASURES OF IMPORTANCE

(7) Promptness in answering the telephone

e e e e e e e e e = = = = = e e e = - - ——— -

VALID COM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT
Not Important 1 2 .8 .8 .8
Not Important 2 5 1.9 2.0 2.8
Moderately Important 3 20 7.8 8.0 10.8
Moderately Important 4 45 17.5 17.9 28.1
Moderately Imgortant 5 80 31.1 31.9 60.6
Very Importan 6 63 24,5 25.1 85.7
Very Important 7 36 14.0 14.3 100.0
99 6 2.3 MISSING
TOTAL 257 100.0 100.0
COUN% V?L%% . ONE SYMBOL EQUALS APPROXIMATELY 2.00 OCCURRENCES

5 2.00 *xx

20 3,00 RERREXRRAR

45 400 1338283383833 333338888 8]

80 5,00 RRARERRERARRXXXXEXXXRRRRRRRARRRRRRRERR R R

63 .00 ARXXXXRKXXKXAKXRXKRAXXKKRXXRXRIAR

36 7.00 RERRXERRXRERRERRRE

I......... I......... ) P I......... I......... 1
0 20 40 60 80 100
HISTOGRAM PREQUENCY

MEAN 5.108 MEDIAN 5.000 MODE 5.000
STD DEV ° 1.275 MINIMUM 1.000 MAXIMUM 7.000

(8) A method for handling customer complaints.

VALID CUM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT
Moderately Important 3 5 1.9 2.0 2.0

Moderately Important 4 12 4.7 4.8 6.9
Moderately Important 5 40 15.6 16.1 23.0
Very Importan 6 103 40.1 41.5 64.5
Very Important g 88 34.2 35.5 100.0

9 9 3.5 MISSING
TOTAL 257  100.0  100.0
COUNT VALUE ONE SYMBOL EQUALS APPROXIMATELY 4.00 OCCURRENCES
5 3.00 *
12 4.00 %%z
40 5.00 XRERRgRERt
103 6.00 RXRKKXXRKKRXRXKRXRXRXXRRLR
88 7.00 RARRRXRRRRIARARRRARRAR
) | P, ) ) | R 1
0 40 80 120 160 200
HISTCGRAM PREQUENCY
MEAN 6.036 MEDIAN 6.000 MODE 6.000
STD DEV .945 MINIMUM 3.000 MAXIMUM 7.000
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(9)

Accessibility to
a problem.

VALUE LABEL

Not Important
Moderately Important
Moderately Important
Mcderately Important
Very Important

Very Important

COUNT VALUE

2 2.00

9 3.00

17 4.00

61 5.00

86 6.00

73 7.00
MEAN 5.710
STD DEV 1.106

the NCOIC or 0IC when needed to resolve

VALID CUM
VALUE FREQUENCY PERCENT PERCENT PERCENT
2 2 .8 .8 .8
3 9 3.5 3.6 4.4
4 17 6.6 6.9 11.3
5 6l 23.7 24.6 35.9
6 86 33.5 34.7 70.6
7 73 28.4 29.4 100.0
99 9 3.5 MISSING
TOTAL 257 100.0 100.0

. ONE SYMBOL EQUALS APPROXIMATELY 2.00 OCCURRENCES

13523

jes22 324

1322228232322 23303323233 20238224441

AKX RER AR RRR AR IR R kKRR KRRk Rk kkkkkkkkkkk kX
RRXRERERARERRRRRERRXARRARRRRR AR RRA R

) Ioovoooii, ) PN ) SR Iooooo, 1
0 20 40 60 80 100
HISTOGRAM PREQUENCY
MEDIAN 6.000 MODE 6.000
MINIMUM 2.000 MAXIMUM 7.000

(12} Accessibility of Base Service Store and Individual Equipment Unit.

VALUE LABEL

Not Important
Not Important
Moderately Important
Moderately Important
Moderately Im{ortant
Very Importan
Very Important

COUNT

VALID COM
VALUE FREQUENCY PERCENT PERCENT PERCENT
1 2 .8 .8 .8
2 3 1.2 1.2 2.0
3 21 8.2 8.4 10.4
4 38 14.8 15.1 25.5
5 88 34.2 35.1 60.6
6 57 22.2 22.17 83.3
7 42 16.3 16,7 100.0
99 6 2.3 MISSING
TOTAL 257 100.0  100.0
. ONE SYMBOL EQUALS APPROXIMATELY 2.00 OCCURRENCES
1
ERRRRXRARAR
KEXREXAKRARARXRRRRS
RERRRRRRRRRRRRRERRARRRRRRATARRRRRRRRRARRRRARR
EXRRKKKKAAKRRRRRRKRAKRARAARAR
ARERREXRAARRRRRRARRRR

Tooooioin ) PR ) S ) | PR I
0 20 40 60 80 100
HISTOGRAM PREQUENCY
MEDIAN 5.000 MODE 5.000
MINIMUM 1.000 MAXIMUM 7.000
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(11) Visits to your organization to ensure adequate support is
being provided.

VALID CUM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT
. Not Important 1 10 3.9 4.1 4.1
Not Important 2 15 5.8 6.2 10.3
Moderately Important 3 42 16.3 17.3 27.6
Moderately Important 4 48 18.7 19.8 47.3
. Moderately Imgortant 5 63 24.5 25.9 73.3
Very Importan 6 43 16.7 17.7 90.9
Very Important 7 22 8.6 9.1 100.0
99y 14 5.4 MISSING
TOTAL 257 100.0 100.0
COUNT VALUE ONE SYMBOL EQUALS APPROXIMATELY 1.50 OCCURRENCES
10 1.00 *ewrsr
15 2.00 xxxxkkkkk
47 300 AXXRXARAZAXRARERXRRRRRRRARAR
48 4,00 KkkkAkkrXXXXXKRKXKXXKXXKXXXKRARL
63 5,00 RAXRRRZAXAXRARAEXXXXRXRRERRRRRAARARRARRRRE
43 .00 XXKREAKXEXIXAXRKERXKXRXRRXRKK AR
22 700 RRXRRXRERRARAAR
I..... ..., I....... .. ) I......... ) I
0 15 30 45 60 75
HISTOGRAM PREQUENCY
MEAN 4,465 MEDIAN 5.000 MODE 5.000
STD DEV 1.538 MINIMUM 1.000 MAXIMUM 7.000
{12) A good working relationship with your organization.
VALID CUM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT
Not Important 2 1 .4 .4 .4
Moderately Important 3 2 .8 .8 1.2
Moderately Important 4 9 3.5 3.5 4.7
Moderately Important 5 2 9.7 9.7 14.4
Very Importan 6 106 41.2 4].2 55.6
Very Important 7 114 44.4 44.4 100.0
TOTAL 257 100.0 100.0
COUN{ Vngg ONE SYMBOL EQUALS APPROXIMATELY 4.00 OCCURRENCES
2 3.00 *
9 4.00 ¢
25 5.00 xxxkxx
106 65.00 RRXRXXARXAXRRAZRARARARRERRAR
114 T.00 AXERKRRERLXRXXXRREXRERARAARRR
) S I..oooatl, ) S ) ) S 1
0 40 80 120 160 200
HISTOGRAM FREQUENCY
MEAN 6,237 MEDIAN 6.000 MODE 7.000
STD DEV 872 MINIMUM 2.000 MAXIMUM 7.000
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{13) A commitment to providing the best service possible.

VALUE LABEL

Moderately Important
Moderately Important
Mo?2rately Important
Very Importan
Very Important

COUNT VALUE

1 3.00

b 4.00

12 5.00

81 6.00

156 7.00

MERN 6.504
STD DEV 730

{14) A commitment to

VALUE LABEL

Moderately Important
Moderately Important
Moderately Important
Very Important
Very Important

COUNT VALUE

1 3.00

6 4.00

18 5.00

76 6.00

154 7.00
MEAN 6.475
STD DEV .762

VALID CUM
VALUE PREQUENCY PERCENT PERCENT PERCENT
3 1 .4 4 4
6 2.3 2.3 2.7
5 12 4.7 4,7 7.4
3 81 31.5 31.6 39.1
7 156 60.7 60.9 100.0
99 1 .4 MISSING
TOTAL 257 100.0 100.0
ONE SYMBOL EQUALS APPROXIMATELY 4.00 OCCURRENCES
*%
k%
RXXRRRAKKRXRRAR AR K
RRXRXRARRRARRRRRZRRRRARRARRRRRRRRRRRRRR
) ) (R I......... I......... I......... 1
0 40 80 120 160 200
HISTOGRAM FREQUENCY
MEDIAN 7.000 MODE 7.000
MINIMUM 3.000 MAXIMUM 7.000
customer satisfaction.
VALID CuM
VALUE PREQUENCY PERCENT PERCENT PERCENT
3 1 .4 4 4
4 6 2.3 2.4 2.7
5 18 7.0 7.1 9.8
6 76 29,6 29.8 39.6
7 154 59.9 §0.4 100.0
99 8 MISSING
TOTAL 257 100.0 100.0
ONE SYMBOL EQUALS APPROXIMATELY 4.00 OCCURRENCES
*%
RERRR
ERERRARRRIXRRKARRAR
RRXRRERRRRRRRRRRRRAEERRRRRRZRRERRRERRRR
) S I......... ) P ) (I I......... 1
0 40 80 120 160 200
HISTOGRAM FREQUENCY
MEDIAN 7.000 MODE 7.000
MINIMUM 3.000 MAXIMUM 7.000
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{19) Courtesy on the phone.

VALID CoM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT
Moderately Important 3 | 1.6 1.6 1.6
Mcderately Important 4 24 9.3 9.4 11.0
Moderately Important 5 72 28.0 28.3 39.4
Very Important 6 99 38.5 39.0 78.3
Very Important 7 55 21.4 21.7 160.0
99 3 1.2 MISSING
TOTAL 257 100.0 100.0
COUNE V%LUE **ONE SYMBOL EQUALS APPROXIMATELY 2.00 OCCURRENCES
24 4:88 EXRRERXRREKK
7 5 00 RREREARERXXRARRRRAEXRRRRRAZRZRARRERE
99 £.00 FEEXRXKKRXKXKEXAKRRXRIRARKARKRKKKRXKRKRKKRRRKARK AL
5% 700 RERARERXRXLRRRRXRRRRRZRRR AR
) A ) ) S ) P S
0 20 40 60 80 100
HISTOGRAM FREQUENCY
MEAN 5.697 MEDIAN 6.000 MODE 6.000
STD DEV .965 MINIMOM 3.000 MAXIMUM 7.000
{20) Courtesy In Person
VALID CUM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT
Moderately Important 3 1 4 .4 4
Moderately Important 4 19 7.4 7.4 7.8
Moderately Important 5 70 27.2 27.3 35.2
Very Importan 6 100 38.9 39.1 74.2
Very Important 1 66 25.7 25.8 100.0
99 1 4 MISSING
TOTAL 257 100.0 100.0
COUNT VALUE ONE SYMBOL EQUALS APPROXIMATELY 2.00
OCCURRENCES
1 3.00 *
19 4.00 RERRRRRARR
70 5,00 KKKRERKEXKRXXXXRRRXRRXRAKRRARKAKRAK
100 6,00 RERXTAXXARZARKLARXRZXRRLRRRRRRRRRRRRRRRERSRRARRL R
66 7.00 FERRKRKXRRRRRRERAKRAKRXRRRRKRKRRK
) (R ) S ) SO | S ) GRS, 1
0 20 40 60 80 100
HISTOGRAM FREQUENCY
MEAN 5.824 MEDIAN 6.000 MODE 6.000
STD DEV .914 MINIMUM 3.000 MAXIMUM 7.000
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(21) Military bearing and appearance

VALID CUM
VALUE LABEL VALUE PREQUENCY PERCENT PERCENT PERCENT
Not Important 1 1 .4 .4 .4
Not Important 2 2 .8 .8 1.2
Moderately Important 3 13 5.1 5.1 6.3
Moderately Important 4 23 8.9 9.0 15.2
Moderately Important 5 58 22.6 22,7 37.9
Very Importan 6 84 2.7 32.8 70.7
Very Important 7 75 29.2 29. 100.0
99 1 .4 MISSING
TOTAL 257 100.0 100.0
COUN? V?L%% . ONE SYMBOL EQUALS APPROXIMATELY 2.00 OCCURRENCES
2 2.00 *
13 3,00 karrarx
23 4.00 kXRREXXKKXKR
58 5 00 ARXARXRXAREXXRXXXRRLRLRRRRARR
84 .00 AXKXKXKEKXRXKXKRKRAKXKKXKRKRKRRRXKRKKRKR KRR
75 7.00 1333333238383 38333834383 33382332833333881
) S ) ) (N ) S ) S I
0 20 40 60 80 100
HISTOGRAM FREQUENCY
MEAN 5.684 MEDIAN 6.000 MODE 6.000
STD DEV 1.210 MINIMUM 1.000 MAXIMUM 7.000

{22) BAbility To Solve Your Problem

VALID CUM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT
Moderately Important 4 3 1.2 1.2 1.2
Moderately Important 5 24 9.3 9.4 10.5
Very Importan 6 96 37.4 37.5 48.0
Very Important 1 133 51.8 52.0 100.0
1 .4 MISSING
TOTAL 257 100.0 100.0
COUNg VAng . ONE SYMBOL EQUALS APPROXIMATELY 4.00 OCCURRENCES
24 g:oo REtkRd
96 §.00 REERXXRKKEXXXXRXXRRRRKAE
133 700 ARERRTXARAARRRRXRZXARARRARRERRARRR
) RN ) PR ) S | (N ) (R 1
0 40 80 120 160 200
HISTOGRAM FREQUENCY
MEAN 6.402 MEDIAN 7.000 MODE 7.000
STD DEV .107 MINIMUM 4,000 MAXIMUM 7.000
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(23) Pulfill Promises Made

VALID COM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT
Not Important 1 1 4 .4 A
Not Important 2 1 4 .4 .8
Moderately Impartant 3 4 1.6 1.6 2.4
Moderately Important 4 5 1.9 2.0 4.3
Moderately Imgortant 5 24 9.3 9.4 13.8
Very Importan 6 93 36.2 36.6 50.4
Very Important 7 126 49.0 49.6 100.0
99 3 1.2 MISSING
TOTAL 257 100.0 100.0
COUN{ V?L%% ONE SYMBOL EQUALS APPROXIMATELY 4.00 OCCURRENCES
1 2.00
4 3.00 #
5 4,00 *
24 500 #%kixx
93 6.00 EE33 8433434333382 382 843
126 7.00 RRRRZXRXARZRAXRARZARERRIRRAR AR AR
I..ooaee, I......... ) P I......... ) 1
0 40 80 120 160 200
HISTOGRAM FREQUENCY
MERN 6.280 MEDIAN 6.000 MODE 7.000
STD DEV . 948 MINIMUM 1.000 MAXIMUM 7.000
(24) Ability to handle the customer's anger or frustration.
VALID COM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT
Not Important 1 2 .8 .8 .8
Not Important 2 1 .4 .4 1.2
Moderately Important 3 10 3.9 4,0 5.1
Mcderately Important 4 32 12.5 12.6 17.8
Moderately Important 5 70 27.2 27.7 45.5
Very Important 6 84 32.7 33.2 78.7
Very Important 7 54 21.0 21.3 100.0
99 4 1.6 MISSING
TOTAL 257 100.0 100.0
COUN; V?ng . ONE SYMBOL EQUALS APPROXIMATELY 2.00 OCCURRENCES
1 2.00 *
10 3.00 ®irxz
32 4,00 KXKXREXEXXRXRXAR
70 T 00 RERRXRARXRXXRRARRKRERARARARRERRR AR
84 .00 EEXXEAXEAAKAEXRRKKXKRXEARKKRERARKRRKARAL LS
54 7.00 ARRARKRARARARLREPRRRRRRARAR
) S ) S ) ) ) I
0 20 40 60 80 100
HISTOGRAM FREQUENCY
MEAN 5.510 MEDIAN 6.000 MODE 6.000
STD DEV 1.174 MINIMUM 1.000 MAXIMUM 7.000
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{25) Professionalism

VALUE LABEL

Moderately Important
Moderately Important
Moderately Important
Very Important
Very Important

COUNT VALUE
1 3.00
7 4.00
43 5.00
94 6.00
111 7.00
MEAN 6.199
STD DEV . 842
(26) Competence

VALUE LABEL

Hoderate&y Important
Moderately Important

Very Importan
Very Important

VALID CUM
VALUE FREQUENCY PERCENT PERCENT PERCENT
3 1 4 .4 A
4 7 2.7 2.7 3.1
5 43 16.7 16.8 19.9
6 94 36.6 36.7 56.6
7 111 43.2 43.4 100.0
99 1 .4 MISSING
TOTAL 257 100.0 100.0
ONE SYMBOL EQUALS APPROXIMARTELY 4.00 OCCURRENCES
k%
kERRERRRRRRR
AXXXRRRRKREXRIXXRE ARSI L
RRAXREXRRRXXRERRAXARRERRRAR AR
Tooooiins | S | T
0 40 80 120 160 200
RISTOGRAM FREQUENCY
MEDIAN 6.000 MODE 7.000
MINIMUM 3.000 MRXTMUM 7.000
VALID CUM
VALUE FREQUENCY PERCENT PERCENT PERCENT
4 4 1.6 1.6 1.8
5 27 10.5 10.5 12.1
6 85 33.1 33.2 45.3
7 140 54.5 54,7 100.0
99 1 .4  MISSING
TOTAL 257 100.0 100.0

COUNT VALUE
4 4.00
27 5.00
85 6.00
140 7.00
MEAN 6.410
STD DEV 141

. ONE SYMBOL EQUALS APPROXIMATELY 4.00 OCCURRENCES

RERRERR
1223342223 2233 222344335
RARRRRERXXRRRRRRRRARRRRRRRRARAR AR

| S ) ) | ) I 1
0 40 80 120 160 200
HISTOGRAM FREQUENCY
MED]AN 7.000 MODE 7.000
MINIMUM 4.000 MAXIMUM 7.000
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VALUE LABEL

Moderately Important
Moderately Important
Moderately Important
Very Important
Very Important

COUNT VALUE
OCCURRENCES
6 3.00
20 4.00
69 5.00
86 6.00
75 7.00
I
¢
MEAN 5.797
STD DEV 1.024
{28) A concern about y

VALUE LABEL

Not Important
Moderately Important
Moderately Important
Moderately Important
Very Important

Very Important

COUNT VALUE
1 1.00
0 2.00
3 300
12 4.00
55 5.00
) 81 6.00
103 7.00
I
0
MEAN §.039
STD DEV 1.007

VALID CUM
VALUE FREQUENCY PERCENT PERCENT PERCENT
3 6 2.3 2.3 2.5
4 20 7.8 7.8 10.2
5 69 26.8 27.0 37.1
6 86 33.5 33.6 70.7
7 75 29.2 29.3 100.0
99 1 .4 MISSING
TOTAL 257 100.0 100.0
ONE SYMBOL EQUALS APPROXIMATELY 2.00
*x%
XXXRRREL RS
1333322433333 343323433338 33 333843813
1388323328333 33833333333 8833333¢3838388348¢4431
KXXRXEXERAKKRKKKRIXKRA KRR KRR RAKR KX XK
......... I.........1L......... oo ool
20 40 60 80 100
HISTOGRAM FREQUENCY
MEDIAN 6.000 MODE 6.000
MINIMUM 3.000 MAXIMUM 7.000
our problem.
VALID CUM
VALUE FREQUENCY PERCENT PERCENT PERCENT
1 1 A4 .4 .4
3 3 1.2 1.2 1.6
4 12 4.7 4.7 6.3
5 55 21.4 21.6 27.8
6 81 31.5 31.8 59.6
7 103 40.1 40.4 100.0
99 2 .8 MISSING
TOTAL 257 100.0 100.0

ONE SYMBOL EQUALS APPROXIMATELY 4.00 OCCURRENCES

%

*x%

KRRXXKAXRRKRER

RERRRRRRRARRRRRRRARR

EXXRKXKXARKKXKRARARERRARR

......... T S T

40 80 120 160 200
HISTOGRAM PREQUENCY

MEDIAN 6.000 MODE 7.000
MINIMUM 1.000 MAXIMUM 7.000
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{29) Ease and simplicity of order form.

VALID COM
VALUE LABEL VALUE PREQUENCY PERCENT PERCENT PERCENT
Not Important 1 1 4 .4 .4
Not Important 2 1 .4 4 .8
Mcderately Important 3 4 1.6 1.6 2.4
Moderately Important 4 18 7.0 1.3 9.8
Moderately Important 5 70 27.2 28.6 38.4
Very Importan 6 89 34.6 36.3 74.7
Very Important 7 62 24.1 25.3 100.0
99 12 4.7 MISSING
TOTAL 257 100.0 100.0
COUN{ V?L%% . ONE SYMBOL EQUALS APPROXIMATELY 2.00 OCCURRENCES
1 2.00 *
4 3.00 =z
18 4.00 XkkxkeRA%
70 5 00 RRRAXERXAXIXXRAAXXARRARRARRRRRRRR RS
a9 §.00 KXKEXKRXAKEXAARKKXERRAXKKRRRRRXKKRKRRRAKKA AR
62 7.00 RRAXXXARXXLARXAXXXARARKRAXRRR AR
... ) ) ) ) S I
0 20 40 60 80 100
HISTOGRAM FREQUENCY
MEAN 5.735 MEDIAN 6.000 MODE 6.000
STD DEV 1.040 MINIMOM 1.000 MAXIMUM 7.000

{30) Time Required To Fill Out Order Porm

........................................................................

VALID CUM
VALUE LABEL VALUE PREQUENCY PERCENT PERCENT PERCENT
Not Important 1 3 1.2 1.2 1.2
Not Important 2 4 1.6 1.6 2.9
Moderately Important 3 14 5.4 5.8 8.6
Moderately Important 4 32 12.5 13.2 21.8
Moderately Important 5 77 30.0 31.7 53.5
Very Important 6 76 29.6 31.3 84.8
Very Important 7 37 14.4 15,2 100.0
99 14 5.4 MISSING
TOTAL 257 100.0 100.0
COUNT V?L%% **ONE SYMBOL EQUALS APPROXIMATELY 2.00 OCCURRENCES
3 .

4 2.00 *x

14 3.00 REXRRRR

32 4,00 FXEXXEAXKXKRXXAR

77 500 RREXEXARERRARRIRAZARRARRRARRRERAERRRR AL

76 §.00 AERXKREXKEXKEXKRKRKXAKRKRKKRKRARRRRKRK

37 700 RRXRRRRRRRRREARRARY

) (R ) R ) R ) ) I
0 20 40 60 80 100
HISTOGRAM PREQUENCY

MEAN 5.272 MEDIAN 5.000 MODE 5.000
STD DEV 1.250 MINIMUM 1,000 MAXIMUM 7.000
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VALUE LABEL

Not Important

Not Important
Moderately Important
Moderately Important
Moderately Important
Very Important

Very Important

1 1.00
3 2.00
4 3.00
21 4.00
22 5.00
90 6.00
71 7.00
MERN 5.782
STD DEV 1.123

(32) hRvairlability of

VALUE LABEL

Not Important
Moderately Important
Moderately Important
Moderately Imgortant
Very Importan

Very Important

COUNT VALUE
8 2.00
10 3,00
13 4.00
59 5.00
83 6.00
56 7.00

MERN 5.603
STD DEV 1.237

VALID CUM
VALUE FPREQUENCY PERCENT PERCENT PERCENT
1 1 4 .4 .4
2 3 1.2 1.2 1.6
3 4 1.6 1.6 3.3
4 21 8.2 8.6 11.9
5 53 20.6 21.8 33.7
6 90 35.0 37.0 70.8
7 71 27.6 29.2  100.0
99 14 5.4 MISSING
TOTAL 257 100.0  100.0
. ONE SYMBOL EQUALS APPROXIMATELY 2.00 OCCURRENCES
11
x%
RERRATRARAR
KEEREKEEERRERKERRERRKIAR L AR
FRARRLARRRRERARRRERARRARARRRRRERRRRRRRRIRRR AR
KEXXXEXKKRKERKRRXKRAKRKKKRRRL KRR KA &
) G ) S ) PR ) ) 1
0 20 40 60 80 100
HISTOGRAM FREQUENCY
MEDIAN £.000 MODE 6.000
MINIMUM 1.000 MAXIMUM 7.000

more than one phone line for placing orders.

VALID CUM
VALUE FREQUENCY PERCENT PERCENT PERCENT

2 8 3.1 3.5 3.
3 10 3.9 4.4 7.9
4 13 3.1 5.7 13.%
5 59 23.0 25.8 39.3
6 83 32.3 36.2 73.5
7 56 21.8 24.5  100.0
99 28 10,9  MISSING
TOTAL 257 100.0 100.0
**955 SYMBOL EQUALS APPROXIMATELY 2.00 OCCURRENCES
11313
*RRIKXR
AXXRRXRXXARRARRRLRRRREARRRRR AR
EREXERXRAARERIKXKERIRRAIARRRKRXKERKRRRR AL
TERRRREARARRARRRAARRRRRARR AR
) S ) R ) R ) ) S 1
0 20 40 60 80 100
HISTOCRAM FREQUENCY
MEDIAN 6.000 MODE 6.000
MINIMUM 2.000 MAXIMUM 7.000
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(33)
Order Entry

Availabilit; of remote order transmission {computer to computer

VALUE LABEL

Not Important
Not Important
Moderately Important
Moderately Important
Moderately Important
Very Importan
Very Important

COUNT VALUE
2 1.00
4 2,00
9 3.00
16 4.00
62 5.00
70 6.00
43 7.00
MEAN 5.495
STD DEV 1.233
(34)

the phone.

0

VALID COM
VALUE FREQUENCY PERCENT PERCENT PERCENT
1 2 .8 1.0 1.0
2 4 1.6 1.9 2.9
3 9 3.5 4.4 7.3
4 16 6.2 7.8 15.0
5 62 24,1 30.1 45.1
) 70 21.2 34.0 79.1
7 43 16.7 20.9 100.0
93 51 19.8  MISSING
TOTAL 257 100.0 100.0
. ONE SYMBOL EQUALS APPROXIMATELY 1.50 OCCURRENCES
k%
hkRRR
*EXRXKEXXNR

TRXXRRRXXXRRARRERARRRRRRRRRRRARR AR RRRARAR
KRRk R KA A R ARk ARk Rk kX kk X
RRARRERRRRRRARRAXRRRRREARARADL

1.

........ L S D L
15 30 45 60 15
HISTOGRAM PREQUENCY

MECIAN 6.000 HODE 6.000
MINIMUM 1.000 MAXIMUM 7.000

No restriction on number of orders that can be placed over

e N -~ - A - -~ e = - = - = - - -

VALUE LABEL

Not Important
Not Important
Maderately Important
Moderately Important
Moderately Imgortant
Very Importan
Very Important

COUNT TALUE

7 1.00

13 2.00

20 3.00

38 4.00

60 5.00

41 6.00

45 7.00

MERN 4,938
STD DEV 1.595

VALID CUM
VALUE FREQUENCY PERCENT PERCENT PERCENT
1 7 2.7 3.1 3.1
2 13 5.1 5.8 8.9
3 20 7.8 8.9 17.9
4 38 14.8 17.0 34.8
5 60 23.3 26.8 61.6
6 4] 16.0 18.3 79.9
7 45 17.5 20.1 100.0
99 33 12.8  MISSING
TOTAL 257 100.0 100.0

**ggg*SYMBOL EQUALS APPROXIMATELY 1.20 OCCURRENCES

REkRREARRkE

REXRXARRRRARARRRRR

(S SRt 2ad sttt aatiieiiatsissts]
RARRRAREERRARARRRARRRRRER AR RAR AR ARRRRRRRRRRERRRRR

138822382822 8338332 3832838233234 32]

0

RARRRRREARRRRRRRERRRRR R A RRARARRRRRRRE
I..

....... ) SRS O P PR
12 24 36 48 60
HISTOGRAM PREQUENCY

MEDIAN 5.000 MODE 5.000

MINIMUM 1.000 MAXIMUM 7.000
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(35)

VALUE LABEL

Not Important
Not Important
Moderately Important
Moderately Important
Moderately Im{ortant
Very Importan
Very Important

COUNT VALUE

2 1.00

3 2.00

13 3.00

17 £.00

39 5.00

84 6.00

58 7.00
MEAN 5.648
STD DEV 1,282

VALUE LABEL

Not Important
Moderately Important
Moderately Important
Moderately Important
Very Importan

Very Important

COUNT VALUE

1 2.00

8 3.00

20 4.00

59 5.00

93 6.00

68 7.00

MERN 5.763
STD DEV 1.064

Clear guidance on due in from maintenance (DIFM) procedures.

VALID CUM
VALUE FREQUENCY PERCENT PERCENT PERCENT
1 2 .8 .9 .9
2 3 1.2 1.4 2.3
3 13 3.1 6.0 8.3
4 17 6.6 7.9 16.2
5 39 15.2 18.1 34.3
6 84 32.7 38.9 73.1
7 58 22.6 26.9  100.0
99 41 16.0 MISSING
TOTAL 257 100.0 100.0
. ONE SYMBOL EQUALS APPROXIMATELY 2.00 OCCURRENCES
xx
(3313 T
kEKARRRRK
RRXRRERIRERXRZERARAR
I T T Y e T T eY ]
ARARTARRRRREARLEARLRTRRTLARRS

S Toooooin, Tooooin ) ) 1
0 20 40 60 80 100
HISTOGRAM FREQUENCY
MEDIAN 6.000 MODE 6.000
MINIMUM 1.000 MAXIMUM 7.000

VALID COM
VALUE FREQUENCY PERCENT PERCENT PERCENT
2 1 A4 4 4
3 8 3.1 3.2 3.6
4 20 7.8 8.0 11.6
5 59 23.0 23,7 35.3
6 93 36.2 31.3 72.1
1 68 26.5 21.3  100.0
99 8 3.1 MISSING
TOTAL 257 100.0  100.0
. ONE SYMBOL EQUALS APPROXIMATELY 2.00 OCCURRENCES
1T
LI Y
TRLRRERREXRRAAXRRXAXRRRRARIR RS
ERARKKREKRERAKRRAXKA KRR KKAARRAXRRXRREKRKRRRR" £
AXXRTRLRRERRARRRRRARRERARERRARRRE R
) ) | G ) | I
0 20 40 60 80 100
HISTOGRAM FREQUENCY
MEDIAN 6.000 MODE 6.000
MINIMUM 2.000 MAXIMUM 7.000
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(37} Ability to meet required delivery times on items available in

stock.
VALID CUM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT
Not Important 1 1 .4 4 .4
Not Important 2 1 .4 .4 .8
Moderately Important 3 3 1.2 1.2 2.0
Moderately Important 4 13 5.1 5.2 7.1
Moderately Important 5 37 14.4 14.7 21.8
Very Importan b 92 35.8 36.5 58.3
Very Important 7 105 40.9 41.7 100.0
99 5 1.9 MISSING
TOTAL 257 100.0 100.0
COUN? V?L%% ONE SYMBOL EQUALS APPROXIMATELY 4.00 OCCURRENCES
1 2.00
3 3.00 *
13 4,00
37 5 00 RRERRARRR
97 £.00 AKKXXXXRXRXRAKAXRAXRARE
105 7.00 AREAXXRXRLARXRRARAXERRRRAR
) S ) ) QR ) ) 1
0 40 80 120 160 200
HISTOGRAM PREQUENCY
MEAN 6.095 MEDIAN 6.000 MODE 7.000
STD DEV 1.017 MINIMUOM 1.000 MAXIMUM 7.000

(38) Minimum variation between projected and actual delivery dates on
items procured from depot,

VALID CUM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT
Not Important 2 3 1.2 1.2 1.2
Moderately Important 3 5 1.9 2.0 3.2
Moderately Important 4 14 5.4 5.6 8.8
Moderately Important 5 45 17.5 18.1 26.9
Very Importan 6 102 39.7 41.0 67.9
Very Important 7 80 3l.1 32.1 100.0
99 8 3.1  MISSING
TOTAL 257 100.0 100.0
COUNg Vngg . ONE SYMBOL EQUALS APPROXIMATELY 4.00 OCCURRENCES
5 3.00 *
14 4,00 Hrxx
45 5 00 ATRRRARARRR
102 6.00 1283343333333 884233333848 8¢8
80 700 RRARREARARRXRRRRARARR
) AN I.......0, ) S I......... ) 1
0 40 80 120 160 200
HISTOGRAM PREQUENCY
MEAN 5.920 MEDIAN 6.000 MODE 6.000
STD DEV 1.048 MINIMUM 2.000 MAXIMUM 7.000
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(39) Ability to meet required delivery dates on local purchase items.

VALID CUM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT
Not Important 2 2 .8 .8 .8
Moderately Important 3 7 2.7 2.8 3.5
Moderately Important 4 16 6.2 6.3 9.8
Moderately Important 5 57 22.2 22.4 32.3
Very Importan 6 92 35.8 36.2 68.5
Very Important 1 80 3l.1 31,5 100.0
99 3 1.2 MISSING
TOTAL 257 100.0 100.0

COUNT VALUE ONE SYMBOL EQUALS APPROXIMATELY 2.00 OCCURRENCES

2 2.00 *
7 3.00 ram
16 4.00 kEXRERKK
57 500 RARERXRZARRRXXRXRLARRARRRRAAR
97 .00 XXRKXKXXKRXERKAXXXRKXRKRXXRKXXRAKRXRAKXKRRRRRAK
80 7.00 RRRAXRAXARARLARERXRXRXZRALARRXLRRARERR AR
) S I......... ) ) I....ooe, 1
0 20 40 60 80 100
HBISTUGRAM FREQUENCY
MEAN 5.850 MEDIAN 6.000 MODE 6.000
STD DEV 1.071 MINIMUM 2.000 MAXIMUM 7.000
(40) Minimum variation between required and actual delivery dates
on MICAP items.
' VALID  COM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT
Not Important 2 4 1.6 1.9 1.9
Moderately Important 3 4 1.6 1.9 3.7
Moderately Important 4 13 5.1 6.1 9.8
Mcderately Important 5 20 7.8 9.3 19.2
Very Importan 6 54 21.0 25.2 44 .4
Very Important 7 119 46.3 55.6 100.0
99 43 16.7 MISSING
TOTAL 257 100.0 100.0
COUNE V%ng . ONE SYMBOL EQUALS APPROXIMATELY 4.00 OCCURRENCES
4 3.00 ¢
13 4,00 *%x
20 5.00 135244
54 .00 KAKAXRXRKARAKR
119 7.00 RARERXRRXARRZARRRRXRRARRRARARR
) ) S ) ) G )
0 40 80 120 160 200
HISTOGRAM FREQUENCY
MEAN 6.210 MEDIAN 7.000 MODE 7.000
STD DEV 1.150 MINIMUM 2.000 MAX IMUM 7.000
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(41) Fill rate on base level stock items (% of orders received
complete the first time).
VALID CUM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT
Not Important 1 1 4 .4 .4 °
Not Important 2 2 .8 .8 1.2
Moderately Important 3 3 1.2 1.2 2.4
Moderately Important 4 26 10.1 10.6 13.0
Moderately Important 5 59 23.0 24.0 37.0 ,
Very Importan 6 100 38.9 40.7 11.6
Very Important 7 55 21.4 22.4 100.0
99 11 4.3 MISSING
TOTAL 257 100.0 100.0
COUN{ V?L%g . ONE SYMBOL EQUALS APPROXIMATELY 2.00 OCCURRENCES
2 2.00 *
3 3.00 =
25 400 1332338833388
59 5.00 1355332838223 233433833423732333¢1
100 6.00 L3328 R 22 a2t d st sttt siiiiisisssisiztiiz ety
55 700 ARRXXARRRERXARXRXARARRRRRRRE
) ) I I......... ) ) I
0 20 40 60 80 100
HISTOGRAM FREQUENCY
MERN 5.683 MEDIAN 6.000 MCODE 6.000
STD DEV 1.064 MINIMUM 1.000 MAXIMUM 7.000
(42) Availability of bench stock items when needed.
VALID CUM
VALUE LARBEL VALUE FREQUENCY PERCENT PERCENT PERCENT
Not Important 1 1 4 .4 .4
Not Important 2 2 .8 .3 1.3
Moderately Important 3 6 2.3 2.6 3.9
Moderately Important 4 10 3.9 4.3 8.3
Moderately Imgortant 5 39 15.2 17.0 25.2
Very Importan 6 86 33.5 37.4 62.6
Very Important 7 86 33.5 37.4 100.0
99 27 10.5 MISSING
TOTAL 257 100.0 100.0
COUN{ V?ng . ONE SYMBOL EQUALS APPROXIMATELY 2.00 OCCURRENCES
2 2.00 *
b 3.00
10 4.00 123431
39 500 1§28332333828338324333
86 £.00 RKEXKRRXXXEARXARXKXRRLRRRRRARKRARREXARRK ALK
86 7.00 ARRARRRXALAXXRRARAAXRRRAXRERRRRXRRRRARR R R RS
) SR ) ) SR ...t ) 1
20 40 60 80 100
HISTOGRAM FREQUENCY
MEAN 5,983 MEDIAN 6.000 MODE 6.000
STD DEV 1.098 MINIMUM 1.000 MAXIMUM 7.000
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(43) Availability of supply point items when needed.

VALID COM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT
Not Important 2 2 .8 9 .9
Moderately Important 3 8 3.1 3.6 4.5
Moderately Important 4 15 5.8 6.8 11.3
Moderately Important 5 42 16.3 9.0 30.3
Very Importan 6 90 35.0 40.7 71.0
Very Important 7 64 24.9 29.0 100.0
99 36 14,0 MISSING
TOTAL 257 100.0 100.0

COUNT VALUE  ONE SYMBOL EQUALS APPROXIMATELY

2.00 OCCURRENCES

2 2.00 *
8 3’00 1 $3 44
15 4.00 kkkkkkkk
42 5.00 RREXRRRRERRRRARR AR R R AR
30 £.00 BERRRKRRERREXAKRXXRRXRAKKREXARKRARRAKRAXRKALRS
64 7.00 1$3533333383333333333882834¢82¢841
) I......... ) ) I ) 1
0 20 40 60 80 100
HISTOGRAM FREQUENCY
MEAN 5.819 MEDIAN 6.000 MODE 6.000
STD DEV 1,093 MINIMUM 2.000 MAXIMUM 7.0600
(44) nddequate stock of base service store items,
. VALID CUM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT
Not Important 1 1 .4 4 .4
Not Important 2 5 1.9 2.0 2.4
Moderately Important 3 12 4.7 4.8 7.1
Moderately Important 4 34 13.2 13.5 20.6
Moderately Imgortant 5 70 27.2 27.8 48.4
Very Importan 6 80 3l.1 31.7 80.2
Very Important 7 50 19,5 19.8 100.0
99 5 1.9 MISSING
TOTAL 257 100.0 100.0
COUN{ V%ng . ONE SYMBOL EQUALS APPROXIMATELY 2.00 OCCURRENCES
5 2.00 *xx
12 300 rrrkR
34 4.00 1338338388383 23 381
70 § 00 ARERXRRARXRRXRRERKRRRRARRARRXRARNRAR
80 §.00 AKKKKRKARKARXAXRRARRARKRXLXRRRAXRARAARRR
50 7.00 RRERRLXRRREREREARRRRRRAAR
) S ) ) ) S
0 20 40 60 80 100
HISTOGRAM PREQUENCY
MEAN 5.409 MEDIAN 6.000 MODE 6.000
STD DEV 1.232 MINIMUM 1.000 MAXIMUM 7.000
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(45) Adequate stock of individual equipment items.

VALID CUM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT
Not Important 1 1 .4 .4 .4
Not Important 2 4 1.6 1.7 2.1
Moderately Important 3 18 7.0 7.4 9.5
Moderately Important 4 39 15.2 16.1 25.6
Moderately Imgortant 5 74 28.8 30.6 56.2
Very Importan 6 12 28.0 29.8 86.0
Very Important 7 34 13.2 14.0 100.0
99 15 5.8 MISSING
TOTAL 257 100.0 100.0
COUN{ V?L%E . ONE SYMBOL EQUALS APPROXIMATELY 1.50 OCCURRENCES
4 2.00 xx
18 3.00 RrRrRERARANR
39 4,00 AXEXERXRXEXXXKEXKAXRXKXKAK
74 500 RARRXRXAXXXARAXARARARRRALRRAXARRERLRRRRARRRRRRRRR
7 6.00 KREXEXEXKXKXKXKRKRERKXKLKRERRREXKXAXRRRRARARAIAR
34 7.00 RRXXRRAXARIXXARARRARARR
Toooooins, I......... ) T..oooii ) (R 1
0 15 30 45 60 75
HISTOGRAM FREQUENCY
MEAN 5.202 MEDIAN 5.000 MODE 5.000
STD DFV 1.224 MINIMUM 1.000 MAXIMOM 7.000

(46) Ability to expedite MICAP requests.

. VALID CUM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT
Not Important 2 3 1.2 1.5 1.5
Moderately Important 3 3 1.2 1.5 2.9
Moderately Important 4 1 2.7 3.4 6.4
Moderately Important 5 16 6.2 7.8 14.2
Very Importan 6 56 21.8 27.5 41.7
Very Important 7 119 46.3 58.3 100.0
99 53 20.6 MISSING
TOTAL 257 100.0 100.0
COUNT VALUE ONE SYMBOL EQUALS APPROXIMATELY 4.00 OCCURRENCES
3 2,00 *
3 3.00 ¢
7 4.00 **
16 5.00 #x
56 6.00 SRRRXRKARRRAXR
119 700 RRRXRERRRRARRRARRRREARRRARRRIR
...t ) SR ) e 1
0 4 80 120 160 200
HISTOGRAM FREQUENCY
MEAN 6.333 MEDIAN 7.000 MODE 7.000
STD DEV 1.030 MINIMUM 2.000 MAXIMUM 7.000
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(47) Ability to expedite out of the ordinary MICAP requests.

VALID COM
VALUE LABEL VALOE FREQUENCY PERCENT PERCENT PERCENT
Not Important 2 3 1.2 1.5 1.5
Moderately Important 3 4 1.6 2.0 3.4
Moderately Important 4 7 2.7 3.4 6.9
Moderately Important 5 28 10.9 13.8 20.7
Very Importan 6 62 24.1 30.5 51.2
Very Important 7 99 38.5 48.8 100.0
99 54 21.0 MISSING
TOTAL 257 100.0 100.0
COUNg Vngg **ONE SYMBOL EQUALS APPROXIMATELY 2.00 OCCURRENCES
4 3.00 **
7 4.00 Xxkk
28 500 RREXXARRRRRARR
62 £.00 FXRKXXXRKEXKRXRXRRXXXRXKRXRRKKR
99 700 RRRAXEXXXXXARAXXARARARERXAXRARAXRRRRRXRRRRERRARR AR
) ) I.........L...o
0 20 40 60 80 100
HISTOGRAM FREQUENCY
MEAN 6.163 MEDIAN 6.000 MODE 7.000
STD DEV 1.075 MINIMUM 2.000 MAXIMUM 7.000

(48) Ability to expedite non-MICAP requests when necessary.

- e e o = e o e T - - - -

: VALID CUM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT
Not Important 2 2 .8 9 9
Moderately Important 3 4 1.6 1.7 2.6
Moderately Important 4 16 6.2 6.9 9.5
Moderately Important 5 66 25.17 28.6 38.1
Very Importan 6 95 37.0 41.1 79.2
Very Important 7 48 18.7 20.8 100.0
99 26 10.1  MISSING
TOTAL 257 100.0 100.0
COUN; V%ng . ONE SYMBOL EQUALS APPROXIMATELY 2.00 OCCURRENCES

4 3.00 *

16 4.00 REXERERX

66 5 00 RAXARXRRXRRAXARRRTARARERRRARRERR R

H 6.00 KEKRKAKXEAKRKKAXARKRKRIRXRRRRRKKARAXRRRXKRARR AR AR

43 700 RRARRRARRRATARARRRRRAR®R

) U ) SU ) S ) PR S
0 20 40 60 80 100
HISTOGRAM FREQUENCY

MEAN 5.697 MEDIAN 6.000 MODE 6.000
STD DEV .989 MINIMUM 2.000 MAXIMUM 7.000
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(49) Ability to handle out of the ordinary delivery requests.

- = = = = = = = - = - - ————

VALID CUM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT
Not Important 2 2 .8 .8
Moderately Important 6 2.5 3.3
Moderately Important 17 7.0 0.3
3.7 4.0
2.7
0.0

Very Importan

3

4
Moderately Important 2 82
Very Important ;

9 14 MISSING
TOTAL 257 100.0  100.0
COUNT VALUE  ONE SYMBOL EQUALS APPROXIMATELY 2.00 OCCURRENCES
2 2.00 *
6 3.00 e
17 4,00 TXkRERKRR
82 5'00 133383333333 33 3332323333333 38 388333833323 32
94 .00 KXRKKKXXEKRKAKXKXKAKXRRRXRXRXRKRKXKRKARRRAKAR AR
42 700 RRRRXRXXRXXEXARRLARLAR
 SUPUTTTIIS SO SO  CUTUUUUITS SO
0 20 40 60 80 100
HISTOGRAM FREQUENCY
MERN 5,588 MEDIAN 6.000 MODE 6.000
STD DEV 1989 MINIMUM 2.000 MAXIMUM 7.000

{50) Ability to expedite out of the ordinary local purchase requests.

B g i i g g B g g g

VALID COM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT
Not Imgortant 2 3 1.2 1.2 1.2
Moderately Important 3 5 1.9 2.0 3.2
Moderately Important 4 41 16.0 16.4 19.6
Moderately Imgortant 5 75 29.2 30.0 49.6
Very Importan 6 89 34.6 35.6 85.2
Very Important 7 37 14.4 14.8 100.0
99 7 2.7 MISSING
TOTAL 257 100.0 100.0
COUNg V;ng **ONE SYMBOL EQUALS APPROXIMATELY 2.00 OCCURRENCES
5 3.00 *x
41 4.00 REERRRAXRXRRAXREAARRR
75 500 RRRRRARLATAXXXXRRIXARXARARERLRRRRARRRR
89 £.00 KARKXKERXRARXXXXARRAXRAKRRKREXRRKRRRLRRRRRRER
37 7.00 RRARXXXXRRARZRAZAAR
) S I......... I......... I......... ) I 1
0 20 40 60 80 100
HISTOGRAM FREQUENCY
MEAN 5.412 MEDIAN 6.000 MODE 6.000
STD DEV 1.065 MINIMUM 2,000 MAXIMUM 7.000
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(51) Ability to provide training programs to suit the needs of your

organization.
VALID CUM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT
Not Impcrtant 2 5 1.9 2.0 2.0
Mcderately Important 3 7 2.7 2.8 4.8
Moderately Important 4 28 10.9 11.2 16.0
Moderately Important 5 68 26.5 27.2 43.2
Very Important 6 82 31.9 32.8 76.0
Very Important 1 60 23.3 24.0 100.0
99 7 2.7 MISSING
TOTAL 257 100.0 100.0
COUNE VALUE **SNE SYMBOL EQUALS APPROXIMATELY 2.00 OCCURRENCES
;.
28 4.00 *EEXKRKXXKXRKK
68 500 RRRRXARARARXRXRZXRARRARRRRARRXRRLR
) §.00 KXKKXFKXAKRKEXXRXIKRKXXRKXKRRKRAXRRARR XK
60 7.00 RXARXREARXXRZXRRAXZXARARRRRRAR
) I ) ) (N ) I......... I
0 20 40 60 80 100
HISTOGRAM FREQUENCY
MEAN 5.580 MEDIAN 6.000 MODE 6.000
STD DEV 1.167 MINIMUM 2.000 MAXIMUM 7.000
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MEASURES OF PERFORMANCE

{1) Promptness in answering the telephone

VALID CUM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT .
Not Provided 0 3 1.2 1.2 1.2
Poor 1 2 .8 .8 2.0
Poor 2 3 1.2 1.2 3.2 )
Satisfactory 3 17 6.0 6.8 10.0
Satisfactory 4 39 15.2 15.6 25.6
Satisfactory 5 79 30.7 31.6 57.2
Excellent 6 17 30.0 30.8 88.0
Excellent 7 30 11.7 12.0 100.0
99 7 2.7 MISSING
TOTAL 257 100.0 100.0
COUgT VAégE *QNE SYMBOL PBQUALS APPROXIMATELY 2.00 OCCURRENCES
2 1.00 *
3 2.00 *=
17 3.00 RrRARREAR
39 4.00 KEKXXRKRKKXEREXXKRAR
79 5 00 RXXRXRXXRARXRRXXXRXARXARARERXARARRRRRRAR
77 §.00 KEEREXKXXKXKXKKXRRKEXKRKXKKXKRKRIRXK KRR
30 7.00 RRXRXXXRRARRRRR
) S I........ ) SN I.........TL........
0 20 40 60 80 100
HISTOGRAM PREQUENCY
MEAN 5.128 MEDIAN 5.000 MODE 5.000
STD DEV 1.320 MINIMUM .000 MAXIMUM 7.000
{2) A method for handling customer complaints.
VALID CUM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT
Not Provided 0 4 1.6 1.6 1.6
Poor 1 2 .8 .8 2.4
Poor 2 17 6.6 6.9 9.3
Satisfactory 3 28 10.9 11.4 20.7
Satisfactory 4 40 15.6 16.3 37.0
Satisfactory 5 76 29.6 30.9 67.9
Excellent 6 49 19,1 19.9 87.8
Excellent 7 30 11.7 12,2 100.0
99 11 4.3 MISSING
TOTAL 257 100.0 100.0
COUNI VAng t*ONE SYMBOL EQUALS APPROXIMATELY 2.00 OCCURRENCES
2 1.00 * .
17 2.00 REEEEREXR
28 3.00 RARRRRRRRRXARR
40 4,00 KXXXXXXXXXRRRXKRRARK
76 5 00 RARXREARLXXRZXRXRRARRALRRAAXARXREARARR
49 .00 AXKEXKXEXKXXKKKRRKRKRKRRK
30 700 RERRRRREARRRLAR
) S ) S ) G ) S I......... 1
0 20 40 80 100
HISTOGRAM PREQUENCY
MEAN 4.732 MEDIAN 5.000 MODE 5.000
STD DEV 1.55¢ MINIMUM .000 MAXIMUM 7.000
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(3) Accessibility to the NCOIC or OIC when needed to resolve

a problem.
VALID CUM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT
Not Provided Q 9 3.5 3.6 3.6
Poor 1 5 1.9 2.0 5.6
Poor 2 7 2.7 2.8 8.5
Satisfactory 3 21 8.2 8.5 16.9
Satisfactory 4 41 16.0 16.5 33.5
Satisfactory 5 67 26.1 27.0 60.5
Excellent 6 72 28.0 29.0 89.5
Excellent 7 26 10.1 10.5 100.0
99 9 3.5 MISSING
TOTAL 257 100.0 100.0
COUNT VALUE ONE SYMBOL EQUALS APPROXIMATELY 1.50 OCCURRENCES
9 00 kEkxkkx
5 1.00 *&x
7 2.00 *rxxx
21 3,00 RREREARXRAAA*R
41 4,00 AREXKXXXXRXEXRKKXXXXAXKXKRRR
67 500 REXRXXARARXARERAXARRARXRARARXRRLAZRRRRRARRRR
72 £.00 AEKKXEXRERXREAXKEXAXXRRXAKKRXIXRXAXRXREXXXXXRKXK AR
26 7.00  ARXRELRXARRLREARR
oo, ) ) I......... ) S 1
0 15 30 45 60 75
HISTOGRAM FREQUENCY
MEAN 4.819 MEDIAN 5.00 MODE 6.000
STD DEV 1.636 MINIMUM .000 MAXIMUM 7.000

(10) Accessibility of Base Service Store and Individual Equipment Unit.

VALID COM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT
Not Provided 0 3 1.2 1.2 1.2
Poor 2 1 4 .4 1.6
Satisfactory 3 11 4.3 4.4 6.0
Satisfactory 4 27 10.5 10.8 16.8
Satisfactory 5 70 27.2 28.0 44.8
Excellent 6 94 36.6 37.6 82.4
Excellent 7 44 17.1 17.6 100.0
99 1 2.7 MISSING
TOTAL 257 100.0 100.0
COUNT VALUE ONE SYMBOL EQUALS APPROXIMATELY 2.00 OCCURRENCES
3 .00 =
0 1.00
1 2.00 ¢
11 3.00 KkKRXR
27 4.00 RRRRRRXARRRARR
70 § 00 AEKXKRXRXKAXXXKAKRERARKXRARRERARRAR
94 £.00 RERXAARXXRLRRLARLARLRRRAZARRRRRARRARRIRRR R AL RRL
44 7.00 KEXRXREXXKAXRRKRRRAKRK
) G ) RN ) S I......vt, I......... 1
0 20 40 60 80 100
HISTOGRAM FREQUENCY
MERN 5.460 MEDIAN 6.000 MODE 6.000
STD DEV 1.222 MINIMUM .000 MAXTMUM 7.000
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(5) Visits to your organization to ensure adequate support is
being provided.

VALID ClM
VALUE LABEL VALUE PREQUENCY PERCENT PERCENT PERCENT
Not Provided 0 22 8.6 9.1 9.1
Poor 1 25 9.7 10.4 19.5
Poor 2 3l 12.1 12.9 32.4
Satisfactory 3 49 19.1 20.3 52.7
Satisfactory 4 38 14.8 15.8 68.5
Satisfactory 5 48 18.7 19.9 88.4
Excellent 6 20 7.8 8.3 96.7
Excellent 7 8 3.1 3.3 1€0.0
99 16 6.2 MISSING
TOTAL 257 100.0 100.0
COUNT VALUE ONE SYMBOL EgUALS APPROXIMATELY 1.00 OCCURRENCE
22 00 KKKAXKRXRXXXXXXRXXXKK
25 1.00 *t*t*ttt*t*t*****ttit**tt
3] 200 RERIXXXXXEXKIKKXXXKXXKKRXRKARKK
49 300 AXAXXARXRRRXXKLRXXLRARZILRRRRXERRERRRARRRAR R AR AR
38 4.00 XEXKKXKKXKKRKKAAXARKARKERKKAKKRKKRKARE
48 5 00 RXERRERXXAXXXARLXXXZRRZXAXRERRLARKRRRAXRRRRRRA AR
20 §.00 XEXXXXXKRKXXIKXKRRXE
8 7.00 REtedEed
) S ) S ) G ) S ) P I
0 10 20 30 40 50
HISTOGRAM FREQUENCY
MEAN 3.328 MEDIAN 3.00 MODE 3.000
STD DEV 1.872 MINIMUM 000 MAYIMUM 7.0040

{6) A good working “elationship with your organization.

VALID CUM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT
Not Provided 0 4 1.6 1.6 1.6
Poor 1 3 1.2 1.2 2.7
Poor 2 8 3.1 3.1 5.8
Satisfactory 3 30 11.7 11.7 17.5
Satisfactory 4 30 11.7 11.7 29.2
Sat xs‘actory 5 72 28.0 28.0 57.2
Excellent 6 71 27.6 27.6 84.8
Exc ellent 7 39 15,2 15.2 100.0
TOTAL 257 100.0 100.0
COUNT VALUE ONE SYMBOL EQUALS APPROXIMATELY 1.50 OCCURRENCES
4 00 e
3 1.00 *=x
g 300 Rekx
0 3.00 KRREXREXXERXXRARATKR
30 4.00 RARXXAARTARAXTRAARAR
72 500 RRAXAXEIKKERRXEXRKKRREXRAARERARARRAKKLR KRR RERR AR
71 £.00 REARTAXXRRDARKXARARAXARLRLEARDARERRRARRAR AR AR A S
39 T.00 RRERKEXRKRXRKXKERAKRRERAXR
Toooiii, | S ) I ) (AP (P 1
0 15 30 45 60 75
HISTOGRAM FREQUENCY
MEAN 5.012 MEDIAN 5.000 MODE 5.000
STC DEV 1.527 MINIMOM .000 MAXIMUM 7.000
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{7) A commitment to providing the best service possible.

VALID CUM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT
Not Provided 0 2 .8 .8 .8
Poor 1 6 2.3 2.3 3.1
Poor 2 13 5.1 5.1 8.2
Satisfactory 3 29 11.3 11.3 19.5
Satisfactory 4 42 16.3 16.4 35.9
Satisfactory 5 63 24.5 24.6 60.5
Exzcellent 6 63 24.5 24.6 85.2
Excellent 7 38 14.8 14.8 100.0
93 1 .4  MISSING
TOTAL 257 100.0 100.0
COUNT VALUE ONE SYMBOL EQUALS APPROXIMATELY 1.50 OCCURRENCES
2 00 %
6 1.00 *xxx
13 900 kkkkkkkkR
29 3,00 ARXRIXRXXXARARLARAR
47 4,00 FEREXKXKXXXXRRXXKRXAKKLRIRRAAK
63 5 00 RERXXXXRLRREAZXAXRLARARKRRTRARARRR AR AR R AR
63 .00 KERKKXKERXXRIKRXXXKRKRRKRKKRKARRKRXKRRRR AR
38 700 RREXRXXRRARRXXAXRRRRRRRER
) SN I.......1, I......... ... ) I
) i5 3 4 60 75
HISTOGRAM PREQUENCY
MEAN 4 867 MEDIAN 5.000 MODE 5.000
STD DEV 1.574 MINIMUM .000 MAXIMUM 7.000
(8) A cormmitment to customer satisfaction
VALID CUM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT
Not Provided 0 3 1.2 1.2 1.2
Poor 1 7 2.7 2.7 3.9
Poor 2 10 3.9 3.9 7.8
Satisfactory 3 31 14.4 14.5 22.4
Satisfactory 4 44 17.1 17.3 39.6
Satisfactory 5 57 22,2 22.4 62.0
Excellent 6 61 23.7 23.9 85.9
Excellent 7 36 14.0 14.1 100.0
99 2 .8  MISSING
TOTAL 257 100.0 100.0
COUNT VALUE ONE SYMBOL EQUALS APPROXIMATELY 1.50 OCCURRENCES
3 .00
7 1.00 traxx
10 2,00 rExRxER
37 200 REXRRRAXXRRREARRRRERLARA
44 4.00 KEEEKKARRKRKKRXRXRRKKRKRARRKR
57 5 00 RARRRARILARTARLIRXRRZARXRRRRARLRRAARL A
£1 §.00 KERKEXAKXRXRIKRRAXXRRRERRRXKAEKRERRERKREK
36 700 ARRRAXARIRRRRARERRRRARAD
I......... ) (P ) P ) G I.......0, 1
0 15 30 45 60 75
HISTOGRAM PREQUENCY
MEAN 4.773 MEDIAN 5.000 MODE 6.000
STD DEV 1.613 MINIMUM .000 MAXIMUM 7.000
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(13) Courtesy on the phone.

VALUE LABEL

Not Provided
Poor
Satisfactory
Satisfactory
Satisfactory
Excellent
Excellent

COUNT

MERN
STD DEV

VALUE

.00
1.00
2.00
3.00
4.00
5.00
6.00
7.60

5.226
1.330

(14) Courtesy In Person

VALUE LABEL

Not Provided
Poor

Poor
Satisfactory
Satisfactory
Satisfactory
Excellent
Excellent

COUNT

VALUE

.00
1.00
2.00
3.00
4.00

VALID CUM
VALUE PREQUENCY PERCENT PERCENT PERCENT
Q 2 8 .8 .8
2 8 3.1 3.2 4.0
3 18 7.0 7.1 11.1
4 31 12.1 12.3 23.4
5 12 28.0 28.6 52.0
b 84 32.7 33.3 85.3
7 37 14.4 14,7 100.0
99 5 1.9 MISSING
TOTAL 257 100.0 100.0
ONE SYMBOL EQUALS APPROXIMATELY 2.00 OCCURRENCES
]
*XA%
KXRXRXXEK
ARXXXTARARARARRA
EEXEREKRAKARKKRREREERRRAKXRKRRRK KKK K
REEXXLXRERALARLRRIAERERTAXIRXRRRRRRR AR AL AR
TEXRERXKRXKRIXARKAR
) PR ) G ) SO e
a 20 40 60 80 100
HISTOGRAM PREQUENCY
MEDIAN 5.000 MCDE 6.000
MINIMUM .000 MAXIMUM 7.000
VALID CUM
VALUE FREQUENCY PERCENT PERCENT PERCENT
0 1 .4 .4 .4
1 1 .4 .4 .8
2 7 2.7 2.7 3.5
3 11 4.3 4.3 7.8
4 30 11.7 11.8 19.6
5 74 28.8 29.0 48.6
6 86 33.5 337 82.4
7 45 17.5 i7.6  100.0
99 2 .8  MISSING
TOTAL 257 100.0  100.0
ONE SYMBOL EQUALS APPROXIMATELY 2.00 OCCURRENCES
%
*
1T
133333
EXERERAXKXRRRKR
RERRIXAREREELRXRARRARRRRRARRARRRRR AR

MEAN
STC DEV

5.00
6.00
7.00

5.369
1.269

LS e ittt sttt ie et sssiistiss]
1333232228823 33 8832432341

Toooooia, ) QN | S | R ) 1
0 20 40 60 80 100
HISTOGRAM FREQUENCY
MEDIAN 6.000 MODE 6.000
MINIMUM .000 MAXIMUM 7.000

156



(15) Military bearing and appearance

- - - - = L = R e - Y = = e -

VALUE LABEL

Not Provided
Paor

v Satisfactory
Satisfactory
Satisfactory
Excellent
Excellent

COUNT

1
0
6
16
30
17
93
33

MEAN
STD DEV

VALUE

.00
1.00
2.00
3.00
4.00
5.00
6.00
7.00

5.289
1.215

VALID CUM
VALUE FREQUENCY PERCENT PERCENT PERCENT
0 1 .4 A4 4
2 b 2.3 2.3 2.7
3 16 6.2 6.3 9.0
| 30 11.7 11.7 20.7
5 11 30.0 30.1 50.8
] 93 36.2 36.3 87.1
7 33 12.8 12,9 100.0
99 1 .4 MISSING
TOTAL 257 100.0 100.0

ONE SYMBOL EQUALS APPROXIMATELY 2.00 OCCURRENCES

4

*k%

133328444

1233333233243 2¢]
RRXEXXRRXRRRRRXRRRARRARRRRRRERRRRRRR AR
LSttt d et i i ettt st eetisssisstiztitssite sy
RERRRXRRXRRARRRAR

20 40 80 100
HISTOGRAM FREQUENCY
MEDIAN 5.000 MODE 6.000
MINIMUM .000 MAXIMUM 7.000

{16) Ability To Solve Your Problem

e = o = - e = -

VALUE LABEL

Not Provided
Poor

Poor
Satisfactory
Satisfactory
Satisfactory
Excellent
Excellent

COUNT

MEAN
ST DEV

VALUE

.00
1.00
2.00
3.00
4.00
5,00
6.00
7.00

4.913
1.530

1
0

VALID CUM
VALUE FREQUENCY PERCENT PERCENT PERCENT
0 2 .8 .8 .8
1 6 2.3 2.4 3.2
2 10 3.9 4.0 7.1
3 25 9.7 9.9 17.0
4 46 17.9 18.2 35.2
5 62 24.1 24.5 59.7
6 66 25.7 26.1 85.8
7 36 14.0 14.2 100.0
99 4 1.6 MISSING
TOTAL 257  100.0  100.0
ONE SYMBOL EQUALS APPROXIMATELY 1.50 OCCURRENCES
%
1111
*XKRRRR
TRERRRRRLRARARRAR
EEEXEEXXEKKRRAKRRKRRKRXKRAREARR

RREXXXRRRARRERRRRAARRRRRARARRRRRRR R AR kAR
AR KRR AR AR AR AR KRR AR AR RkRR
RARRRRRRARRRRRARRRRR R AR R

......... T Y P
15 30 4 60 75
HISTOGRAM FREQUENCY

MEDIAN 5.000 MCDE 6.000
MINIMUM .000 MAXIMUM 7.000
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(17) Pulfill Promises Made

VALID CUM
VALUE LABEL VALUE PREQUENCY PERCENT PERCENT PERCENT
Not Provided 0 8 3.1 3.2 3.2
Poor 1 8 3.1 3.2 6.4
Poor 2 8 3.1 3.2 9.6
Satisfactory 3 36 14.0 14.3 23.9
Satisfactory 4 35 13.6 13.9 7.8
Satisfactory g 61 23.17 24.3 62.2
Excellent 6 64 24,9 25.5 87.6
Excellent 7 31 12.1 12.4 100.0
99 6 2.3 MISSING
TOTAL 257 100.0 100.0

COUNT VALUE ONE SYMBOL EQUALS APPROXIMATELY 1.50 OCCURRENCES

8 L00  kxxkx
8 1.00 #exxx
8 2,00 %xExx
36 3,00 RRRRXRZXXREREXRXRRAXAARR
35 4.00 EEEXXXRKEXRKXKRKAKRKRAK
61 5,00 RARXRRRXEXRXERZXEXLRARRRARARRRARAXRARRARY
64 .00 RERKKXXKXXXXXXXXXEXERAXRKAXAXRERRRXXRRARERK
3] 7.00 ERRRREXEXXRARXRARARAR
| Tooooioa | ) SR | S 1
0 15 30 45 60 75
HISTOGRAM PREQUENCY
MEAN 4.693 MEDIAN 5.000 MODE 6.000
STD DEV 1.724 MINIMUM .000 MAXIMUM 7.000

(18) Ability to handle the customer's anger or frustration.

VALID CUM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT
Not Provided 0 15 5.8 6.0 6.
Poor 1 5 1.9 2.0 8.0
Poor 2 5 1.9 2.0 10.0
Satisfactory 3 35 13.6 14.0 24.0
Satisfactory 4 37 14.4 14.8 38.8
Satisfactory 5 70 27.2 28.0 66.8
Excellent 6 62 24.1 24.8 91.6
Excellent 1 21 8.2 8.4 100.0
93 1 2.7 MISSING
TOTAL 257 100.0 100.0
COUNT VALUE ONE SYMBOL EQUALS APPROXIMATELY 1.50 OCCURRENCES
15 00 AXERERREAR
5 1.00 #2»
g 2.00
35 300 ARARTAXXARARARAARARAR AR
37 4.00 KRXXAXRERRRXRRAXKKAKRRRAR
70 5 00 ARRRXRAARIRARRARARERLARRRERXRXRRRRERRRRARRRR AR R
62 §.00 RXRKAXKRRERAXRRKARRRAKAXKARKXRRRKRRRARRA R
21 700 ARRRXRRRRARAAR
I......... ) I......... ) RN I......... 1
0 15 30 45 60 75
HISTOGRAM PREQUENCY
MEAN 4.548 MEDIAN 5.000 MODE 5.000
STD DEV 1.761 MINIMUM .000 MAXIMUM 7.000
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(19) Professionalism

VALID CUM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT
Not Provided 0 1 .4 .4 .4
Poor 2 11 4.3 4.3 4.7
Satisfactory 3 15 5.8 5.9 10.5
Satisfactory 4 38 14.8 14.8 25.4
Satisfactory 5 62 24.1 24.2 44.6
Excellent 6 92 35.8 35.9 85.5
Excellent 7 37 14.4 14, 100.0
99 1 .4 MISSING
TOTAL 257 100.0 100.0

COUNT VALUE  ONE SYMBOL EQUALS APPROXIMATELY 2.00 OCCURRENCES

1 00
0 1.0¢
ll 2.00 REXERR
15 3,00 kkkkkkk%
38 4.00 RAXRXXXRXAXARARARAR
62 500 RXKAKRKKRXRRRRKRRKRRRRKXXRKKAKR
97 §.00 RRXXXXXXARXRXXRARXRRRRERRARRRRERRARRRXLRRRRRRR
37 7.00 123383833383 33333 344
) I...oooi, ) S ) ) S 1
0 20 40 60 80 100
HISTOGRAM FREQUENCY
MEAN 5.234 MEDIAN 6.000 MODE 6.000
STD DEV 1.325 MINIMUM 000 MAXIMUM 7.000
{20) Competezce
VALID CUM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT
Not Provided Q 1 .4 .4 .4
Poor 1 1 2.7 2.7 3.1
Poor 2 9 3.5 3.5 6.6
Satisfactory 3 22 8.6 8.6 15.2
Satisfactory 4 49 19.1 19.1 34.4
Satisfactory 5 57 22.2 22.3 56.6
Exzcellent 6 12 28.0 28.1 84.8
Excellent 7 39 15.2 15.2 100.0
99 1 .4 MISSING
TOTAL 257 100.0 100.0
COUNT VALUE ONE SYMBOL EQUALS APPROXIMATELY 1.50 OCCURRENCES
1 .00 ¢
7 1.00 ®riwe
9 2.00 RkxRkR
22 3.00 123223282333 £43 4]
49 4,00 RERKREARARRERRXKRRAKRKRRRAKRKAKRAR
57 5 00 RERXAXAXIXAXRXERARARARRRRRRRRELRRARRAR
72 .00 KXKAKAKRXKAKRRKAKKXERERXKRKRERRRRXKRKRKKRKRXRRRR
39 700 RERRARREAXRERARARARARARRERR
) (P ) ) ) ) 1
0 15 30 45 60 75
HISTOGRAM FREQUENCY
MEAN 4.988 MEDIAN 5.000 MODE 6.000
STD DEV 1.512 MINIMUM .000 MAXIMUM 7.000
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(21) An enthusiastic attitude.

- - - . = > = A = -

VALID CUM
VALUE LABEL VRLUE FPREQUENCY PERCENT PERCENT PERCENT
Not Provided g 1 .4 .4 .4
Poor 1 8 3.1 3.1 3.5
Poor 2 15 5.8 5.9 9.4
Satisfactory 3 32 12.5 12.5 21.9
Satisfactory 4 47 18.3 18.4 40.2
Satisfactory 5 12 28.0 28.1 68.4
Exce]lent 6 56 21.8 21.9 90.2
Excellent 7 25 9.7 9.8 160.0
99 1 .4 MISSING
TOTAL 257 100.0 100.0
COUNT VALUE ONE SYMBOL EQUALS APPROXIMATELY 1.50 OCCURRENCES
1 .00 *
8 1.00 #rrexs
15 2,00 kRKRXRXRXX
32 300 RRRRXRXAXXRTARAARRRAR
47 4,00 KEERKKRRXKXXRKRXRXXARRXKXKRKAXK
72 500 AREARRRARXAXRRARERRARARARRARRRARARRRRARRARRRR TR R
56 £.00 XRKKKAKKXKKIKRIRRAXRRKRKRRKRRRXRKEL KK
75 7700 RERRREERERRERERLY
) QP ) ) S ) ) I
0 15 30 ] 60 75
HISTOGRAM FREQUENCY
MERY 4.660 MEDIAN 5.000 MODE 5.000
STD DEV 1.520 MINIMUM .000 MAXIMUM 7.000
(22, A concern about your problem.
VALID CUM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT
No. Provided 0 2 .8 .8 .8
Por~ 1 10 3.9 3.9 4.7
Po¢- 2 15 5.8 5.9 10.6
Satisfactory 3 36 14.0 14,2 24.8
Satisfactory 4 40 15.6 i5.7 40.6
Satisfactory 5 65 25.3 25.6 66.1
Exc>llent 6 58 22.6 22.8 89.0
Ex-:llent 7 28 10.9 11.0 100.0
99 3 1, MISSING
TOTAL 257 100.0 100.0
COUNT VALUE ONE SYMBOL EQUALS APPROXIMATELY 1.50 OCCURRENCES
2 .00 *
10 1.00 ®rradasx
15 2700 RERRERRERX
36 300 RRAERRAEARRTAXARAXRRRRRAR
40 4.00 FAXRERRIRXKARKRKRRERRKRKRAR
65 5 00 RERRARRARERRRAARARRARRRRALRRARRER AR KRR RREL
58 .00 RERKREEXXRXRAKKRKRAXRSRAKRRRRREKRRARRAE
28 7,00 RARARRRARRERXRRRRRR
) G ) G ) AN ) ) I
0 15 30 45 60 75
HISTOGRAM FREQUENCY
MEAN 4.634 MEDIAN 5.000 MODE 5.000
STD DEV 1.621 MINIMUM .000 MAX IMUM 7.000
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(23) Ease and simplicity of order form.

VALID COM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT
Not Provided 0 11 4.3 4.5 4.5
Poor 1 1 .4 4 5.0
' Poor 2 10 3.9 4.1 9.1
Satisfactory 3 26 10.1 10.7 19.8
Satisfactory 4 34 13.2 14.0 33.9
Satisfactory 5 73 28.4 30.2 64.0
' Excellent 6 64 24.9 26.4 90.5
Excellent 7 23 8.9 9.5 100.0
99 15 5.8 MISSING
TOTAL 257 100.0 100.0
COUNT VALUE ONE SYMBOL EQUALS APPROXIMATELY 1.50 OCCURRENCES
11 00 XKRKkKR
1 1.00 *
10 200 xkkkERk
26 3,00 RRXRXRRARLRRARAAR
34 4.00 FRRAXKXXRREXEXKXERRAKRE
73 5 00 ARERRERAXRARARRAXLRARRERXARRRARRARXRXRRRRRRZRRR LR
64 §.00 KKEXKAXRRKAXRXKRKKXKRKRXXXRRXKXRRKRRXRXRRAR
23 7,00 RRERXARARARRRAR
Iooooos, ) ) ) I ..., I
0 15 30 45 60 75
HISTOGRAM FREQUENCY
MEAN 4,731 MEDIAN 5.000 MODE 5.000
STD DEV 1,652 MINIMUM .000 MAXIMUM 7.000
(24) Time Required To Fill Out Order Form
VALID CUM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT
Not Provided 0 9 3. 3.8 3.8
Poor 2 6 2.3 2.5 6.3
Satisfactory 3 25 9.7 10.4 16.7
Satisfactory 4 34 13.2 14.2 30.8
Satisfactory 5 80 31.1 33.3 64.2
Excellent 6 63 24.5 26.2 90.4
Excellent 7 23 8.9 9.6 100.0
99 17 6.6 MISSING
TOTAL 257 100.0 100.0
COUN’S VAL%% "grig SYMBOL EQUALS APPROXIMATELY 2.00 OCCURRENCES
0 1.00
. 6 2.00 #xx
25 3.00 SAXRXREREAAXR
34 4,00 REXRRRXRXRRARARAR
80 500 KXRKXEXKRXXKRRAKAKREARRKAXRKRRRKRIRERRRE
63 5.00 RAXRRARARARARARXRRARXARERRRRARRR
23 T.00 RRERRRXKREAR
) SR ) S I........, ) QP ) 1
0 20 40 60 80 100
HISTOGRAM FREQUENCY
MEAN 4.84? MEDIAN 5.000 MODE 5.000
STD DEV 1.533 MINIMUM .000 MAXIMUM 7.000

161




{25) Assistance in searching for a part number or stock number.

- = = = e e - -

VALID CUM
VALUE LABEL VALUE PREQUENCY PERCENT PERCENT PERCENT
Not Provided 0 9 3.5 3.7 3.7
Poor 1 5 1.9 2.1 5.8
Poor 2 10 3.9 4.1 9.9
Satisfactory 3 25 9.7 10.3 20.2
Satisfactory 4 28 10.9 11.6 3.8
Satisfactory 5 57 22.2 23.6 55.4
Excellent 6 71 27.6 29.3 84.7
Excellent 7 37 14.4 15.3 100.0
99 15 5.8 MISSING
TOTAL 257  100.0 100.0
COUNT VALUE ONE SYMBOL EQUALS APPROXIMATELY 1.30 OCCURRENCES
9 00 kERKXK
5 1.00 *x#
10 2.00 kkkkxkk
25 300 RERERAXRRARARARAR
78 4.00 KKKRKKKKKRXRXRXRRAR
57 5 00 RERRXXRARXRRRARRRRAARRXRRARARARARARARR
71 .00 KRERRIKAKKKRKRXARRRAXKRRKRKRKRKAKRKAKRRRRRRERAR
37 700 RARRXXARARRATARERRARSS 5%
b S ) (RPN | SRR ) I....ooe, 1
0 15 30 45 60 75
HISTOGRAM PREQUENCY
MEAN 4.884 MEDIAN 5.000 MODE 6.000
STD DEV 1.751 MINIMUM .00 MAXIMUM 7.000

(26) Availability of more than one phone line for placing orders.

VALID CUM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT
Not Provided 0 13 5.1 5.8 5.8
Poor 1 5 1.9 2.2 8.0
Poor 2 8 3.1 3.6 11.6
Satisfactory 3 18 7.0 8.0 19.6
Satisfactory 4 42 16.3 18.8 38.4
Satisfactory 5 61 23.7 27.2 65.6
Excellent 6 49 19.1 21.9 87.5
Bxcellent 7 28 10.9 12.5 100.0
99 33 12,8 MISSING
TOTAL 257 100.0 100.0
COUNT VALUE ONE SYMBOL EQUALS APPROXIMATELY 1.50 OCCURRENCES
13 .00 REkREEERR
5 1.00 =2
8 2.00 wxxe
18 3,00 RERERRRRRRRR
42 4,00 KERXERRKEKKEKKRRAXXRIXRRRKKR
61 S 00 RXAXRARAREXRRXARRLRARLERRRARARRRRARLA RARD
49 §.00 KAXAXXXAXXKRKARAXRRRRRRARAKRRALRE
28 7,00 RERRRRRLRRARREARRRR
) GURUI | P ) G ) PP R 1
0 1 30 45 60 75
HISTOGRAM FREQUENCY
MEAN 4.634 MEDIAN 5.000 MODE 5.000
STD DEV 1.799 MINIMUM .000 MAXIMUM 7.000
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(27) Availability of remote order transmission {computer to computer
Order Entryy.

VALID CUM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT
. Not Provided 0 27 10.5 13.4 13.4
Poor 1 4 1.6 2.0 15.3
Poor 2 4 1.6 2.0 17.3
Satisfactory 3 19 7.4 9.4 26.7
Satisfactory 4 28 10.9 13.9 40.6
P Satisfactory 5 56 21.8 21.7 68.3
! Excellent 6 47 18.3 23.3 71.6
Excellent 7 17 6.6 8.4 170.0
99 55 21.4  MISSING
TOTAL 257 1.0 100.0
COUNT VALUE ONE SYMBOL EgUALS APPROXIMATELY 1.20 OCCURRENCES
27 00 rREXRXRTARXRXREXRTRR
4 1.00 *xx
4 2.00 *ex
19 3,00 REXRARREXXXXXKRK
28 4.00 RREERXRRARXXRXERRRRATRRR
56 5§00 KKKAKKKRKKKKKKKKKRKKKRKRRKKEXRRRRKXKAXXKXXRKRKR
47 6,00 RERIXAXLXREXRRRARERRARERRXRXARRARARRARR
17 7.00 XkExXxXkXkkXx%k
..., ) I.......0, I......... ) S 1
0 12 24 36 48 60
HISTOGRAM FREQUENCY
MEAN 4,267 MEDIAN 5.000 MODE 5.000
STD DEV 2.099 MINIMUM .000 MAXIMUM 7.000
(28) No restriction on number of orders that can be placed over
the phone.
VALID COM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT
Not Provided 0 20 7.8 9.2 9.2
Poor 1 11 4.3 5.1 14.3
Poor 2 13 5.1 6.0 20.3
Satisfactory 3 19 7.4 8.8 29.0
Satlsfactory 4 55 21.4 25.3 54.4
Satisfactory 5 51 19.8 23.5 77.9
Excellent 6 33 12.8 15,2 93.1
Excellent 7 15 5.8 6.9 100.0
99 40 15.6  MISSING
TOTAL 257 100.0 100.0

COUNT VALUE  ONE SYMBOL EQUALS APPROXIMATELY 1.20 OCCURRENCES
20 L00  RRRRkRERKEREKRTAR

11 1.00 trxrzazss
. 13 2.00 XEXKKEKRKRK
19 3,00 RRRRARRERRRARARE
55 400 XRKKREXRXAXERKARRRXRRKRKRRRAARRKRRRRLKRARXRRAR
51 500 RRRARKXERXRXRLARARALAXRERARRARRRARARRRRRRE L
33 §.00 XKKKXRERXRXRXRXRXRRRRRARARR
15 7.00 XrkrkkeRRARE
D | ST ) TR ) PN ) NN M
0 12 24 3 48 60
HISTOGRAM FREQUENCY
MEAN 4.018 MEDIAN 4.000 MODE 4.000
STD DEV 1.934 MINIMUM .000 MAXIMUM 7.000
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{29) Clear guidance on due in from maintenance (DIFM) procedures.

VALID CUM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT
Not Provided 0 14 5.4 6.6 6.6
Poor 2 9 3.5 4.2 10.8
Satisfactory 3 21 8.2 9.9 20.7
Satisfactory 4 42 16.3 19.7 40.4
Satisfactory 5 60 23.3 28.2 68.5
Excellent 6 49 19.1 23.0 91.5
Excellent 7 18 7.0 8.5 100.0
99 44 17.1 MISSING
TOTAL 257 100.0 100.0
COUNT VALUE ONE SYMBOL EQUALS APPROXIMATELY 1.20 OCCURRENCES
14 00 RRRRRRRRERRE
1.00
9 2700 RRXRRARR
21 3,00 kkkxkkkkkkkkkkkkkk
47 4.00 RRXXXRXRARAXLXRXXLRRZRRIRIRRERRREXR
60 .00 AKKKEXKXXEKKRKERKRXRXKRARRKRERRRRXRARRKRARR XXX KR
49 6.00 RXRRRERAXLARREARRRRRXREIAXXRRXXXRXRRARRAR
18 7.00 XEEAXEXXKXXKREK
) S ) ..ot ) S ) 1
0 12 24 36 48 60
HISTOGRAM FREQUENCY
MERN 4.549 MEDIAN 5.000 MODE 5.000
STD DEV 1.730 MINIMOM .000 MAXIMUM 7.000
(30) Clegr guidance on local purchase procedures.
VALID CUM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT
Not Provided 0 4 1.6 1.6 1.6
Poor 1 5 1.9 2.0 3.7
Poor 2 16 6.2 6.5 10.2
Satisfactory 3 26 10.1 10.6 20.7
Satisfactory 4 52 20.2 21.1 41.9
Satisfactory 5 8l 31.5 32.9 74.8
Excellent 6 43 16.7 17.5 92.3
Excellent 7 19 7.4 7.1 100.0
99 11 4.3 MISSING
TOTAL 257 100.0 100.0
COUNT VALUE ONE SYMBOL EQUALS APPROXIMATELY 2.00 OCCURRENCES
4 .00 ¢
5 1.00 #*#
16 2.00 tREXRERRX
26 3.00 kExgRRRRRARAR
52 4,00 XERRRARKRXRXXAXRKKAXRAKARR
81 500 RRRRXARKARAREAXERXRRAARARRARRRARRARRRRERY
43 .00 REXXXARKKRRRRXKRARRRAY
19 7.00 RRRRRRARRE
) ) SR ) S S ) P 1
0 20 40 60 80 100
HISTOGRAM FREQUENCY
MERN 4.549 MEDIAN 5.000 MODE 5.000
STD DEV 1.497 MINIMUM .000 MAXIMUM 7.000
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{31) Ability to meet required delivery times on items available in

stock.
VALID CUM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT
Not Provided 0 4 1.6 1.6 1.
Poor 1 8 3.1 3.2 4.8
Poor 2 12 4,7 4.8 9.6
Satisfactory 3 34 13.2 13.7 23.3
Satisfactory 4 35 13.6 14.1 37.3
Satisfactory 5 74 28.8 29.7 67.1
Excellent 6 58 22.6 23.3 90.4
Excellent 7 24 9.3 9.6 100.0
99 8 3.1 MISSING
TOTAL 257 100.0 100.0
COUNE VAng **SNE SYMBOL EQUALS APPROXIMATELY 1.50 OCCURRENCES
8 1.00 *xrax
12 2.00 KRERXRKK
34 300 RRRRXRRRRIRXXRRERZARLRR
35 4.00 KEXXKRXKXKKEXXXRRKXKRIK
74 500 RRXRRRXXRXRREXRAAXRRRRRREARAXXRRARLRRARRRRRRRRRRAR
54 .00 KAXAKRARRKRXRARRREXKRXRRXRXXRARKA KRR RAS
24 7.00 REXARXXXXRXARRAR
) ) ) (R I......... ) PR I
0 15 30 45 60 75
HISTOGRAM PREQUENCY
MERN 4.659 MEDIAN 5.000 MODE 5.000
STD DEV 1.596 MINIMUM .000 MAXIMUM 7.000

(32) Minimum variation between projected and actual delivery dates on
1tems procured from depot.

VALID CUM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT
Not Provided 0 7 2, 2.8 2.8
Poor 1 12 4.7 4.8 7.6
Pgor 2 25 9.7 10.0 17.7
Satisfactory 3 40 15.6 16.1 33.1
Satisfactory 4 54 21.0 21.7 55.4
Satisfactory 5 71 27.6 28.5 83.9
Excellent 6 31 12.1 12.4 96.4
Excellent 7 9 3.5 3.6 100.0
99 8 3.1 MISSING
TOTAL 257 100.0 100.0
COUyT VA&gB ***gga SYMBOL EQUALS APPROXIMATELY 1.50 OCCURRENCES
12 1.00 RRExzdEd
25 2.00 RRRRXRXRRRXRRRAAR
40 300 RRESRRRRRAXRRARRARALRLRRRAR
54 4.00 KREXXRXKXKRARKRRXXRKRARRXRRKRKRARARR
711 5 00 RARXRXARRRRAXEARERTARARARRAZRRLRRRRRARRRRRRRRAR
31 §.00 EEXRXERKRKRERXRRXRER
9 7700 rRwxex
| ) P, ) ) ) S 1
0 15 30 45 60 75
HISTOGRAM FREQUENCY
MEAN 4,024 MEDIAN 4.000 MODE 5.000
STD DEV 1.601 MINIMUM .000 MAXIMUM 7.000
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VALID CUM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT
Not Provided 0 7 2.7 2.8 2.8
Poor 1 11 4.3 4.4 7.2
Poor 2 26 10.1 10.4 17.5
Satisfactory 3 35 13.6 13.9 31.5
Satisfactory 4 35 21.4 21.9 53.4
Satisfactory 5 57 22.2 22.7 76.1
Excellent 6 49 19.1 19.5 95.6
Excellent 7 11 4.3 4.4 100.0
99 6 2.3 MISSING
TOTAL 257 100.0 100.0
COUNT VALUE ONE SYMBOL EQUALS APPROXIMATELY 1.20 OCCURRENCES
7 00 kxxxkk
11 100 1238333531
26 200 ERXXXRRXKEXRKXKRKRERXK
35 3.00 18222233333 383333333333333¢¢88
55 400 FRKKEXXRKXKAKRKRRRKAKRKAKRKRRAKRRRXRRRRRKRKRAR
57 500 RARERRRARAXAXRRLRARLRERERAXRXARRRARRRERRXRARRR AR
49 £.00 RRKAEXAKKEXKRKAKRXRERXKEAKXRRKRKRERKAKRRRK
ll 7.00 RRRARRRRR
) I......... ) (P ) | I
0 12 24 36 48 60
HISTOGRAM FREQUENCY
MEAN 4.159 MEDIAN 4.000 MODE 5.000
STD DEV 1,668 MINIMUM .000 MAXIMUM 7.000
(34) Minimum variation between required and actual delivery dates on
MICAP items.
VALID CUM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT
Not Provided ] 20 7. 9. 9.6
Poor 1 10 3.9 4.8 14.4
Paor 2 14 5.4 6.7  21.1
Satisfactory 3 21 8.2 10.0 3l.1
Satisfactory 4 28 10.9 13.4 44.5
Satisfactory 5 5] 19.8 24.4 68.9
Excellent 6 50 19.5 23.9 92.8
Excellent 7 15 5.8 7.2 100.0
99 48 18. MISSING
TOTAL 257 100.0 100.0
COUNT VALUP ONE SYMBOL EQUALS APPROXIMATELY 1.20 OCCURRENCES
20 00 KXKKXXRREXRKKRERK
10 100 138333234
14 2.50 KEXRXRREREAR
21 3,00 RARRzRRETARXZRARLR
28 4.00 AXRXXKERXRRRRKRXLRASLRE
51 § 00 RRERRAREARAXRARRRRARRRDRERRERRLRASLRRCRARR R
50 §.00 RRRRERXRARKEXKRXRERARERAXARRARXARRRERARE R RS
15 7,00 Rerkrazrrase
) I........1oooet, ) S ) G 1
0 12 24 36 48 60
HISTOGRAM PRE%UENCY
MEAN 4.177 MEDIAN 5.00 MODE 5.000
STD DEV 2.041 MINIMUM .000 MAXIMUM 7.000
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(35) Fill rate on base level stock items (% of orders received
camplete the first time.

VALID CUM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT
Not Provided 0 3 1.2 1.2 1.2
Poor 1 2 .8 .8 2.1
Paor 2 13 5.1 .l 7.4
Satisfactory 3 26 10.1 10.” 18.2
Satisfactory 4 48 18.7 19.8 38.0
Satisfactory 5 80 31.1 33.1 71.1
Excellent 6 56 21.8 23.1 94.2
Excellent 7 14 5.4 5.8 100.0
99 15 5.8 MISSING
TOTAL 257 100.0 100.0
COUNT VALUE ONE SYMBOL EQUALS APPROXIMATELY 2.00 OCCURRENCES
3 00 %
2 1.00 *
13 200 KkkxERK
26 3,00 REXRXRXRXRRAAR
48 4,00 KEXXXXXXREXKKRKRXXRXXXKR
80 5.00 REAXRXXXRARLRAXXXLXXALRILRLRLRXRLRXRRARAR
56 .00 XEXKXKKXKRKKKKRKKXKXXRXXKKKR
14 7,00 rrRexax
) S ) I......... ) ) I
v 20 40 60 80 100
HISTOGRAM FREQUENCY
MEAN 4.678 MEDIAN 5.000 MODE 5.000
STD DEV 1.386 MINIMUM .000 MAXIMUM 7.000
(36) Availability of bench stock items when needed,
VALID CUM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT
Not Provided 0 10 3.9 4.4 4.4
Poor 1 6 2.3 2.7 7.1
Poor 2 24 9.3 10.6 17.7
Satisfactory 3 23 8.9 10.2 2.9
Satisfactory 4 32 12.% 14.2 42.0
Satisfactory 5 72 28.0 31.9 73.9
Excellent 6 41 16.0 18. 92.0
Excellent 7 18 7.0 8.0 100.0
99 31 12, MISSING
TOTAL 257 100.0 100.0
COUNT VALUE ONE SYMBOL EQUALS APPROXIMATELY 1.50 OCCURRENCES
10 00 kEEkEXX
6 1.00 #rkx
24 200 KRKXXERKXRRERARE
23 300 RARRRRRRRRRERRS
1) 4.00 FAXXKRKXXKKRRRRRRRRAR
72 5 00 RAXARXRIRERLALAXALAXARXRRXITARERARARARRRRARRARAR
41 .00 KRKRKRRRXRKKXAXXXXXKRERERNR
1§ 700 ArARRREaat
) S ) (P ) S ) ) 1
0 15 30 45 60 75
HISTOGRAM PREQUENCY
MFAN 4,350 MEDIAN 5.000 MODE 5.000
STD DEV 1.748 MINIMUM .000 MAX IMUM 7.000
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(37)

Availability of supply point items when needed.

VALID CUM
VALUE LABEL VALUS FREQUENCY PERCENT PERCENT PERCENT
Not Provided 0 14 5.4 6.5 6.5
Poor 2 8 3.1 3.7 10.2
Satisfactory 3 26 10.1 12.1 22.3
Satisfactory 4 37 14.4 17.2 39.5
Satisfactory 5 65 25.3 30.2 69.8
Excellent 6 43 18.7 22.3 92.1
Excellent 7 17 6.6 7.9 100.0
99 42 16.3  MISSING
TOTAL 257 100.0 100.0
COUNT VALUE ONE SYMBOL EQUALS APPROXIMATELY 1.50 OCCURRENCES
14 00 RRRRREARY
0 1.00
8 2,00 rErxx
26 3.00 KREXRXKXXRXEXRRKR
37 400 RERXXRXXXRRARRXRARARRRR L AR
65 500 KKAKKKXRERRRRRRXXKKRIEXRXKRRXKKRXRXKRA KR KRR
48 §.00 TRAREARKLXXARKLEXAXXARKRRRRRRARR
17 7.00 *XKRKRXRKKR
T ) P I......... ) (P ) S I
0 15 30 45 60 75
HISTOGRAM PREQUENCY
MEAN 4.530 MEDIAN 5.000 MODE 5.000
STD DEV 1,718 MINIMUM .000 MRYIMUM 7.000
{38) Adequate stock of base service store items.
- VALID CUM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT
| 2 .8 .8 .8
Poor 1 4 1.6 1.6 2.4
Poor 2 19 7.4 7.6 10.0
Satisfactory 3 37 14.4 14.9 24.9
Satisfactary 4 43 16.7 17.3 42.2
Satisfactory 5 70 27.2 28.1 70.3
Excel.ent 6 55 21.4 22.1 92.4
Excellent 7 19 7.4 7.6 100.0
99 8 3.1 MISSING
TOTAL 257 100.0 100.0
COUNT VALUE ONE SYMBOL EQUALS APPROXIMATELY 1.50 OCCURRENCES
2 .00 *
4 1.00 ¢
19 2.00 AREAXRXRXZAXR
37 300 RRAXXXAXRRARLAXLARRRAARRRR
43 4.00 XXXAXXIXRXKAXARKRXARKAKRARRANR
70 500 183328833838 388883333333 3808323 283333233833 3333¢8¢8¢2]
55 £.00 AXRXERXRRERKAXKXXARRAXAXRRKRRKRARARAK
19 700 rAREREARRARRR
I.......l. ) ) S ) ) G ]
0 15 30 45 60 75
HISTOGRAM FREQUENCY
MEAN 4,570 MEDIAN 5.000 MODE 5.000
STD DEV 1.504 MINIMUM .000 MAXIMUM 7.000

168




{39) Adequate stock of individual equipment items,

VALID CUM
VALUE LAREL VALUE FREQUENCY PERCENT PERCENT PERCENT
0 5 1.9 2.1 2.1
Poor 1 4 1.6 1.7 3.8
Poor 2 12 4.7 5.0 8.8
Satisfactory 3 20 10.1 10.8 19.6
Satisfactory 4 46 17.9 19.2 38.8
Satisfactory 5 81 31.5 33.8 72.5
Excellent 6 50 19.5 20.8 93.3
Excellent 7 16 6.2 6.7 100.0
99 17 6.6 MISSING
TOTAL 257 100.0 100.0
COUNT VALUE ONE SYMBOL EQUALS APPROYIMATELY 2.00 OCCURRENCES
5 00 xxk
4 1,00 *¢
17 2.00 *rkxkx
26 300 RRXARRXEXERIR
46 4.00 REXXXEXRXXRXKRKKXXRKAKR
81 5 00 ARXERRAXXRXAXARARTRRAXEARARXRRARRRRAARARR
50 .00 AKEXXXXEXXRXRXXRRXXXLXKRR
16 700 rrarxex
| S I......... ) PP ) G ) 1
0 20 40 60 80 100
HISTOGRAM PREQUENCY
MERN 4,613 MEDIAN 5.000 MODE 5.000
STD DEV 1.482 MINIMUM .000 MAXIMUM 7.000
(40) Ability to expedite MICAP requests.
VALID CuM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT
Not Provided 0 9 3.5 4.5 4.5
Poor 1 4 1.6 2.0 6.6
Poor 2 9 3.5 4.5 11.1
Satisifactory 3 10 3.9 5.1 16.2
Satisfastory 4 30 11.7 15.2 31.3
Satisfactory 5 45 17.5 22.7 54.0
Exce!llent 6 56 21.8 28. 82.3
Excellent 7 35 13.6 17.1 100.0
99 59 23.0  MISSING
TOTAL 257 100.0 100.0
COUNT VALUE ONE SYMBOL EQUALS APPROXIMATELY 1.20 OCCURRENCES
9 00 REREREXR
4 1,00 %22
9 200 REREXRRR
10 3.00 ArRrRe
30 4.00 REXXXKXRREXRRKARAXRKARARS
45 5 00 RXRXRXRLXLRXRLAXRLARRTARARERRRERRRAR AL
56 .00 AXKAKARRRERIARKAXKRRRKEXKRKRRRRRRAXRARRRRAAREAR
38 700 RRRARXREARARRLARRRARALARZIRRR
) S ) I ) ) ) 1
0 12 24 36 48 60
HISTOGRAM PREQUENCY
MEAN 4,939 MEDIAN 5.000 MODE 6 0nQ
STD DEV 1.796 MINIMUM .000 MAXIMUM 7.000

169




(41) Ability to expedite out of the ordinary MICAP requests.

VALUE LABEL

Not Provided
Poor

Poor
Satisfactory
Satisfactory
Satisfactory
Excellent
Excellent

COUNT

13
8
8

16

32

40

54

25

MEAN
STD DEV

VALUE LABEL

Not Provided
Poor

Paor
Satisfactory
Satisfactory
Satisfactory
Excellent
Excellent

MEAN
STD DEV

VALID COM
VALUE FREQUENCY PERCENT PERCENT PERCENT
0 13 5.1 6.6 £.6
1 8 3.1 4.1 10.7 .
2 8 3.1 4.1 14.8
3 16 6.2 8.2 23.0
4 32 12.5 16.3 39.3
5 40 15.6 20.4 59.7
6 54 21.0 27.6 87.2 ‘
7 25 9.7 12.8 100.0
99 61 23.7  MISSING
TOTAL 257 100.0 100.0

VALUE ONE SYMBOL EQUALS APPROXIMATELY 1.20 OCCURRENCES

L00  KAREXXKRRKR
1.00 *rkxxxs
2.00 XkxREXX
3.00 AXRRRXRXRRRRA
4,00 FREXERXXREXRXLXXRRKKXKRAKR
500 RRRAXAATARXXARARXRRRLARARRAARARRL
6.00 KEEXKXXRXXKXXRXREXKKAXKREXRAKRXKARXRKKRRKKRAK
7.00 RRRRXRAXXERRERLEXLARL

Iooiiai, . ) T Iooeooien, I
0 12 24 36 48 60
HISTOGRAM FREQUENCY
4.587 MEDIAN 5.000 MODE 6.000
1.950 MINIMUM .000 MRXIMUM 7.000

VALID CUM
VALUE PREQUENCY PERCENT PERCENT PERCENT
0 11 4.3 4.9 4.9
1 6 2.3 2.7 7.6
2 17 6.6 7.6 15.2
3 22 8.6 9.8 25.0
4 39 15.2 17.4 42.4
5 71 27.6 31.7 74.1
6 45 17.5 20.1 94.2
7 13 5.1 5.8 100.0
99 33 12.8  MISSING
TOTAL 257 100.0 100.0
VALUE ONE SYMBOL EQUALS APPROXIMATELY 1.50 OCCURRENCES
00 xkExax
1.00 ¥z
2.00 XKXXXRXRXER 4

3.00 RARRRRRRRRRARRE

4,00 AXEREEXRXXXXAXRAXRXRRKRAS

500 ARRAREXEARARLXRARTARERLREARRRRRRARERRRRRRRRAR AR
.00 XEXAXXXXXRRXRREAKRRREXRARRERRR

7.00 rRRgRran

) P ) I ) CERP ) ) IR 1
0 15 30 45 60 75
HISTOGRAM FREQUENCY
4.356 MEDIAN 5.000 MODE 5.000
1.718 MINIMUM .000 MAXIMUM 7.000
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(43) Ability to nandle out of the ordinary delivery requests.

VALID CcUM
VALUE LABEL VALUE PREQUENCY PERCENT PERCENT PERCENT
Not Provided ] 10 3.9 4.2 4.2
Poor 1 5 1.9 2.1 6.3
Poor 2 16 6.2 6.7 13.0
Satisfactory 3 34 13.2 14.2 21.2
Satisfactory 4 48 18.7 20.1 47.3
Satisfactory 5 6l 23.7 25.5 72.8
Bxcellent b 47 18.3 19.7 92.5
Ezcellent 7 18 7.0 7.5 100.0
99 18 7.0 MISSING
TOTAL 257 100.0 100.0
COUNT VALUE ONE SYMBOL EQUALS APPROXIMATELY 1.50 OCCURRENCES
10 00 RERRRXK
5 1.00 xxx
16 2.00 KREXXRXKKKR
34 3,00 RRRXRRRRRLRRRERLARARALR
48 4.00 AXKRXKXKAXKXXRXKKKXKRKRRKRKERERK
61 500 RRXARARXAXEREARLARARARARRRRRXZLRRRRRRRRL R
47 6.00 AXXKKXXRKRRRRXKXXRXRAKXKRRRRRAR
18 700 REZRRRRZRRRR
) ) N ) (PR ) QPP ) I
0 15 30 45 60 75
HISTOGRAM FREQUENCY
MEBN 4.368 MEDIAN 5.000 MODE 5.000
STD DEV 1.692 MINIMUM .000 MAXIMUM 7.000

(44) Ability to expedite out of the ordinary local purchase requests.

- e e e e e R e e - - -

VALID CUM
VALUE LABEL VALUE FREQUENCY PERCENT PERCENT PERCENT
Not Provided 0 14 5.4 5.6 5.6
Poor 1 9 3.5 3.6 9.3
Poor 2 18 7.0 7.3 16.5
Satisfactory 3 38 14.8 15.3 31.9
Satisfactory 4 39 15.2 15.7 47.6
Satisfactory 5 72 28.0 29.0 76.6
Excellent 6 42 16.3 16.9 93.5
Excellent 7 16 6.2 6.5 100.0
99 9 3.5 MISSING
TOTAL 257  100.0  100.0
COUNT VALUE ONE SYMBOL EQUALS APPROXIMATELY 1.50 OCCURRENCES
14 00 KRERERERR
9 1.00 Rrrexs

18 2.00 RERRRRRXRIRE

38 3700 ARARRRRARARRERRRARARZARAR

39 4.00 SARRRERRXAXRXXXXRRAARXARRR

72 500 RERXARAXAXAXARAXLRRARRRAXRRRRRERIRRARRRARRRRRRRR

4 §.00 RERRREREARAXAXRXARRRRAEXRRRS

16 7,00 RARRRRRRRRR

) RPN ) S ) SR | (R ) G 1
0 15 30 45 60 75
HISTOGRAM PREQUENCY

MEAN 4.190 MEDIAN 5.000 MODE 5.000
STD DEV 1.789 MINIMUM .000 MAXIMUM 7.000
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(45) Ability to provide training programs to suit the needs of your
organization.

VALUE LABEL

Not Provided
Poor

Paor
Satisfactory
Satisfactory
Satisfactory
Evcellent
Excellent

COUNT

MEAN
STD DEV

VALUE
.00

2.00
3.00
4.00
5.00
6.00
7.00

1.

0

VALID CUM
VALUE FREQUENCY PERCENT PERCENT PERCENT
0 11 4.3 4.5 4.5
1 4 1.6 1.6 6.1
2 15 5.8 6.1 12.2
3 40 15.6 16.3 28.6
4 42 16.3 17.1 45.7
5 64 24.9 26.1 71.8
6 46 17.9 18.8 90.6
1 23 8.9 .4 100.0
98 12 4.7 MISSING
TOTAL 257 100.0 100.0

ONE SYMBOL EQUALS APPROXIMATELY 1.50 OCCURRENCES

kkkkkkx

123

13333333334

L322 S 22222823223 283¢832842

ARk ARRRRAR AR KR RR A RARKRRR
REXRRERRRARERRXRRARARRR KRR RRARRARRRR AR RN RRR
1223332222823 223 333333243484

HhbbarrkRkkAkkd
........ ) T (D P |
15 30 4 60 75
HISTOGRAM FREQUENCY
MEDIAN 5.000 MODE 5.000
MINIMUM .000 MAXTMUM 7.000
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Appendix E: Mean And Standard Deviation Scores

Of Importance Measurements

Description Variable Mean

A commitment to General Service 6.50
providing the best
service possible. (13)

A commitment General Service 6.47
to customer
satisfaction. (14)

Competence. (26) Demeanor Of 6.41
Supply Rep

Ability to solve Demeanor of 6.40

your problem. (22) Supply Rep

Ability to expedite Responsiveness 6.35

MICAP requests. (46)

Fulfill promises Demeanor Of 6.28
made. (23) Supply Rep
A good working General Service 6.24

relationship with
your organization. (12)

Professionalism. (25) Demeanor Of 6.20
Supply Rep
Minimum variation Order Cycle Time 6.22 1.

between required
and actual delivery
dates on MICAP
items. (40)

Ability to expedite Responsiveness 6.18 1.
out of the ordinary
MICAP requests. (47)

Ability to meet Order Cycle Time 6.08 1.
required delivery

times on items

available in stock. (37)
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Description Variable Mean SD

A method for General Service 6.04 .94

handling customer

complaints. (8)

A concern about Demeanor Of 6.04 1.01

your problem. (28) Supply Rep

Availability of Item Availability 6.01 1.05

bench stock items

when needed. (42)

Minimum variation Order Cycle Time 5.92 1.05

between projected

and actual delivery

dates on items procured

from depot. (38)

Ease and simplicity Order Processing 5.74 1.03

of order form

(AF Form 2005,

DD Form 1348-6). (29)

Courtesy in Person. (20) Demeanor of 5.83 .91
Supply Rep

Availability of supply Item Availability 5.85 1.05

point items when

needed. (43)

Assistance in searching Order Processing 5.78 1.26

for a part number or

stock number. (31)

Ability to meet required Order Cycle Time 5.85 1.06

delivery dates on local

purchase items. (39)

An enthusiastic Demeanor of 5.80 1.02

attitude. (27) Supply Rep

Clear guidance on Order Processing 5.76 1.07

local purchase

procedures. (36)

Accessability to the General Service 5.77 1.11

NCOIC or OIC when
needed to resolve
a problem. (9)
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Description

Variable

Mean

SD

Courtesy on the
phone. (19)

Ability to expedite
non-micap requests
when necessary. (48)

Fill rate on base level

stock items (% of orders

received complete the
first time. (41)

Military bearing
and appearance. (21)
Clear guidance on due
in from maintenance
(DIFM) procedures. (35)
BRvailability of more
than one phone line
for placing orders.

Ability to handle
out of the ordinary
delivery requests. (49)
Ability to handle the
customer's anger or
frustration. (24)

Ability to provide
training programs to
suit the needs of your
organization (DIFM
management, equipment
management, etc.) (51)

Availability of remote
order transmission
(computer to computer
order entry). (33)

Time required to fill
out order form. (30)

Adequate stock of
base service store
items. (44)

(32)

Demeanor of
Supply Rep
Responsiveness

Item Availability

Demeanor of
Supply Rep

Order Processing

Order Processing

Responsiveness

Demeanor of

Supply Rep

Responsiveness

Order Processing

Order Processing

Item Availability
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Description

Variable

Mean

BAbility to expedite
out of the ordinary
local purchase
requests. (50)

Accessibility of
Base Service Store
and Individual
Equipment Unit. (10)

Promptness in answering
the telephone. (7)

Adequate stock of
individual equipment
items. (45)

No restriction on
number of orders that
can be placed over
the phone. (34)

Visits to your
organization to
ensure adequate
support is being
provided. (11)

Responsiveness

General Service

General Service

Item Availability

Order Processing

General Service

-

.07

.27

.28

.22

[2)
O
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Appendix F: Mean And Standard Deviation Scores
Of Performance Ratings Given to Base
Supply On All Criteria Used In Study

Description Variable Mean SD

Accessibility of
Base Service Store
and Individual

Equipment Unit. (10) General Service 5.46 1.22

Courtesy in Person. (20) Demeanor of 5.37 1.27
Supply Rep

Military bearing Demeanor of

and appearance. (21) Supply Rep 5.29 1.22

Professionalism. (25) Demeanor Of 5.23 1.33
Supply Rep

Courtesy on t he Demeanor of

phone. (19) Supply Rep 5.23 1.33

Promptness in answering
the telephone. (7) General Service 5.13 1.32

A good working
relationship with

your organization. (12) General Service 5.01 1.53

Competence. (26) Demeanor Of 4,99 1.51
Supply Rep

Ability to expedite

MICAP requests. (46) Responsiveness 4.94 1.80

Ability to solve Demeanor

your problem. (22) of Supply Rep 4.91 1.53

Time required to £ill
out order form. (30) Order Processing 4,84 1.353

Assistance in searching

for a part number or
stock number. (31) Order Processing 4.88 1.75
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Description

Variable

Mean

sD

A commitment to
providing the best
service possible. (13)

Bccessability to the
NCOIC or OIC when
needed to resolve

a problem. (9)

Fulfill promises
made. (23)

Ease and simplicity
of order form

(AF Form 2005,

DD Form 1348-6). (29)

A method for
handling customer
complaints. (8)

A commitment
to customer
satisfaction. (14)

Availability of more
than one phone line
for placing orders. (32)

Clear guidance on due
in from maintenance
(DIFM) procedures. (35)

Ability to meet

required delivery

times on items
available in stock. (37)

Fill rate on base level
stock items (% of orders
received complete the
first time. (41

An enthusiastic
attitude. (27)

General Service

General Service

Demeanor Of
Supply Rep

Crder Processing

General Service

General Service

Order Processing

Order Processing

Order Cycle Time

Item Availability

Demeanor of
Supply Rep
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.57

.64

.72

.65

.55

.61

.80

.73

.60

.39

.52




Description

Variable

Mean

SD

Ability to expedite
out of the ordinary
MICAP requests. (47)

A concern about
your problem. (28)

ARdequate stock of
individual equipment
items. (45)

Adequate stock of
base service stcre
items. (44)

Clear guidance on
local purchase
procedures. (36

Ability to handle the
customer's anger or
frustration. (24)

Availability of supply
point items when
needed. (43)

Ability to provide
training programs to
suit the needs of
your organization
(DIFM management,
equipment management,
etc. (51)

Ability to expedite
non-micap requests
when necessary. (48)

Ability to handle
out of the ordinary
delivery requests. (49)

Availability of
bench stock items
when needed. (42)

Responsiveness

Demeanor Of
Supply Rer

Item Availability

Item Availability

Order Processing

Demeanor of

Supply Rep

Item Availability

Responsiveness

Responsiveness

Responsiveness

Item Availability

.95

.62

.48

.50

.50

.76

.72

.73

.72

.70

.17




Description

Variable

Mean

SD

Ability to expedite
out of the ordinary
local purchase
requests. (50)

Bvailability of remote
order transmission
(computer to computer
order entry). (33)

Minimum variation
between regquired
and actual delivery
dates on MICAP
items. (40)

Ability to meet required

delivery dates on local
purchase items. (39)

Minimum variation
between projected
and actual delivery

dates on items procured

from depot. (38)

No restriction on
number of orders that
can be placed over
the phone. (34)

Visits to your
organization to
ensure adequate
support is being
provided. (11)

Responsiveness

Order

Order

Order

Order

Order

Processing

Cycle Time

Cycle Time

Cycle Time

Processing

General Service

.10

.04

.67

.58

.93

.87
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Appendix G: Comparison Of Importance And
Performance Ratings For Customer
Service Criteria
Importance Performance
Criterion Mean/S.D. Mean/S.D t-value
A. GENERAL SERVICE
Promptness in answering 5.11/1.28 5.13/1.32 -.18
the telephone.
A method for handling 6.04/.94 4.73/1.55 12.23%

customer complaints.

Accessibility to the
NCOIC or OIC when
needed to resolve a
problem.

Accessibility of Base
Service Store and
Individual Equipment
Unit.

Visits to your
organization to
ensure adegquate
support is being
provided.

A good working
relationship with
your organization.

A commitment to
providing the best
service possible.

5.77/1.11 4.82/1.64 8.10%

5.18/1.27 5.46/1.22 -2.92%

-J

4.47/1.53 3.33/1.87 .94%

6.24/.87 5.01/1.53 12.68%*

6.50/.73 4.87/1.57 15.34%*

A commitment to customer 6.47/.762 £.77/1.61 15.30%

satisfaction.

C. DEMEANOR OF SUPPLY REPRESENTATIVES

Courtesy on the
phone

Courtesy in person.

X.]

5.70/.97 5.23/1.33 . 307

5.83/.91 5.37/1.27 5.25%
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Importance Performance

Criterion Mean/S.D. Mean/S.D t-value
Military bearing and .68/1.21 5.29/1.22 4.01%
appearance
Ability to solve .40/.71 4.91/1.53 14.09%
your problem.
Fulfill promises made. .28/.94 4.69/1.72 13.48%
Ability to handle .50/1.18 4.55/1.76 7.12%
the customer's anger
or frustration.
Professionalism. .20/ .84 5.23/1.33 10.56%
Competence. .41/.74 4.99/1.51 13.77%
An enthusiastic .80/1.02 4.66/1.52 10.93%*
attitude.
A concern about .04/1.01 4.63/1.62 12.39%*
your problem.
D. ORDER PROCESSING
Ease and simplicity .74/1.03 4.73/1.65 8.26%
of order form
(AF Form 2005,
DD Form 1348-6).
Time required to .28/1.25 4.84/1.53 3.50%
fill out order
form.
Assistance in searching .78/1.26 4.88/1.75 7.07%
for a part number
or stock number.
Availability of more than .63/1.21 4.63/1.80 7.18%
one phone line for
placing orders.
Availability of remote .51/1.23 4.27/2.10 7.47%*

order transmission
(computer to computer
order entry).
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Importance Performance
Criterion ’ Mean/S.D. Mean/S.D t-value

No restriction on number 4.96/1.60 4.02/1.93 5.46%
of orders that can

be placed over the

phone.

Clear guidance 5.66/1.28 4.55/1.73 8.38%*
on due in from

maintenance {(DIFM)

procedures.

Clear guidance on local 5.76/1.07 4.55/1.50 10.29%
purchase procedures.

D. ORDER CYCLE TIME (from order submission to delivery)

Ability to meet

required delivery times

on items available in 6.08/1.02 4.66/1.60 11.90%
base stock.

Minimum variation between 5.92/1.05 4.04/1.58 14.79%
projected and actual

delivery dates on items

procured from depot.

Ability to meet required 5.85/1.06 4.16/1.67 13.51%
delivery dates on local
purchase items.

Minimum variation between 6.22/1.15 4.18/2.04 13.35%
required and actual delivery
dates on MICAP items.

E. ITEM AVAILABILITY

Fill rate on base level 5.69/1.07 4.68/1.39 8.76%
stock items (% of orders

received complete

the first time).

Availability of bench 6.01/1.05 4.35/1.717 12.19*
stock items when
needed.
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Importance Performance

Criterion Mean/S.D. Mean/S.D t-value
Availability of supply 5.85/1.05 4.53/1.72 9.82%
point items when
needed.

Adequate stock of base 5.42/1.23 4.57/1.50 7.08%
service store items.

Adequate stock of 5.22/1.22 4.61/1.48 5.23%
individual equipment

items.

F. RESPONSIVENESS

Ability to expedite 6.35/.99 4.94/1.80 11.07*
MICAP requests.

Ability to expedite 6.18/1.04 4.59/1.95 11.05%
out of the ordinary
MICAP requests.

Ability to expedite 5.70/.96 4.37/1.72 10.82%
non-micap requests
when necessary.

Ability to handle 5.59/.997 4.37/1.70 10.70%
out of the ordinary
delivery regquests.

Ability to expedite out 5.41/1.07 4.21/1.77 9.45%
of the ordinary local
purchase requests.

Ability to provide 5.60/1.15 4.40/1.73 9.27%
training programs

to suit the needs

of your organization

(DIFM management,

equipment management,

etc.).

*Indicates a statistically significant difference at the
p<.005 level.
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