REVEALING MARKETING CRITERIA OF CUSTOMS SERVICES:

A DYADIC APPROACH

ILKYAZ ILDES

DECEMBER 2017



THE GRADUATE SCHOOL OF SOCIAL SCIENCES
OF

IZMIR UNIVERSITY OF ECONOMICS

REVEALING MARKETING CRITERIA OF CUSTOMS SERVICES:

A DYADIC APPROACH

ILKYAZ ILDES

DECEMBER 2017



Approval of the Director of Graduate School

P47

Assoc. Prof. { Mehmet Efe BIRESSELIOGLU

Director

I certify that this thesis satisfies all requirements as a thesis for the degree of Master

T
e

Assoc. Prof. Dr. Ozgiir OZPEYNIRCI

of Logistics Management.

Head of Department

This is to certify that we have read this thesis and that in our opinion it is fully
adequate, in scope and quality, as a thesis for the degree of Master of Logistics

= X
Asst. Prof. Dr. Aysu GOCER

Management.

Supervisor
Examining Committee Members '
Asst. Prof. Dr. Aysu GOCER Q‘-A %
. )

Asst. Prof. Dr. Cansu YILDIRIM

Asst. Prof. Dr. Isik Ozge YUMURTACI HUSEYINOGLU M




ABSTRACT

REVEALING MARKETING CRITERIA OF CUSTOMS SERVICES:
A DYADIC APPROACH

Tldes, Tlkyaz
Department of Logistics Management
Supervisor: Asst. Prof. Dr. Aysu Gocer
December 2017

Increasing importance of marketing services has brought the necessity of focusing
on individual services industries for the ultimate purpose of making progress for better
service providing and thus, better customer satisfaction in the competitive industrial
marketplace. Being aware of what can be promoted strongly and what is essentially
taken into consideration by customers for choosing the service provider are important
aspects to adopt a strategic and successful marketing plan. Knowing core competences
as well as customer expectations and perceptions is undoubtedly the best tool in the
path to success. While services marketing has been widely studied for many services
industry, logistics in particular, customs services is rarely touched on even though it is

one of the indispensable services for a foreign trade company.

Benefitting from services quality and perception scales, this qualitative study
adopted content analysis to semi-structured interviews with service providers and
customer companies in order to discover marketing criteria dyadically. Marketing
criteria from the perspective of customs services providers and customer companies
were explored within the scope of business-to-business (B2B) services marketing. In
this study, marketing criteria for customs services marketers were developed as
company, personnel and service oriented dimensions. This study contributes to
services marketing literature by focusing on an individual services segment, which are
customs services in this case. Moreover, this study put emphasis on marketing criteria
specific to customs services by means of comparing alike factors found within the

scope of services quality and perception literature regarding logistics mainly.

Keywords: Customs services, Services Marketing, Business-To-Business

Services Industry, Marketing Criteria



OZET

GUMRUK HiZMETLERIi PAZARLAMA KRIiTERLERI:
CIFT YONLU YAKLASIM

Tldes, Tlkyaz
Lojistik Yonetimi Boliimii
Tez Yoneticisi: Yard. Do¢. Dr. Aysu Gocer
Aralk 2017

Hizmet pazarlamasina verilen 6nemin giderek artmasi, rekabetci endiistriyel
pazarlarda daha iyi hizmet ve miisteri memnuniyeti saglama amaciyla hizmet sektorii
segmentlerine ayr1 ayr1 odaklanilmasi ihtiyacini dogurmustur. Stratejik ve basarili bir
pazarlama planini benimsemek i¢in giiclii bir sekilde pazarlanabilecek yetkinliklerin
ve misteriler tarafindan hizmet saglayici secerken temel olarak g6z Oniinde
bulundurulan faktorlerin farkinda olmak olduk¢a 6nemlidir. Miisterinin beklentilerinin
ve algisinin yani sira temel yetkinleri bilmek, siiphesiz ki basariya giden yoldaki en iyi
aractir. Hizmet pazarlamasi bir¢ok hizmet sektorii acisindan kapsamli bir sekilde
caligmalara konu edilmis olmasina ragmen dis ticaret sirketleri i¢in yadsinamaz 6neme

sahip giimriik hizmetleri simdiye kadar neredeyse hig¢ ¢alisiimamistir.

Hizmet kalitesi ve algis1 Olgeklerinden yararlanilan bu calismada pazarlama
kriterlerini ¢ift yonlii olarak ortaya koymak iizere hizmet saglayicilar ve miisteri
sirketlerle yiiriitiillen yar1 yapilandirilmis goriismelere igerik analizi uygulanmistir.
Hem glimriik hizmetleri saglayicilarin hem de miisteri sirketlerin bakis agis1 goz
oniinde bulundurularak isletmeden isletmeye hizmet pazarlamasi kapsaminda
pazarlama kriterleri incelenmistir. Kalitatif olarak yiiriitiillen bu ¢aligmada glimriik
hizmetleri pazarlamacilar1 i¢in sirket, personel ve hizmet odakli pazarlama boyutlar
gelistirilmistir. Ozel olarak giimriik hizmetleri segmentine odaklanarak hizmet
pazarlamas literatiiriine katkida bulunulmustur. Baslica lojistik hizmet kalitesi ve
algist1 literatiirlindeki benzer faktorlerle karsilagtirma yapilarak glimriik hizmetlerine

0zel pazarlama kriterleri vurgulanmastir.

Anahtar Kelimeler: Giimrilk Hizmetleri, Hizmet Pazarlamasi, Isletmeden

Isletmeye Hizmet Sektorii, Pazarlama Kriterleri
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CHAPTER 1
1. INTRODUCTION
1.1. Introduction to the Research Problem and Aims of the Study

Being business-to-business environment in nature, customs services are widely
used by companies dealing with import and export. For a foreign trade company,
customs services are sine qua non in order to survive complex liabilities specific to
each country in terms of international commerce. It is impossible to carry out foreign
trade activities without comprehensive knowledge on customs tariffs and regulations
specific to each country. Excelling at customs regulations requires substantial
accumulation of knowledge and experience, which seems impracticable for foreign
trade companies as they have to deal with several activities such as production,
procurement, sales, supply chain management, customer relations, etc. Naturally,
necessity and importance of customs services are indisputable to most of the
companies (Ozgen and Tanyas, 2011).

Since these services cannot be performed without certain requirements and
certificates under related regulations, the importance of companies providing customs
services cannot be ignored. Although there were many research on customs services
regarding its international, economic, politic, regulatory effects as discussed by
Fedorenko et al. (2015), marketing these services has not been addressed exclusively
from the perspective of both engaging parties as service provider and service receiver.

Therefore, with an intend to understand the marketing criteria applied by customs
services providers and to recommend more applicable factors for consideration,
business-to-business services marketing literature was referred as well as service
quality and perception studies. As suggested by Ozgen and Tanyas (2011), factors
affecting customers in choosing the service provider should be considered since
marketing is inclusive of both understanding what capabilities can be promoted by
service providers and how these capabilities are perceived by customer companies
when being marketed in business-to-business environment.

This research was carried out with participation of customs services providers and
customers receiving customs services located in Turkey, Izmir. To fulfil the aim of the
study, a sample consisting of ten (10) companies providing customs services and ten

(10) customer companies receiving customs services were chosen from Turkey, [zmir.



Afterwards, semi-structured interviews were carried out on marketing criteria taken
into consideration by both sides.

This research benefits from widely accepted service quality measurement models
such as Service Quality (SERVQUAL) Scale and Logistic Service Quality (LSQ)
Scale from a service dominant perspective in order to detect differences or additional
factors in providing and choosing customs services, if any. These two scales provide
insight for customer expectations and perceptions which are vital for marketing
planning since they determine the way services are being introduced to customers.
After a broad research on scales to be utilized in this study, Service Performance
(SERVPEREF) scale, mainly used for measuring performance, was opted out when
compared to SERVQUAL and LSQ. Marketing criteria is inclusive of both expectation
and perception of the service in question. However, SERVPERF is only based on the
measurement of perception of the result of the service rendered (Gil Saura et al., 2008).

In this sense, expectations and perception of customers receiving customs services
were comparatively analysed by exploring the differences in between. Furthermore,
this research aims to explore the criteria for choosing a customs services provider from
the point of the customer in a B2B concept. The purpose is to discover what kind of
communication or search tools the customers use for finding a credible company
providing customs services, which marketing factors are taken into consideration by
customer companies and which marketing factors are used by companies providing
customs services to attract new customers and maintain existing customers, whether
there is a specific department or group working for marketing of customs services
provided by the company, and whether there is a difference between the companies
providing customs services and customer companies in terms of perceiving the
importance and quality of the provided service.

Ultimately, this study aims to contribute to services marketing literature by
exclusively focusing on customs services marketing criteria dyadically as well as
giving insight to marketers for promoting customs services better and achieving higher

levels of customer satisfaction.
1.2. Theoretical Foundations of the Study

Services literature involves service systems which is constituted by “value-
coproduction configuration of people, technology, other internal and external service

systems, and shared information (such as language, processes, metrics, prices, policies,
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and laws) (Spohrer et al. 2007). It is also noted by Wladawsky-Berger (2006) that
service systems correspond to market-facing complex systems and therefore, involve
economic exchange. Accordingly, services discipline is necessarily based on market
exchange processes which involves people’s interaction, innovation, learning and
technological evolution. As it is clearly understood, this functions as an exchanging,
adjusting and developing service system; thus, brings marketing discipline into play.
Together with its process and resourcing adjustment, service dominant logic
presents a point of view for theoretical foundation of services discipline mainly dealing
with mutual co-creation of value among systems of service as shown in the figure 1.
Service dominant logic is triggered by the lack of integrated, elementary knowledge
in order to assist service systems in the process of service innovation and provision for
the purpose of achieving more anticipating results since companies progress towards
an orientation of service instead of manufacturing (Vargo, S. L., & Akaka, M. A.

2009).

Figure 1 (Lusch et al., 2008) G-D Logic versus S-D Logic: A Change of Perspective

From: G-D Logic To: S-D Logic
Operand resources Operant resources
Resource acquisition Resourcing (creating and integrating

resources and removing resistances)

Goods and services Servicing and experiencing

Price Value proposing

Promotion Dialog

Supply chain Value-creation network

Maximizing behavior Learning via exchange

“Marketing to” Collaborative marketing (“marketing
with”)

Service dominant logic contains re-evaluation of resources’ meaning and
performance, which is considered beneficial for this paper analysing marketing
strategies of customs services in terms of discussing “value creation” and “intangible

resources”. The core idea behind S-D logic describes service as the application of



competences for the benefit of another as well as the foundation of value creation by
means of exchange. In other words, it offers that market exchange acts as the process
of parties that utilize their own specialized knowledge for mutual service gain.
Although service is deemed to be the foundation of the whole exchange, it further
acknowledges the service for service exchange which is frequently disguised by
market complexities including indirect exchange among parties. Namely, due to the
development of intermediary systems having vital roles in assisting the exchange
process, the value creation process among service systems evolves into more complex
and less obvious.

The framework of S-D logic is centred on service for appreciating economic
exchange and value creation for the sake of service science development and it is
characterized by operant resources in contrast to traditional goods dominant logic
characterized by operand resources. Operant resources are the fundamental value
source which is not restricted to providers but customers, suppliers and other parties
engaging in value creation. From the view point of service dominant school of thought,
it is discussed that value is created mutually among service systems including
customers and others. The service providers can only propose value and provide
services; therefore, value is originated by the service beneficiary i.e. the customer.
Value is only created when the service beneficiary engages and applies the resources
of service provider together with other resources in terms of its own, special, current
resources including those of other service systems.

Service dominant logic is considered to lay foundation for marketing criteria
which is discussed throughout this study in terms of customs brokerage companies to
better attract customers and create “value” mutually. Since S-D logic covers the whole
process among service systems, this study benefits from S-D school of thought to
comprehensively and deservedly analyse the existing process among service systems
and ultimately, present a better solution to create value and develop the process itself.
By taking into consideration and highlighting operant resources as a result of
interviews carried out with both service providers and beneficiaries i.e. companies
receiving services, ways of marketing services as a value creation process is proposed

for customs services providers.



1.3. Research Questions of the Study

This research seeks answer for the following questions to discover existing and

advisable marketing criteria in customs services business.

RQ1. What are the marketing criteria introduced by customs services
companies in attracting customers?

RQ2. What are the marketing criteria considered by the customers in choosing
the customs service providers?

RQ3. Which marketing criteria are regarded dyadically between the customs
services providers and their customers?

These research questions provide basis for this research’s necessity since this
study focusing on marketing customs services would undoubtedly provide insight for
academicians and marketing practitioners for further studies to shed light on this
particular services segment, representing a vital role within foreign trade globally as

well as on national level.
1.4. Significance of the Study

Throughout the history, countries have been in an attempt to trade with each other
under certain terms and conditions for enriching life standards, welfare and prosperity
both in terms of national and international level. In this sense, each country or union
have their own authorities, tariffs, duties and terms to regulate, audit and facilitate the
trading in between. Levying customs duties by customs agencies, therefore, has been
a vital part of trade. Increasing demand for customs clearance duties, middlemen and
agents, also known as customs brokers, who move goods on behalf of the consignee
or shipper have become vital players in economies (Baluch, 2006).

Customs brokers began carrying out customs clearance transactions, arranging
freight transport and buying area in ships and some evolved into forwards, which were
then called as Third or Fourth Party Logistic (3PL or 4PL) companies. As the vital role
of brokers has expanded further, customs tariffs and the effects of relationship among
countries and nations on customs environment have become the focus of researchers.

In particular, customs union between Turkey and European Union has
comprehensively been studied to reflect the effects of political issues on customs
environment since Turkey has a geopolitical position in the world affecting many

countries’ economies (Harrison et al., 2014). Most of the research discuss customs
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clearance environment from a political and economic perspective in the literature as it
can be understood from the study by Neyapti et al. (2007).

On the other hand, while the services literature has numerous prominent studies
on logistics service providers, the quality of logistics services, value creation process
in services marketing, etc., there is no research carried out particularly on customs
services in Turkey in terms of services marketing literature. Among other research on
customs union from a political perspective, Turkey was only studied with regards to
customs broker agencies selection by a prominent study carried out in 2011. By
combining decision-making techniques with fuzzy set theory, the study addressed
customs broker agencies and international road transportation as a joint selection by
the companies receiving service (Ozgen and Tanyas, 2011).

However, different from previous academic works, this research addresses the
marketing criteria exclusively for companies receiving customs services for the benefit
of customs services providers in Turkey. In addition, this study was carried out in
Izmir, one of the most important port towns in Turkey. Port has formed a significant
structure and been effective in terms of transportation systems in Izmir. 91% of export
in Izmir is carried out by sea and Izmir port is one of the leading container ports in
Turkey. There are 291 international transportation companies, 44 international
transport and entrepot companies and almost 1700 inland transportation services
companies in Izmir (Cevik and Kaya, 2010). Being ranked as the third port in terms of
twenty-foot equivalent unit (TEU) as of 2015, Izmir is a prominent port town to study
on to reflect the overall atmosphere in customs services (U.D.H. Bakanligi, 2015).

This research takes into consideration existing situation in customs brokerage
environment by means of reviews from both parties as a result of semi-structured
interviews. Since the service provided by customs brokers in any location is obviously
vital to any engaging party, the process itself and the way services are marketed are
considered highly important for the literature and the industry. This research further
aims to highlight the importance of customs services and customs broker agencies in
the economy for both the companies receiving service and the government authorities,
which was implied for further study in Boksberger and Melsen’s research on perceived
value for the service industry (Boksberger and Melsen, 2011). In the study, it was
suggested to study on developing more understandable articulation of measures for the
sake of service quality, perceived value, benefits, customer satisfaction, and ultimately

behavioural intentions with regards to certain services marketing. This research may
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be discussed to fit well into the gap existing in services marketing literature when

customs services marketing efforts in Turkey are concerned.



CHAPTER 2

2. SERVICES MARKETING

2.1. Understanding Marketing in Services Businesses
2.1.1. Concept of Services Marketing

Marketing literature involves a number of studies discussing that services are
uniquely different from goods industries’ marketing. Based on services marketing
studies, it can be said that the most obvious difference is the ‘intangibility’ feature
since services are not a finished tangible ‘thing’” but a process given and taken
simultaneously (Berry, 1980). One of the oldest descriptions of marketing by Duddy
and Revzan (1953) offers that marketing is a process providing goods and services to
be exchanged and their value to be determined in terms of cash. Service marketing
studies began to be carried out in the beginning of 1980s to define, describe, extend
and replicate the existing marketing concepts (Boksberger and Melsen, 2011).
Therefore, the concept of services marketing began to change radically and regarded
as a managerial process for facilitation and consummation of relational exchanges
(Eggert and Ulaga, 2002; Keith et al., 2004). As the concept was developed further
with practical and theoretical cases and changes in the industry, the concept of “value”

emerged in two categories: (a) perceived value and (b) value creation.
2.1.2. Importance of Services Marketing

Before 1970s, only a few academicians were focused on services marketing.
Robert Judd and John Rathmell had planted the early seeds on services marketing with
an integrative approach and therefore, sub-discipline of services marketing did not
exist before (Berry et al.,1993). The motive to study services marketing lies within the
field itself since it is operational, practicable and can be monitored in real industry
conditions. Most of the scholars involved in the field could benefit by knowing the
field’s roots and practises. The field itself demonstrates its importance in terms of
institutional and business community engagement since the early traces of services

marketing.



2.1.3. Development of Services Marketing

The growth of a new field of study does not resemble a product’s growth. The
development of a unifying field focusing on the marketing of intangible products
reflected the increasing recognition of services economy in America in the 1970s and
1980s. Services marketing development was discussed by Berry, L. (1993) and tree-
component model was illustrated to explain the development, consisting of
“contributing forces”, “inhibiting forces” and “services marketing field”. Potential
forces contributing to the development of services marketing should be examined in

order to acknowledge the application and to carry out further research.

The model suggested by Berry, L. (1993) classifies these contributing powers as
“demand factors” and “production factors” as illustrated in the figure 2 below. Demand
factors were created by the need of thorough knowledge for services marketing, driven
by external marketplace effects whereas production factors were thought to be energy
sources providing the knowledge desired. Institutions supplying required
infrastructure to constitute a field of study and individuals effectively using the
infrastructure to build the subdiscipline’s growth depend on the effectiveness of one
another. Some events and publications by institutions and/or individuals has played
influential role in the growth of the services marketing field, which is also termed
“acceleration factors” due to their reproductive effect on the field’s growth. They
began to respond the need of knowledge and finally, the new subdiscipline of services
marketing was born when enough production occurred. Moreover, these acceleration
factors indirectly contribute the engagement of institutions and individuals by further

stimulating.



Figure 2 (Berry, 1993) A Model of Forces Influencing the Development of the
Services Marketing Field

____________________________________________________________________

' CONTRIBUTING FORCES ' H INHIBITING FORCES '
1 1 ] ]
: Deamnd Factors : . Environmental Factors |— |
] ] [ '
‘ ‘ i i
i i i '
H Production Factors ; : Legitimacy Factors ,
E Institutions —{  Acceleration E E Domain Issues [ E
H 1 1 . Factors , , @ [ [ ,
: Individuals : : Methods Issues :
! &b | : :
1 1 ] ]

SERVICES MARKETING
FIELD

Knowledge
Creation

@ Knowledge @

Dissemination

Knowledge
Utihization

Due to the growth of service industry in U.S. economy during 1970s and 1980s,
service industries built new technology indicating the real potential of service industry.
It includes transportation, education, distribution, accounting, entertainment, legal and
government services, telecommunication, financial, health-care and more of the same
(Naser, 1992). Together with new competitors in the marketplace in the 1980s due to
deregulation in service industry, capacity and price competition also played a
significant role in the growing demand for knowledge in the services marketing.
Service companies had to explore new ideas to differentiate themselves by creating
value, improving quality, retaining customers and turning contact personnel into

marketers (Berry, 1993).

Demand for knowledge met through research by numerous individuals who
played vital role during the development period of 1970s and 1980s. However, their
contribution consisting of courses, articles and books by individuals related to services

marketing was supported and sponsored by institutions established to contribute to

10



services marketing development such as Marketing Science Institute, the American
Marketing Association and Arizona State University’s First Interstate Centre for

Services Marketing.

After the devoted works carried out by researchers supported by those institutions,
the services marketers became aware the fact that research and planning for consumer
services marketing deserves something beyond product-centred practices due to

complex communication during the process of marketing services.
2.2. Core Characteristics and 7P’s of Services Marketing

Marketing school of thought has been studied in consideration of characteristic of
the “thing” being marketed. In fact, many studies discuss and make a point that
services marketing is substantially different from marketing of goods, widely referred
as tangible products. Researchers developed a thought that characteristics of services
are quite different than of goods. Parasuraman et al. (1985) put forward that the most
distinct characteristics are intangibility, inseparability of production and consumption
or simultaneity, heterogeneity or non-standardization, and perishability or inability to

inventory, which are well depicted in the figure 3 below.
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Figure 3 (Moeller, 2010) Customer Integration Approach to Characterize Services

Stages of service Facilities Transformation Usage
provision

Intangibility
The provider is forced to offer
a performance promise

Perishability —>
The capacity perishes if not
activated by the integration
of customers external Provider
Tecourses

Resources

Transformation of Customer
Resources

Heterogeneity Resources
Customers” external resources Customer

are heterogeneous by nature,
because they belong to the
customers themselves >

Inseparability

Customers’ external resources

are necessary for services provision
and must be present for the resources
transformation

Intangibility was first put forward by Say (1836) and in response to the work by
Adam Smith (1776) focusing on the way production of wealth functions in an
economy. He claimed that employees providing services are not productive labour
since the wealth of a nation is only represented by directly exchangeable material
objects. However, Say claimed that immaterial products are capable of generating
wealth and therefore, associated activities are effective. Due to being not palpable and
material, intangibility term is often described as “something that can be bought and
sold but cannot drop on your foot”. This characteristic has been highlighted in the
literature due to its vital effects such as the uncertainty of buying decision and the
perception of services (Moeller, 2010). However, intangibility has been put into
different perspective since it contains tangible concepts in a services performance.
Since intangibility feature is not related to the facilities of the provider’s resources or
to the customer’s resources as input and outcome of the transformation between the
providers and the customer (performance of service itself), the change/transformation
of resources is intangible, not the resources themselves. This concept is also supported
with the definition itself by Lovelock explaining services as economic activities

provided by one party to another as time and performance-based in exchange for
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money, time, and effort together with the expectation of value from access to goods,
labour, professional skills, facilities, and systems (Lovelock, 1991). In services, the
transformation relies on the customer resources integration since their integration
commonly launches the transformation. In terms of performance promise, consecutive
services are offered and usually utilized. Therefore, the intangibility of the service

offer is service-oriented, not of transformation processes.

Inseparability attribute of services was suggested by Say (1836) since the
production and consumption of services take place simultaneously, making these two
processes inseparable. Inseparability of services highlights the vital interaction
between the customer and the service provider; therefore, focuses on personal services
(Bitner, 1990). Services personnel is believed to affect the consumption experience
since consumers are more dependent on their advice and expertise in deciding what is
suitable for their service purchase (Crosby, et al., 1990; Dubinsky and Rudelius, 1981;
Shostack, 1977).

Heterogeneity of services relates to the adversity of standardizing service since
the outcome of the services may differ by virtue of production performance of different
producers/people and production performance over a certain period of time. In
addition, quality and quantity of customers’ engagement in the transformation process

also prove the heterogeneous nature of services (Moeller, 2010).

Perishability has usually been correlated with the fact that services cannot be
stored or stockpiled; therefore, services perish in the very moment of their
performance. However, some argue that the outcome of the transformation perishes
although the perceived utility of the service remains as Edvardsson et al. (2005)
discusses the long-term impacts in the memory of service provision. Moreover,
perishability is also associated with the service provider’s capacity since the facilities
are enabled by the engagement of customer resources, which means the service
provider is precisely relying on the demand by the customers. When there are no
customer resources to utilize, the capacity to perform a transformation on resources

perishes, making the capacity in the facilities perishable (Ng et al., 1999).
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Therefore, services marketing requires a genuine marketing approach. Since the
service firms are labour intensive, giving the service provider flexibility in
differentiating the service, and highly driven by customer service which is
fundamentally an interactive process, services marketing contains personnel, physical
facilities, and other tangible elements such as the service price. Due to the competitive
nature of services industry, quality is deemed the most important phenomenon for the
firm’s survival. One of the main services industry concern is the measurement of

performance/quality in terms of perceived and judged value by the customer.
2.2.1. Product/Service

Product/service is described as the way service provider develops a distinct,
thorough service proposal in an attempt to fulfil customer needs and requirement while
trying to survive in highly competitive markets. It contains all essential elements and
components to provide service as well as creating value for customers. This concept is
beneficial in planning the marketing of product/service to distinguish what is
offered/provided among other brands and providers by means of competitive
attributes. Offering a package of benefits by the product/service provider should meet
customer’s expectations since it ultimately affects the perception of product/service

delivery and consequently, the level of preferability (Jain, 2013).
2.2.2. Price

Price refers to pricing policies and activities to determine the worth of
product/service provided by the provider. Price is discussed to have an incidental
importance when obtaining certain products or services are considered from the
perspective of both the customer and the provider. In this sense, providers should
possess a significant level of flexibility in terms of price. Customers regard price as a
core part of costs incurred due to desired benefits. However, they may sometimes be
rigorous and exceed monetary elements by assessing expense of their time and effort
to acknowledge whether the product/service is honourable in this sense. Due to the
fact that there are many other providers in the market that could be preferred by
customers, customers are quite price-sensitive and less loyal. That is why the
product/service requires setting proper and affordable prices to the extent the target
customers are willing to pay as well as creating value perception accompanying the

product/service (Akroush, 2011).
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2.2.3. Promotion

Product/service is unknown and invisible unless it is promoted. Providers benefit
from a set of promotion components in order to highlight their product/service offer.
These components vary from product to product and service to service in accordance
with their genuine nature in an attempt to attract customers in highly competitive
markets. It basically addresses the communication consisting of advertising, personal
selling, public relations, and sales promotion. In particular, promotional activities such
as customer relations, media recognition and corporate identity efforts are associated
with services industry and are believed to have a positive and substantial effect on

customer behaviours in terms of purchasing, loyalty and retention (Kushwaha, 2015).
2.2.4. Place

Place refers to the distribution channels available for products whereas for
services, it addresses electronic and/or physical distribution channels as well as
network area by partnering with other providers to reach a wider scope of business. In
services environment, it is put forward that providers can have technology-driven, self-
service means at customers’ ease as well as establishing branches in various locations
within their own brand or by means of creating a wide network of partners in order to
improve cost efficacy and develop customer satisfaction together with increased
attention. These place components are believed to ensure customer satisfaction and
loyalty since they make the provider more accessible without any hassle or extra cost

for the customer (Kushwaha, 2015).
2.2.5. Physical Environment

Physical environment, also known as physical evidence, is explained provider’s
concern to create a customer friendly atmosphere within their working setting. It
addresses the style and appearance of physical surroundings as well as other empirical

elements experienced by customers.

When services are concerned, service environment is regarded as a significant
agent for quality since services are mostly intangible and lead customers to evaluate
quality by taking into consideration the process of service delivery based on service

setting components such as the appearance of buildings, equipment, personnel’s
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dressing, communication means, and other visible cues ensuring tangible evidence of

the service quality (Kuswaha, 2015; Akroush, 2011; Jain, 2013).
2.2.6. People

People addresses the staff and customer-oriented behaviour of providers while
practising their business. Since staff is the main component to represent the provider
company and fulfil customer needs and requirements, it is asserted that training
personnel on sale knowledge and communication is vital to achieve a better contact

with customers and competitive advantage in the market.

In services environment, staff is often the main and first contact point for the
customers; thus, the perception of service performance staff has an impact on
customers’ assessment of service quality. Since interaction between the staff and
customers is considered as a crucial driver among the dimensions of service quality
and involves behaviour, attitude, competence, confidence, willingness to help and
kindness, this concept is combined with some of the SERVQUAL’s dimensions with
regards to responsiveness, assurance and empathy which are discussed further in the

following section (Kuswaha, 2015).
2.2.7. Process

Process defines the way, procedure and sequence of activities adopted by the
provider during the product/service is delivered. Process generates the value
proposition guaranteed to the customers. In services industry, customers are an
indispensable part of operation and therefore the process becomes their experience and

has a substantial effect on their service quality perception and evaluation.

Availability of self-service mechanisms and remote service distribution channels
such as telephone or internet in services industry is believed to improve reaching more
customers as well as increasing profit, speed, ease of use and accessibility. Therefore,
businesses have increasingly been adopting more online service means and
components. A process which is more accessible and smooth represents an advantage
when service quality is evaluated and plays a vital role in customer satisfaction

(Kushwaha, 2015; Jain, 2013).
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2.3. Quality and Perception in Services

Service marketing and service management paradigms are only deservedly
developed by acknowledging what customers in the marketplace expect and what they
are assessing in the customer relation of service providers. Each service needs a service
quality model to understand how customers perceive and evaluate the service given
for the purpose of achieving the best customer satisfaction. However, in order to have
an effective and genuine model for marketing services, one should first have a clear
understanding of the term “service quality” frequently mentioned by many

academicians and practitioners in the services field.

According to Parasuraman et al., characteristics of services which are mentioned
above have to be well documented to recognize service quality ideally. Due to the fact
that services are intangible and regarded as performance and/or process instead of
tangible goods, unvarying quality can hardly be set for services environment and it is

hard for customers to evaluate when compared to goods quality.

Service quality involves contrasting customer expectation with the actual service
performance provided by taking into consideration the outcome of service as well the
process of service delivery. Therefore, delivering quality service is to conform the
expectations of customers persistently throughout the whole process. Service quality
is basically measuring the service delivery which is provided by the service provider

with intent to match the expectations of customers (Parasuraman et al., 1985).

When service quality is discussed, the term “service perception” is naturally
mentioned since it refers to the service gap when compared to their expectations. In
early research, it is put forward that service quality originates from contrasting what
customers feel a seller/provider should ideally offer, in other words the expectations
of customers, with the seller’s/provider’s existing performance. This expectation-
performance gap point of view was broadly discussed and suggested by Parasuraman
et al. (1985); they described service quality as discrepancy level and direction between

customers’ service perceptions and expectations.

There have been many studies on the attributes that customers adopt as criteria to
assess the quality of service. Three distinct attributes were suggested with regards to

service delivery process as levels of material, facilities and personnel (Sasser et al.,
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1978). Gronroos (1982) introduced two types of service quality: technical quality and
functional quality as shown in the figure 4 below. According to Gronroos’ study,
technical quality indicates what customers receive from the service as an outcome
whereas functional quality refers to the way the customer receives the service, namely

process of service delivery.

Figure 4 (Gronroos, 1982) The Service Quality Model
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SERVICE y SERVICE
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TECNICAL FUNCTIONAL
QUALITY QUALITY
What? How?

Moreover, another perspective was put forward by Lehtinen and Lethinen (1982)
as physical quality, corporate quality and interactive quality. In this point of view,
physical quality refers to tangible features in relation to the service such as equipment
or building, corporate quality addresses the reputation or image of the service provider,

and interactive quality relies on the interaction between customers and service staff.

However, as asserted by Parasuraman et al. (1985), customers assess the service
they are receiving depending on the associated process as well as the service delivery
as outcome. By emphasizing the significance of process attributes in terms of service
quality evaluation by customers, Parasuraman et al. put forward ten evaluative
dimensions and carried out further empirical research in various industries to establish
and enhance SERVQUAL based on gap theory.
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SERVQUAL scale is a multiple-item tool for measuring service quality by means
of five common dimensions originated from the first ten evaluative dimensions:
facilities and physical appearance of the provider; reliability of the offered service;
willingness and eagerness of the personnel for being responsive to the customer; the
skill and conversance of the personnel; courtesy of the personnel; honesty, secrecy and
reliability of the personnel; security; availability of services; communication with
customer; and understanding the customer. Parasuraman et al. (1988) classified five
dimensions as (i) reliability referring to the ability to perform the guaranteed service
accurately, (ii) responsiveness addressing to willingness to help customers and supply
immediate service, (iii) assurance meaning the knowledge and courtesy of personnel
and their power to encourage trust and confidence, (iv) empathy indicating care,
customized attention provided to the customers, and (v) tangibles including the

appearance of physical facilities, equipment, staff and communication means.

This model describes interaction among activities and linkages among the key
activities of the service provider aiming to deliver a quality service. Links are
considered as gaps or discrepancies; in other words, they symbolize vital barriers to
achieve satisfaction in terms of service quality. The interplay between service provider
and customer brings out five basic gaps during the delivery of quality service;
therefore, the core objective of service quality enhancement is to minimise the fifth

gap, i.e. quality gap, as shown in the figure 5 regarding service gap model.

19



Figure 5 (Parasuraman et al., 1988) Service Quality Assessment (SERVQUAL)
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Together with the dimensions addressed above, service quality has always been
regarded as one of the fundamental principles of customer satisfaction and purchase
motive. SERVQUAL still maintains its usefulness in its twentieth year regarding
service quality studies when different service quality assessment methods are
considered. However, most research discussed the need for different procedures for
particular services settings to help companies maintain their existing customer cluster
and attract new ones by decreasing costs and increasing effectiveness by taking
customer expectations and requirements. Each service setting should have their own
relative dimensions to reflect the very specific nature and dynamics of such service
setting.
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Considering this in mind and to discuss service quality from a more customized
perspective for marketing purposes, this study recognizes logistics services quality
scale as a part of the supply chain. Together with increasing attention to services
marketing and measuring service quality, SERVQUAL was further customized.
Starting from Gronross’ (1982) study on service quality where technical quality
addresses the service outcomes and functional quality describes the process of service
delivery, physical distribution aspects were adjusted as technical service criterion and
customer service facets were aligned as functional service criterion, which led to the
formation of a scale to measure physical distribution service. Research afterwards
extended the scope of physical distribution to an element of logistics, which led to the
formation of logistics service quality scale as LSQ by Mentzer et al. (1999), which

consists of nine key components as shown in the figure 6 below.

Figure 6 (Mentzer et al., 1999) Logistics Service Quality
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Information quality addresses customer’s perception of information shared by the
service supplier with regard to product and/or process. Customers evaluate whether
the service supplier could provide information and the provided information is

adequate to make related decisions.

Ordering procedures concerns the efficacy and ease of use of procedures adopted

by the service supplier.

Order release quantities dimension is based on the concept of product availability
since stock outs have long been believed to have vital effect on customer loyalty and

satisfaction.

Timeliness 1is related to the arrival time of orders to the customer location as
promised. In most cases, it addresses the length of time between ordering and receipt

of delivery, which can be influenced by transportation time.

Order accuracy is determined as a result of comparison between the shipped order
and customer’s order consequent to arrival with regard to right items, correct number

and no substitutions.

Moreover, how well the products conform to specifications and customer
requirements refers to order quality as well as order condition in terms of

manufacturing defects.

In case the products are damaged or in poor condition, the way service provider

attempts and deals to correct the situation also refers to order discrepancy handling.

Lastly, personnel contact quality relies on customer oriented behaviours by the
service provider’s staff including their knowledge, empathy and willingness to help

customers to find a solution for problematic situations.

When all these dimensions are considered, quality perception is believed to be
formed during the delivery of service, in other words, it is fundamentally based on

service process carried out by the service staff (Mentzer et al., 1999).
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2.4. Development of Business to Business (B2B) Marketing

Business to Business, widely mentioned as B2B, corresponds to the concept where
a company engages in products, services and/or marketing activities for other
companies instead of customers (Wiersema, 2013). Contribution to B2B theory started
from 1800s, yet it is almost impossible to reach a remarkable study or research until
the end of 1980s. In particular, the last three decades shows that B2B concept has been
at a significant stage of theory development (Hadjikhani and LaPlaca, 2013).

Starting from 1980s, the concept of communication technology stepped into a new
age and weaken the understanding of product-oriented trade, which was the foundation
of Industrial Revolution. The process characterised by information revolution
expression removed geographical obstacles and therefore, triggered global interaction.
Increased interaction pioneered the substantial improvement in information access and
dissemination speed. At the end of this process triggering many factors within its
scope, knowledge-oriented economic and commercial structure started to dominate the
world (Kiyan, 2005). This knowledge-oriented economic structure led to the
conversion and development of traditional trade models with regards to content and

position.

Described as an umbrella term for trade activities through internet, e-Trade
concept can be discussed under many trade models such as B2B, B2C (Business to
Customer), C2C (Customer to Customer), C2B (Customer to Business) and B2G
(Business to Government). What highlights B2B among other models of trade in this
process is the huge trade volume it has reached (Witter, 2000). Moreover, in the e-
Trade report published by UNCTAD (United Nations Conference on Trade and
Development), it was highly obvious that B2B trade was keeping ahead to an extent
which cannot be compared with other online models. As of 2014, 96% of online trade
in USA and approximately 70% of online trade in Europe was performed among B2B
models; thus, the importance and size of B2B trade has deservedly been reflected with
figures. B2B model is discussed to be suitable for trade organizations in developing
countries due to its advantages. It is put forward that developing marketplaces where
raw material, service and intermediary product form are common may enable unequal
conditions among countries’ economies by increasing export activities to developed

regions (United Nations Conference on Trade and Development, 2000).
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B2B model is believed to improve many key aspects of the economy including (i)
decreasing the cost of production by minimizing purchasing and ordering costs, (ii)
accelerating industryal development by increasing interaction and dialog, (iii)
increasing the efficiency of time use, (iv) increasing use of marketing and advertising
concepts, (v) creating employment and workforce, and (vi) developing the general
quality-saving elements together with customised production and customer services

perceptions (Hadjikhani and LaPlaca, 2013).

Since B2B model refers to the organizational or industrial marketplace outside the
consumers formed by those demanding product or services in order to meet the needs
excluding personal and household needs, the marketing activities carried out in this
marketplace is called “B2B marketing”. B2B marketing is to commercialize goods and
services for using in the production of such goods and services to commercial
enterprises, government or non-profit organizations and for reselling such goods and
services to other industrial customers. Industrial marketing has a very complex
structure when compared to consumer marketing due to marketing strategy creation,
marketing communication, sales, sales method and supply chain concepts (Kilvan,

2017).
2.4.1. B2B Marketing in Services

Marketing activities and strategies vary depending on the subject being marketed
as well as the reason of demand. If the demand occurs as a result of personal needs,
then the marketing activities are planned for the purpose of consuming; however, if
there is demand arising from other reasons, marketing activities vary depending on the
demand. In this case, this demand addresses industrial needs and requirements and

thus, industrial marketing.

Different requirements occur due to the nature of B2B marketing when compared
to other models of marketing. Since B2B model is performed in a professional
environment, marketing to business requires certain professional key aspects to be
considered and improved in order to satisfy customers in a sustainable manner. B2B
marketing has more direct distribution channels when compared to consuming goods
marketing. It is put forward that after sales services, training and technical support
become more of an issue in B2B marketing. Since services concept is characterized by

user participation and satisfaction, service-oriented organizations should determine
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their core competencies, sales force and technical equipment as well as setting
expected quality standards, making employees adopt these standards and clarifying

duty descriptions in order to succeed the B2B model deservedly (Uygug, 1998).

One of the most remarkable points in B2B marketing in services is determined to
be the personnel competence and skills. Since B2B model offers the advantage of
international trade possibility and providing service to international businesses,
sustainable service understanding is fed by certain capabilities such as communication
language, personnel attitude, level of knowledge and skills, foreign language use,
interest in industrial development, technological capabilities, etc. When today’s reality
is considered, technological adaptation is believed to be beneficial for better

achievements within a highly competitive services industry.

Due to the nature of services industry and B2B model, the value referred to
customer relations, customer loyalty and management of customer relations has
increased. Thus, it is put forward that having insight about service expectations and
perceptions by the customer, following industryal developments within the scope of
cost-benefit concept and achieving continuous powerful communication are mutually
beneficial. Customer relations management (CRM) developed as a part of B2B model
has the top position among promotion and marketing attempts since CRM is

considered to be the foundation of long-term partnerships (Chen and Popovich, 2003).
2.5. Marketing of Customs Services
2.5.1. Customs Services

Customs brokerages are the qualified authorities who can follow operations under
5, 225, 226, 227, and 228" articles of Customs Code and 561 article of Customs
Regulations (Yasalar, T. C. 4458 sayili Giimrik kanunu. Ankara: Resmi Gazete
(23866 sayili). These authorised brokerages act in the name and/or on the account of
others, which is called indirect representation. Customs brokerages are subject to strict
regulations and policies by the governments which are dominantly based on political

issues across the word and/or between neighbouring countries.

Under certain regulations, customs brokerages provide a wide range of services
including customs advisorship, bank transactions via internet to pay related taxes,

export and import transactions, road, air, and sea transport/freight forwarding,
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warehousing, following up required permits, determining customs tariff, insurance
operations, confirmation of origin, transit trade procedures, inward and outward
processing regimes, and etc. In order to perform these activities, customs brokerages
are required to have a license to be obtained by an exam named Customs Brokerage
Occupational Proficiency Exam carried out by Directorate General for Innovation and

Education under Ministry of Education.

As it may be understood from the services offered, customs brokerages are an
important player in every trade environment whether it is in an import or export
environment (Fedorenko et al., 2015). They obviously or covertly constitute the
biggest and the most complex process regarding the international trade. Each country
has its own regulations for customs clearance in terms of product category. A company
dealing with export and import at the same time may not follow up all these customs
clearance processes for each product category and country. Therefore, entities need
customs brokerages for their daily proceedings since they face the obligation of
observe a wide range of statutory requirements enforced by customs legislation
(Fedorenko, 2014). Among the most frequently used third party logistics services,
customs brokerage had %40 rate as of 2000 (Aghazadeh, 2003). This relationship
sometimes includes inland freight forwarding if the firm providing customs services

also offers other solutions as a 3PL.

There are big companies under customs brokerage or logistics company name that
provides solutions for any kind of need regarding inland or abroad proceedings
(Baluch, I., 2006). Therefore, it is a strategic decision for a company to choose a
customs brokerage or 3PL company to carry out the customs clearance process on
behalf of it. Each company has its own criteria while choosing and naturally, each
customs brokerage or 3PL company has their own marketing criteria to attract

customers and sustain its existing B2B relations by a professional attitude.
2.5.2. Importance of Marketing in Customs Services

Customs services providers are one of the most significant functional
intermediaries for a country in terms of providing a stable economic growth by means
of international trade. According to World Customs Organization (WCO), the mission
of customs brokers is to facilitate trade procedures and ensure borders security for the

sake of economic growth and development. The role and importance of customs
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services have already been studied and proved by many researchers as well as
authorities with regards to political relations among nations in order to update, improve
and highlight customs duties and regulations as a part of global economy and logistics

concept.

When the customs concept is discussed from a slightly smaller perspective, i.e.
managerial perspective, receiving customs services for companies that are engaged in
export and/or import activities are sine qua non since they are busy dealing with their
core businesses such as producing or selling. Today, customs brokers are providing a
wide range of services to the industrial companies such as logistics, customs,
infrastructure, tracking and tracing, international shipments, assurance, storage,
inventory management, etc. (Fedorenko et al., 2015). Many researchers have
addressed the increasing use of customs services together with third party logistics
mainly, yet no study has discussed this vital service separately as it deserves. On the
other hand, problems in and amendments to customs regulations have thoroughly been
discussed by many prominent researchers as a significant part of foreign economic
activities; however, the question of featuring customs services and its providers have

not been studied yet (Ozgen and Tanyas, 2011).

When customs clearance is discussed in terms of services literature, it is obvious
that this service needs to be marketed as other products and services. Without
presenting what can provided in a competitive manner, the product and/or service is
simply incomplete as discussed in the services marketing section above. There is a big
deficiency in the literature as well as the market concerning marketing need for
customs services. Activities for the sake of presenting services provided by customs
clearance brokers are carried out somehow in the real-life industry; however, it has not

been researched and discussed specifically.

Each service needs to be spotlighted in accordance with its core characteristics
and nature. Since customs services are widely used by many importer/exporter
company, marketing these services is as important as carrying out them correctly as
per related regulations. The study of marketing customs services is expected to
describe core characteristics and choice criteria considered by service receivers similar

to the aim of many services marketing studies so far (Ozgen and Tanyas, 2011).
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CHAPTER 3
3. METHODOLOGY
3.1. Design of Research

Research, by nature, are designed based on at least one methodological technique
in accordance with its subject in question and aim. In this sense, qualitative research
includes an interpretive and natural approach; in other words, qualitative research lets
the researcher study the subject in its natural setting for the purpose of making sense
of or interpreting the phenomena with regards to its meaning for the related people
(Ryan et al., 2000). It is widely agreed that one of the most main motifs of qualitative
research is the way related people being studied on comprehend and define their social

phenomenon (Bryman, 2003).

Fundamental aspects of qualitative research have widely been focused on by
numerous researchers to define its characteristics. These aspects include perspective,
importance of participants’ frames of reference, flexible characteristic of research
design, volume and copiousness of data, unique ways to analysis and interpretation,
and the type of outputs deriving from the research. In particular, some data collection
techniques have also been associated with qualitative research such as in-depth

interviewing, observational methods, group discussions, etc. (Bryman, 2003).

Qualitative research methodologies are extensively associated with the aspects of
service as well as the nature of service product when taken into account that service is
a process and a performance where service delivery takes place by means of human
interaction. Qualitative research is mainly discussed to fit well when analysing services
marketing as put forward by Gilmore and Carson (1996) in the figure 7 below. Since
this study aims to form marketing criteria for customs services by taking into
consideration reviews of people engaging in customs services by either providing or
receiving, it is based on qualitative research method which has been used in various

academic disciplines, dominantly in marketing research (Denzin and Lincoln, 2011).
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Figure 7 (Gilmore and Carson, 1996) Suitability of Qualitative Research Methods for

Services Marketing
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The mutual nature of qualitative research and this study’s goal, which is to analyse
the dynamic reviews of people engaging the service process based on their experience,
this study was carried out with a qualitative approach by utilizing semi-structured
interview with related people to serve the services marketing literature in terms of

customs services.

It is almost impossible to eliminate people engaging the process in order to analyse
a dynamic environment such as services marketing. This qualitative research focuses
on unfolding the process by means of observing the existing behaviour to provide
service as well as perceiving the service provided for the absolute purpose of

generating marketing criteria for customs services providers to service better.
3.2. Data Collection

This study benefits from semi-structured interview as the data collection method
by asking previously prepared questions to sample group of the study which consists
of companies providing customs services and companies receiving customs services.
Interviews are one of the most frequently utilized data collection methods, which are
categorised as structured, semi-structured and unstructured interviews as differentiated

by DiCiccolBloom et al. (2006).
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Semi-structured interviews are defined as a verbal interchange where the
interviewer tries to elicit information from the interviewee. Although questions are
prepared by the interviewer before the interview, semi-structured interviews unravel
in a talkative method proposing participants the opportunity to discover issues they

consider are significant (Whiting, 2008).

The reason behind benefitting from semi-structured interview to collect data in
this study is to elicit detailed and narratives and stories by the participants to reflect
the real-life phenomenon within customs services industry by generating an intimate
and personal environment for the participants. Questions are determined to be prepared
beforehand in order not to experience shortfall of data and time designated with the
participants. Subjectivity within semi-structured interviews is the core characteristic
to generate discussion for this study since it seeks services marketing criteria from the
perspective of both the service provider and service receiving party for better value

creation throughout the whole process.

Therefore, the questions serving for semi-structure interview of this study were
prepared by means of a checklist identifying areas to be clarified and issues to be
solved. Marketing managers or certified customs clearance brokers were interviewed
from service provider companies. From customer companies receiving customs
services, employees from foreign trade department or senior management were
interviewed in order to better reflect the real-life relationships and condition regarding
the customs process. As it can be reviewed in Appendix A and B, participants were
asked to answer ten open-ended questions in an intimate and quiet environment within
the participants own premise in order to retain mutual professionality and confidence.
Interviews took twenty-five minutes to an hour of time. All interviews were recorded
in order to utilize throughout the study and provide evidence for the discussion as well

as the proposal for managerial purposes.
3.3. Sampling

Since this study aims to investigate the existing marketing structure of companies
providing customs services in Turkey and the criteria considered by the companies
receiving customs services, the sample was selected through personal

experience/knowledge referred to as judgmental sampling method (Westfall, 2009).

30



Sample consists of two groups as service providers and customer companies to reflect

the subject in question from both perspectives.

After thirteen interviews, interviews were determined to be cut to ensure the
quality of the research and its content validity due to reaching saturation point (Fusch
and Ness, 2015). As introduced by Glaser and Strauss (1967), data saturation point
referring to the point when no new further data are found to develop the aspects of a
conceptual category was paid attention during the data collection stage due to the time
limitation of the research. As this study reached stopping criterion after ten (10)
interviews since three further interviews have been conducted with no additional

factors emerging, each group was decided to have ten companies.

Service providers are inclusive of structured corporate companies providing
customs services as well as accompanying services such as logistics. Customer
companies are selected from various industries such as energy, logistics, textile,
granite, etc. to reflect the outcome from a wider perspective regardless of industry.
Both groups have participants from small-scale to large-scale companies well-known
in their related industries in Izmir, Turkey. The table 1 below outlines service providers
coded with the letter “P” beginning from 1 to 10 as well as the customer companies

having the letter “C” from 1 to 10.

Table 1 Structure of Companies

Establish
Codes Industry ment Location
Year
P1 Customs clearance, 1982 Operations across 18 Large
logistics, and storage cities in Turkey, 61
and order management operations overseas
P2 Customs clearance and 2006 1 operation in Izmir Medium
consultancy
P3 Customs clearance, 2013 1 operation in Izmir Medium

logistics, consultancy,
and export-import

transactions
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Customs clearance, 2001 19  operations in Large
logistics, insurance, and Turkey

training

Customs clearance, 2000 8 operations in Turkey Medium

logistics, consultancy,

warehouse, insurance

Customs clearance and 1992 1 operation in Izmir Small
consultancy

Customs clearance and 2016 1 operation in Izmir Small
consultancy

Customs clearance and 2016 1 operation in Izmir Small
consultancy

Customs clearance, 1978 Operations across 16 Large
logistics, insurance, cities in Turkey

storage management,

and training
Customs clearance, 1981 46  operations in Large
logistics, insurance, Turkey

translation, and training

Textile 2012 1 operation in Turkey =~ Small
Fibre 1997 3 operations in Turkey Large
- Food 2005 1 operation in Izmir Small
C Granite consumer 1960 2 operations in Izmir ~ Medium
. goods
C Energy 1984 1 operation in Izmir, Large
(Turkey-  various operations
1998) across the world
Confectionary 1940s 2 operations in Large
(Turkey-  Turkey, various
2015) operations across the
world
Cc7 Metal casting 2011 1 operation in Izmir Medium
Textile 1990 1 operation in Izmir Large
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Industrial kitchen 1978 1 operation in Izmir Small
Paper 2000 3 operations in Turkey Medium

Table 2 Sample Demography

Age Position Experience
18-30 | 31-40 | 40+ | Marketing | Customs | Foreign Trade | 1-5 | 6-10 +10
Departm. Broker Specialist

P1 X X X

P2 X X X
P3 X X X

P4 X X X

P35 X X X

P6 X X X

P7 X X X

PSg X X X

P9 X X X
P10 X X X

Cl1 X X X

C2 X X X

C3 X X X

C4 X X X

C5 X X X

Cco6 X X X

C7 X X X

C8 X X X

C9 X X X

C10 X X X

3.4. Analysis of Data

The data collected by means of semi-structured interviews with service providers
and customer companies was analysed by benefiting from content analysis method.
Berelson (1952) defined content analysis as a systematic, iterable method for
compacting many words of text into fewer content categories depending on specific
rules of coding. It is mainly discussed to be a method for making interferences by
identifying particular characteristics of messages in an objective and systematic way
(Holsti, 1969). Content analysis is mainly believed to be a beneficial technique to
uncover and describe the focus of individual, group, institutional, or social attention as

well as analysing trends and patterns (Weber, 1990).

33



As content analysis was used in many research such as Yang and Fang’s (2004)
exploratory study on service quality and customer satisfaction within the setting of
online securities brokerage services, this study also uses service quality dimensions as
a result of content analysis based on conceptual frameworks from services marketing.
The key idea behind adopting content analysis was to identify key dimensions in and
their respective effects on marketing customs services from both sides, which is from

the perspectives of service provider and customer company in this case.

After content analysis carried out on interviews, as asserted by Seuring and Gold
(2012), dimension obtained were sent to a few research for discursive alignment for
the purpose of providing reliability and validity of coding and interferences. Reliability
and validity of coding is discussed to be the most vital characteristic of content analysis
since this method is sensitive to objectivity; however, different people’s coding the
same text in the same way could eliminate the possibility of having wrong

interferences.
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CHAPTER 4
4. FINDINGS AND DISCUSSION

In order to discover the marketing criteria adopted by customs services providers
as aimed at RQ1 and taken into consideration by customer companies when choosing
the service provider as intended at RQ2, a thorough literature review was conducted
on service provider selection, B2B marketing, service quality scales and service
perceptions within this research. After exploring and utilizing the data revealed by
RQ1 and RQ?2, it is aimed to compare these two perspectives to understand whether
there is a service gap for the sake of providing a fresh applicable layout for marketing
customs services as addressed in RQ3. In addition to supporting subjects in the
literature as mentioned above related to this study’s main goals, it has been noticed
that there has been no study about marketing criteria dyadically for customs services
in a developing economy like Turkey and therefore, this is regarded as a gap in the
literature. Ultimately, this research aims to uncover marketing criteria for customs

services by sampling Turkey by means of a two-way approach.

For fulfilling this aim, ten (10) companies providing customs services in B2B
model and ten (10) companies receiving customs services were chosen for semi-
structured interview aiming to determine marketing criteria in this very significant
industry. During semi-structured interviews conducted with marketing practitioners
and foreign trade specialists, open-ended questions were asked about marketing
criteria to providers when offering customs services and to customers when choosing
the service provider. Semi-structured interviews with ten providers and ten customers,

twenty companies in total, were recorded and transcribed.

Semi-structured interviews were subjected to latent content analysis. During
content analysis, recordings were well studied and first-order codes for marketing
criteria extracted from these sessions was supported by quotations. Fifty first-order
codes were obtained as a result of content analysis. These first-order codes were
grouped into second-order codes and then these second-order codes were ultimately
categorized as three dimensions by taking into consideration the related and
inclusionary literature on service quality and perception, which is regarded as highly

enlightening for this research.
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The content analysis applied to interviews from both sides revealed fifty (50) first-
order codes. It is found that there are fifty (50) marketing factors in total when the
reviews of companies providing customs services and customer companies are
summed up. These first-order codes were thoroughly analysed and re-matched with
quotations in order to ensure validity. As the second phase, these first-order codes were
cross-analysed with the literature on service quality and perception since marketing
criteria includes both when providers’ offerings and customers’ choice patterns are
concerned. In this second phase, SERVQUAL and LSQ factors provided insight to
collect associated first-order factors into second-order codes in the study. These two
scales addressing service expectation and perception assisted naming first-order
factors to explore the overall marketing criteria. Different from the literature, first-
order codes discovered in this study reflects the similarities and differences between

the perspectives of service providers and customer companies.

As the third phase, second-order codes consisting of ten (10) groups with
associated first-order codes were latently categorized into more generic dimensions.
The study obtained three (3) interconnected dimensions for marketing criteria with

regards to customs services in the figure 8 where relational layers are illustrated.
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Figure 8 Generic Dimensions with Refractions for Marketing Criteria
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4.1. Company Oriented Dimension

First dimension is named “Company Oriented” since it highlights the service
provider company’s organizational capabilities when B2B marketing model and
service perception of customers are concerned. This dimension represents a new group
of codes generated from qualitative research based on a comprehensive services
literature. Company oriented dimension with regards to marketing criteria of customs
services consists of four (4) second-order codes containing seventeen (17) first-order

codes as a result of semi-structured interviews conducted dyadically.
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This dimension includes four (4) second-order codes referred to as geographical
accessibility, information management, power and recognition which are necessary for
customs services providers to highlight their corporate capabilities to attract customers
under the scope of marketing efforts when the choice criteria of customers receiving

customs services are considered.

The first second-order code “Geographical accessibility” addresses to the
existence and/or availability of the provider company’s facility or services in various
locations by means of partners or own branches for ease of customs processes.
According to the quotations, if a service provider can ensure its services at any location
anyhow, then its preferability increases. For the customers, it is important to reach
services they need at any location by contacting only one service provider. Moreover,
especially for customs services, closeness to customs ports was quoted to be quite
beneficial for both parties. The second second-order code “Information management”
refers to the communication and technological adaptation for real-time information
exchange. Due to customs’ legal, complex and ever-changing nature, information
sharing was quoted to be playing a vital role, especially for the accuracy of
transactions. The third second-order code “Power” emphasises the intangible strengths
the service provider possesses with regards to knowledge, law and the industry which
are the core characteristics to facilitate the customs process in an accurate manner. The
last company oriented second-order code “Recognition” touches on promotional
aspects of the provider company such as the availability of marketing department to
arrange promotional efforts, brand image which is an intangible standing within the
industry, certification the provider company holds, corporate structure within its
facility, customer references contributing word-of-mouth strategy, internet advertising
attracting wider range of customers, presentational materials used for marketing
efforts, relationship network built within the customs environment, respect gained due
to operational and organizational achievements, and visits payed to customers for
marketing purposes and showing the company’s dedication to customers by checking
their satisfaction face-to-face. According to the quotations, recognition gained by these
aspects ensures the service provider’s credibility in the sight of customers at first,

which is highly valuable for attracting customers directly.

Under company oriented dimension, four (4) second-order codes, seventeen (17)

first-order codes supported with two power quotations are shown in the tables below.
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Table 3 Company Oriented Dimension for Marketing Criteria: Geographical

Accessibility

Geographical accessibility

Through partners:

Through own branches:

(P3): We work together with our
partners in Istanbul, Ankara, Mersin,
Iskenderun and Antalya.

(P1): ...since I do not own any ship, 1
can provide service to my customers
by contacting certain lines such as
MSC, ZIM, Hapag-Lloyd.

(C6): We are working with 2 different
customs brokers due to geographical
deficiency.

(P10): The other big companies using
intermediaries to carry out
operations in Antep, Iskenderun,
Mersin or Istanbul, but we do not; we
have our own branches there.

Table 4 Company Oriented Dimension

Management

for Marketing Criteria: Information

Information management

Communication:

Technological adaptation:

(P4): As more communication
channels are involved, attracting
customers is becoming easier.

(C7): I can get any kind of
information or help whenever I want
by means of telephone or e-mail in a

short time.

(P9): We are working with customers
who are carrying out their business
on ACP system.

(C4): For example, there is a
software that the customs brokerage
firm is connected to our system.
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Table 5 Company Oriented Dimension for Marketing Criteria: Power

Power

Knowledge power:

Legal power:

Industrial network:

(P1): Because the
customs broker is the
person who knows every
detail about the
customer company and
carries out procedures
on behalf of its
customers.

(P4): Our officials have
deep knowledge in
regulations because the
state requires So.

(P6): You can learn all
kinds of information
about the companies
from the Exporter's
Association or the
Customs Brokers
Association, you have
superior power on their
confident information.

(C2): There can be some
problems in customs,
but they use their legal
power and fix the
problems.

(P3): We are capable of
carrying out
transactions in all
customs bureaus in
Izmir and in all
affiliated customs

offices.

(C7): The fact that they
have a good network
with agencies and
customs authorities
make them preferable
because then they have
power over
transactions.

Table 6 Company Oriented Dimension for Marketing Criteria: Recognition

Recognition
Availability | Brand image: | Certification: Corporate Customer
of marketing structure: reference:
department:
(P5): (P4): When (P1): The (P10): We (P8): Because
Marketing you Vvisit a company asks | have an customer
department customer, for certain institutional | firms know
constitutes your brand documents to structure..w | each other,
the core of name should | confirm our e can see the | they give
this company. | be something | trustworthiness | difference it | recommendati
to be proud makes in ons to one
of. terms of another for
prestige... provider
firms related
to
transactions.
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(C9): (C9): The (Pl): (C8): we (C6): Best
Marketing more they get | Customers expect our marketing
department is | known, the require certain | customs tool is the
actually very | more they documents to broker to... existing
important in | have visibility | measure work on customers
respect of in the customs improvement | and partner
both industry. brokerage' s to build up | companies
marketing reliability. a corporate | they are
and business identity. working in
process. collaboration
in the field
such as
transport and
entrepot
companies.
Internet Presentation | Relationship Respect: Visits:
advertising: materials: network:
(P8): The (P1): (C7): (P4): My (P10): We are
most According to | However, customer visiting
important the service thanks firms respect | customer
way of demanded to...their close | me and companies
marketing, I | from us [ relationship quality of my | and
mean the definitely with related firm's delivering
most bring an agency, we services, so | presentations
distinctive introduction | managed to get | we have a regarding our
way is booklet with | extra time and | good company and
Internet. me for the withdrew our | relationship. | provided
customer. goods without services.
paying any
fine.
(C3): There (P8): We had | (C6): I think (C10): We
is, yes, they marketers the best expect them
send their e- | prepare marketing to come to
mail publicity strategies are our company
addresses. I | logos and customer for a meeting
mean they files for our | reference and together with
advertise company. their network. their experts
themselve. in sales and

marketing.
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Tables under company oriented dimension (3, 4, 5 and 6) gives insight to
associated first-order codes regarding the provider companies’ core competences from
the perspective of both service providers and customer companies. The differentiation
between this dimension and others refers to the aspect of service process, which is the
company itself as a whole body rather than a single person and/or object in this case.
Therefore, this dimension includes attributes belonging to the company solely related
to its industrial presence and power such as the facilities, information sharing,
technological assets, equipment, reputation, legal power, branches, marketing efforts,
etc. According to the results obtained from content analysis, it can be inferred that
customers place importance on geographical accessibility, recognition the most when
compared to other first-order codes whereas service providers have mentioned those
attributes in addition to technological adaptation as a core company-oriented

capability.

Furthermore, to broaden the discussion on genuineness of marketing criteria
found as a result of this study, company oriented dimensions can be cross-analysed
with LSQ as well as SERVQUAL scale items. First of all, these two scales dominantly
based on services; on the other hand, company oriented dimension lays bare the
capabilities of the service provider. LSQ scale does not discusses company capabilities
related to the service; yet, it focuses on service and the personnel related aspects
(Mentzer et al., 1999). When the fact that only one item (tangibles) is existing related
to service provider under SERVQUAL is considered, company oriented dimension
under customs services marketing criteria is undoubtedly broadening the perspective
to the service provider. This dimension expands company capabilities beyond
equipment and communication devices as it is in tangibles item in SERVQUAL
(Parasuraman et al., 1985). It can be implied that company oriented dimension covers
and further contributes to SERVQUAL scale items when customs services is

concerned as a part of logistics.
4.2. Personnel Oriented Dimension

Shedding light onto behavioural aspects and capabilities of the employees
working in customs services provider companies, the second dimension is referred to

as “Personnel Oriented”. This new dimension includes three (3) second-order codes
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along with nineteen (19) first-order codes determined during the content analysis

applied to semi-structured interviews.

Three (3) second-order codes under this dimension are named as attitude of
customs personnel, competence of custom personnel and customized attention quoted
to be highly vital from the perspective of both the service providers and customer

companies when marketing customs services is concerned.

“Attitude of customs personnel” refers to the stance of the employees when
dealing with customer companies’ transactions. It addresses whether the customs
personnel are professional, frank, caring, confident, solution-oriented, open for
improvement, trustworthy, innovative or acting ethical since services are perceived to
be rendered by the personnel rather than being provided by the company as a whole.
This dimension highlights the fact that the personnel who deals with the customer and
provides services is a determinant regarding service quality and perception either
positively or negatively. The staff’s attitude is quoted to be very affecting since they
are the enablers of services requested. Their manner while rendering the services have
either a pleasing effect on customers or negative. In case the latter happens, the
customers are likely to cease the partnership as they place importance on trust built
with the personnel as well as the company as a whole. The second second-order code
“Competence of customs personnel” is additionally contributes to this idea by
discussing the expertise, know-how and up-to-date knowledge the personnel possess
as well as touching on their training levels. It was quoted that the competence of
customs personnel can make a difference over transactions besides highlighting the
knowledge/experience power they have as a part of marketing activities. The third
second-order code “Customized attention” addresses the level and method of the
relationship built between personnel and customers. Customized attention was found
to be recognized by the special bond in between as well as the availability of customer
representatives, preliminary research carried out on customer company’s profile,
satisfaction feedbacks from existing customers and further support given to the

customers.

Under personnel oriented dimension, three (3) second-order codes, nineteen (19)

first-order codes supported with two power quotations are shown in the tables below.
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Table 7 Personnel Oriented Dimension for Marketing Criteria: Attitude of Customs

Personnel

Attitude of Customs Personnel

Employee’s care:

Employee’s ethics:

Employee’s frankness:

(P3): In all our jobs, we
are very selfless and
delicate.

(C9): The people I work
with now slacked my
operation off too much.
Therefore, I did not work

(P10): We are working in
the framework of ethical
policies.

(P10): We cut our
business with some
companies carrying out
business we deemed

(P4): When we first visit a
company, the important
thing is frankness comes
from personnel; so,
attitude of the personnel
is very important.

(CS): When the customs
broker makes a mistake,
they should be able to tell
it frankly so that an

with the branch there, undue. action can be taken, and
Istanbul branch. bigger issues can be
prevented.
Employee’s Employee’s self- Employee’s solution-
professionality: confidence: orientedness:

(C1): It is important that
the personnel are
professional.

(CS): The personnel
should be properly-
dressed, presentable and
well-behaved.

(P10): We are sure of
ourselves.

(C1): Personnel must be
experienced and
practical, should not be
passive but confident.

(CS): They should convert
negative situations into a
solution; they should
adopt a solution-oriented
behaviour.

(C10): In import and
export operations,
problems should be
solved quickly, they
should behave solution-
oriented.

Employee’s
trustworthiness:

Innovative employees:

Open for improvement:

(P2): Trustworthiness of
the personnel is very
important in our industry.

(CS): Trust is the key
point here and it is
understood by personnel's
approach.

(C6): Employees...could
be more innovative.

(C6): They should be
innovative, speak English,
and have a dynamic

characteristic.

(P1): Because I need to
develop myself, I do my
own marketing activities.

(C8): We expect our
customs broker to...work
on improvements to build
up a corporate identity.
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Customs Personnel

Table 8 Personnel Oriented Dimension for Marketing Criteria: Competence of

Competence of Customs Personnel

Expertise:

Know-how:

(P4): Personnel expertise also brings
quality of service together.

(P5): How much the customs service
provider knows the subject is
important.

(C4): I look for the capacity of
customs office, [ mean whether the
staff'is competent enough.

easier.

(C7): The ones who have deep
knowledge makes your transactions

Trained personnel:

Up-to-date knowledge:

representative for traini

broker company.

basic information, taxes

personnel.

(P5): We send our customer

arrange a training in the customs

(P9): We organized many trainings on

procedures at customs, etc. for our

ng or we

, fundamental

codes, etc...

(P2): We inform customers instantly
about processes since we monitor
changes in regulations regularly.

(C5): Customs brokers should have
up-to-date information, up-to-date
regulation agenda, customs tariff

Table 9 Personnel Oriented Dimension for Marketing Criteria: Customized Attention

Customized Attention

Customer representative:

Dedication:

Preliminary research:

(P10): We are employing
specially selected teams
for our VIP customers.

(CS5): Group chief and
customer representatives
should be crowded to give

(P4): Whatever the
customer requires, we
immediately discuss it
with our chairperson and
adapt our database
accordingly, we are so
responsive in this
manner.

(C6): We want customs
broker to care our
business personally

(P5): After market
research, we evaluate
potential customer
companies and call them
accordingly.

(C4): If a customs office
goes to a firm for
introducing their
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special attention to

therefore, interpret

services, first of all, they

customers. regulation changes have to know the capacity
beforehand and inform us | of the firm, what they do
regarding both positive and its products.
and negative effects of
such change.
Satisfaction feedback: Special bond: Supporting:

(P8): We visit the firms
we work with monthly to
check their satisfaction.

(P4): Marketing,
customers’ feedback on
satisfaction, and visits are
important.

(P8): As I said, by
maintaining a good
dialog with marketing
managers, customer
representatives, we help
them in business and
private lives, in every
subject; this makes them
look for us automatically.

(C2): Because of their
customized attention, it
does not change for
years, they become like
your partner.

(P10): We are supporting
our customers at all
points as we are a
solution partner.

(C9): I changed my
customs broker before
because they did not
support and care about
my business enough.

Personnel oriented dimension shown in table 7, 8 and 9 shed light on the
qualifications and personal attributes of the employee’s working within the body of
service provider companies. According to the quotations related to personnel, it is
found that the contact personnel during the service process have utmost importance
since they are the service enablers and have a vital effect on service quality perceived
by the customer companies. It can be implied that personnel’s expertise, up-to-date
knowledge and trustworthiness have been quoted as highly decisive by both parties. In
addition to these three, dedicated, supportive and customized attention by the trained
staff exclusively assigned to singular customer company is found to be contributing
the quality service perception by the customers since they feel that they are receiving
services tailored to their needs and requirements from a group of employees having
specialized knowledge regarding the line of business by working only for one customer

company within ethical terms (Stank et al., 2003).

When compared to logistics which is the most associated service with customs

services with regards to supply chain, customs services are found to be dominantly
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depending on the personnel. By means of quotations during semi-structured
interviews, personnel is proved to be playing the most significant role within customs
services environment since they are the enablers of the service requested. The
difference created by the personnel is recognized by both the service providers and the
customer companies. Therefore, the first-order codes under personnel oriented
dimension can be asserted to contribute in the personnel focus on existing literature

assessing service quality.

Due to the behavioural and cultural implications inferred from personnel
oriented dimension e.g. employee’s ethics and solution-orientedness, marketing
customs services differs from other services by nature, e.g. logistics. To exemplify,
while LSQ scale discusses the quality of contact personnel with regards to attitude,
behaviour and competence (Mentzer et al., 1999), SERVQUAL scale looks for
responsiveness of the staff and their empathy (Parasuraman et al., 1985). For instance,
assurance item under SERVQUAL can support trustworthiness of the employees;
however, cannot mean the same. Assurance is defined as the knowledge to attract,
build trust and confidence whereas trustworthiness is directly related to the
characteristic of the personnel. Personnel oriented dimension revealed in this study can
discuss the quality of the service enabler from a wider perspective including certain
points discussed by mentioned scales and add further items e.g. trustworthiness of the
employees which comes first for customs services due to its association with legal

liabilities.
4.3. Service Oriented Dimension

The last dimension is named “Service Oriented” due to its references to service-
related aspects when marketing customs services. Adding a fresh perspective, this
dimension consists of three (3) second-order codes along with fourteen (14) first-order
codes inferred as a result of content analysis used in this research for semi-structured

interviews.

Three (3) second-order codes covered by service oriented dimension are quality
of customs process, services variety and value perception on customs services. These
aspects are quoted to determine service perception as well as the service quality both
in the marketing phase and during the actual performance of service rendering

(Gronroos, 1988).
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The first second-order code “Quality of customs process’ highlights the accuracy,
speed and traceability of customs processes since the customs related transactions are
subject to legal regulations and tariffs. Quality of customs process constitutes the
foundation of the partnership between service provider and the customer company
similar to what is proved with LSQ (e.g. accuracy of order, timeliness) and
SERVQUAL (e.g. reliability) scales within the literature throughout the history of
services quality principle. Especially in customs services, accuracy and speed are not
waivable due to certain sanctions for wrong or delayed transactions. Thus, service
providers are expected to act quick and in accordance with regulations. The second
second-order code “Services variety” represents the service range offered by the
customs services providers in an attempt to fulfil the needs of customers as much as
possible. These services are mainly logistics, documentation, accounting, consulting,
depot/entrepot, insurance and training for customers. Service providers are aware of
the importance of services variety that is highly appreciated by customers as they
ideally desire one name to contact for all services. The third one is called “Value
perception on customs services” and includes additional opportunities accompanying
the customs services, perceived contribution to the customer company, perceived
importance of the services provided, and valuable offer made by the service provider

when marketing his/her services.

Under service oriented dimension, three (3) second-order codes, fourteen (14)

first-order codes supported with two power quotations are shown in the tables below.
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Table 10 Service Oriented Dimension for Marketing Criteria: Quality of Customs

Process

Quality of Customs Process

Accuracy of customs
process:

Speed of customs
process:

Traceability of customs
process:

(P9): We need to hand
in the reports,
documents, etc.
requested by the
customer on time and as
requested without a
mistake.

(C5): I do not think we
can forgive the customs
broker if they make us
fall into a sanction due
to a mistake or make
transactions harder for
us.

(P6): The most
important thing for us in
customs offices is speed.

(C1): If there is delay on
due time, this is not
something that can be
forgiven, because we
are racing with time.

(P10): Thanks to this
online system, both the
customer
representatives and we
can track the progress
stages of the process.

(CS5): We should be able
to track down any kind
of information about
our goods with
transport or invoice
number.

Table 11 Service Oriented Dimension for Marketing Criteria: Services Variety

Services Variety

Accounting: Consulting: Depot/entrepot: | Documentation:
(P10): We (P6): We are (P1): Plus, we (P3): We have to
provide our providing the have a depot organize the
customers with | customer with all | and entrepot documents
customs, kinds of here, so we can | according to
logistics, and consultancy provide depot product correctly
public services. services. and send related
accountant papers.
services as a
package. (C10): It is (C6): After the (C7): We receive

important that tender, we export-import
they can provide | consider...servic | related document
us with es variety preparation
consultancy regarding support...
services. transport and

warehouse.
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Insurance: Logistics:

Training for
customers:

(P5): That's why
we provide all
services as a

(P1): I provide
customs and
transport services
package; for the customers.
insurance,
entrepot,

logistics.

(C9): I wish they
said, 'I'm
handling the
insurance, you
may buy it more
expensive, but [
can handle it'

(C2): They give
logistics service
additionally.

This service
would be more
useful.

(P9): Some of
the companies
we are working
with demand
training
sessions.

Table 12 Service Oriented Dimension for Marketing Criteria: Value Perception on

Customs Services

Value Perception on Customs Services

Additional opportunities:

Perceived contribution:

(P6): Therefore, the customer has
customized service,; they have an
indirect profit because we have
privileges with warehouses.

(C6): They could offer tax advantage
or transport-related advantages to
make us feel we are receiving
customized service.

(P7): If you work with professionals,
you can advance in this industry
quickly.

(C6): In foreign trade, customs
brokers are very important service
providers for us since they represent
the customer company regarding the
process with the state; their
contribution to the relationship is
vital.

Perceived importance:

Valuable offer:
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(P2): Customs brokerage services are
sine qua non regarding foreign trade.

(C6): Firms do not want to change
their customs brokers unless they
have had a big problem with them

(C6): They should market themselves
with offers related to price or
productivity.

(CS5): The broker may have deep
knowledge and experience but if they
do not market themselves with a

because the service and the valuable offer, other firms get ahead

relationship is too vital to change of them easily.

frequently.

Tables 10, 11 and 12 show service oriented dimension referring to service related
factors as a result of content analysis applied to semi-structured interviews. According
to the results, it is found that quality, variety and value perception of services provided
have a great impact on service provider choice and maintaining the business
relationship for longer periods. Both parties quoted that the quality of customs process
have the utmost importance regarding the business relationship continuity since the
service is the reason of building such B2B relationship. The accuracy, speed and
traceability of the service process have a decisive power over service quality and
perception as it can further be supported by SERVQUAL and LSQ scale items;
therefore, they contribute to marketing efforts acting as a reference for customers.
Other than quality, service providers and customer companies stated that the variety
of services provided is an attracting aspect since having services as much as possible
from a single service provider is ideal, eliminating unnecessary disintegration of
related services such as customs and logistics, which are almost inseparable. In
addition to logistics, customers quoted that they would appreciate if they could receive
accounting, consulting, depot/entrepot, insurance and training from the customs
services providers. Service provider companies have varying service dispersion. It is
found that big and medium-scale credible service providers have already acknowledge
this service integration concept and providing customs-related services within their
own body as much as possible whereas small-scale service providers are only focusing
on customs and consulting services. Lastly, service oriented capability dimension has
value perception codes which refers to value creation highlighting the importance of
the services given. Quotations put forward that there is a slight difference between

service providers and customer companies with regards to the significance attached to
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the services. Although service providers are aware of the vital effect of customs
services on customer companies since customs process plays a key role in foreign
trade, the same degree of awareness cannot be inferred for small-scale customer
companies only if they do not need customs-related transactions as frequent as medium
or big-scale companies do. Customer companies who need customs-related services
more frequent acknowledges the importance and contribution of the service as well as
the service provider choice.

While LSQ scale deals with services in terms of their timeliness, accuracy and
quality (Mentzer et al., 1999), SERVQUAL scale discusses them for their reliability,
in other words, whether the service is provided on due time and as expected
(Parasuraman et al., 1985). Although accuracy, speed and traceability factors are
similar to those of mentioned scales, service oriented dimension in customs services
marketing criteria explored further factors in relation to the customs services quality
and perception, e.g. services variety and value perception created along with them.
Moreover, the contribution by service oriented dimension can also be put forward with
the dyadic approach since existing scales solely focus on customers’ perspective on

the service provided.

4.4. Marketing Criteria Regarding Company, Personnel and Service Dimensions

A comprehensive literature review on B2B marketing in services environment
was made exclusively for customs services; however, it is found that there has been no
study researching the subject in question. Therefore, a major contribution to the
literature has been made by studying the marketing criteria for customs services
dyadically, from both providers’ and customer companies’ perspective, as it was aimed
in RQI and RQ2.

During this research on a vital services segment in terms of international trade
within the scope of logistics, many prominent studies shed light on forming the generic
marketing criteria for customs services. Items discovered beforehand within the scope
of services quality scales such as SERVQUAL and LSQ were benefitted to explore
marketing criteria dyadically from a B2B perspective during this research (Groénroos,
1988). Although some of the factors within the scope of marketing criteria found in
this study were similarly mentioned up to some extent before by many studies on
services marketing, logistics in particular (e.g. quality of contact personnel, accuracy

of order, timeliness, quality of information in LSQ and tangibles, reliability, empathy

54



in SERVQUAL), this study provides insight exclusively for customs services from a
different perspective since it was not discussed in addition to logistics but was put
emphasis on separately (Rafiq and Jaafar, 2007; Parasuraman et al., 1985).

The dimensions associated with certain first-order codes, which emerged as a
result of content analysis based on semi-structure interviews made dyadically, were
generated distinctively for customs environment by taking into account the reviews
from both parties engaging the service process. The dyadic approach adopted in this
study dominantly contributes to the service gap literature by revealing expectations
and perceptions of the customers receiving customs services in addition to the service
providers’ standpoint (Baki et al., 2009). It is obvious that no research carried out so
far has to-the-point benefit and/or solution for marketing customs services even if they
may provide insight. This shows that service quality items gathered from any service
provider and customer company do not necessarily reflects the marketing criteria in
general or for customs environment in particular.

The first-order codes obtained from both engaging parties were found to be
playing key role in terms of marketing; thus, were grouped into second-order codes to
reach out more generic dimensions as company, personnel and service oriented
capabilities for the sake of fulfilling the gap concerning customs services within the
scope of services and B2B marketing literature. All three dimensions seem to be core
to the way marketing works along with quality service perception by the customer
companies.

The results have similarities with Parasuraman (1988) discovering multiple-item
scale for measuring consumer perceptions on services as well as with Mentzer (1999)
putting forward a logistics service quality scale. However, in this study, previously
discovered items were put into different and more inclusive categories as company,
personnel and service capability which may have been touched previously within the
scope of capabilities literature. This study synthesizes those items with new ones as
well as grouping them distinctively for customs services from a broad perspective by
comparing service providers’ key marketing items with customer companies’ service
expectations and perceptions.

The findings related to marketing criteria can further be highlighted and supported
by Resource Based View (RBV) theory as discussed by Srivastava et al. (2001).
According to RBV, valuable, distinct, incomparable and unique resources are key for

companies to develop competitive advantage for the ultimate purpose of gaining
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superior performance. Since RBV speaks of almost all marketing aspects such as
operations, international business, customer relations, human resources etc., it can
simply address marketing criteria of any B2B environment. It can be inferred that
first-order codes represent resources/capabilities related to the service process as well
as having their genuine associations with the company, personnel and service
competences in customs services (Wernerfelt, 2004). Therefore, marketing criteria
discovered in this study undoubtedly unveils customs services-specific resources
within the scope of RBV when compared to previously studied scale items under
SERVQUAL and LSQ.

After skimming through the comparison with existing scales, the overall first-
order codes were discussed under their associated dimensions. This study’s key point
was processed on dimension basis to exhibit the very genuine nature of customs
services. By this way, remarkable attributes of customs services and service enablers
can evidently be definable. Marketing customs services can be applied by marketers
deservedly since the criteria explored will shed light on this much underestimated
service at academic level due to lack of exclusive consideration in logistics services
topic.

Lastly, after exploring RQ1 and RQ2, RQ3 on the comparison of the marketing
criteria by service providers and customer companies was explored as it can be seen
in the figure 9 below. The content analysis showed that there is a gap in the marketing
criteria when each part is handled separately. According to the figure 9, it can be
inferred that customer companies’ expectation on employee’s professionality,
solution-orientedness, innovativeness, relation network of the provider company and
valuable offer accompanying the services provided are not existing in the service
providers’ marketing criteria. When it comes to the service providers’ part, it can be
implied that customer companies do not put emphasis on accounting services in
particular as a package service provided by the service providers, certification and
knowledge power of the service provider company, employee’s ethics, respect gained
by the service provider company, trained personnel within the body of the service
provider company, services provided through partners since they take them for
granted, presentation materials used for marketing since they consider them as trivial,
and training offered by service provider companies for customers’ employees as

service providers do.
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Figure 9 Comparison of Marketing Criteria by Service Providers and Customer

Companies

Interface:
Accuracy of customs process,
Availability of Marketing Department,
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Communication

When all these factors examined, it is seen which dimension of capability is
associated with which attribute of customs services when services marketing is
concerned. B2B companies can strengthen their competitive power by means of
creating value with distinctive advantage and differentiation by integrating these
marketing criteria items into their marketing strategies to provide service and attract
customers better. It is assumed that marketing would serve better when customers’
service process expectations and perceptions are taken into consideration since they
are key audience to marketing efforts as well the service itself; there is no meaning

either providing or marketing services which would not satisfy customers at its best.
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CHAPTER 5
5. CONCLUSION

When today’s foreign trade activities are concerned, one of the most important
channel to growth and success is the customs services if they are performed accurately
on time by the right service provider in accordance with the business needs and
requirements based on line of business. Therefore, customs services providers are
obviously in need of marketing their services to new customer companies and
maintaining the existing B2B relationships in a professional manner. The key point of
marketing customs services which have that much of importance from both sides is to
be aware of their capabilities as well as the factors affecting their customers’

expectations and perception on service.

These capabilities and affecting factors are vital for B2B service providers since
services providing and marketing are completely different than goods procurement and
marketing. Furthermore, increasingly competitive market conditions force B2B
companies to differentiate their service as well as reaching premium standards with
value-added service offers (Menon et al., 1998). However, marketing criteria has not
been studied for customs services and service providers are not effectively using what
they already know based on their practical knowledge within the industry. In this
study, marketing criteria, which is vital for successful promotion and service
rendering, has been taken into consideration and thoroughly studied for B2B

companies providing customs services.

Determining marketing criteria can be highly effective for B2B service provider
according to the nature of service and target audience in order to gain competitive
advantage against competitors. Although being aware of marketing criteria specific to
the service provided is very important for achievement, there has not been a study

proposed exclusively for such an essential service, namely customs services.

In this study, customs services marketing criteria was listed by focusing on
customers’ expectations and perceptions and service providers’ existing capabilities
within B2B environment in Turkey, Izmir since emerging markets represent
significant role for world economy regarding foreign trade. As a result of qualitative

study carried out in this study, B2B marketing criteria was formed by taking into
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consideration existing literature on B2B services marketing. For this purpose, after a
thorough literature review, marketing criteria was listed for customs services by
applying content analysis to semi-structured interviews carried out with ten (10)
service providers and ten (10) customer companies. Listed factors were then grouped
into associated codes in accordance with their implications for. Lastly, these codes
were grouped into more generic dimensions in a way where one can focus on the
service process actor or phenomenon. Three genuine dimensions were created in
accordance with their relevance to the service provider company, employees working
in the service provider company and the service itself. The results put forward that
customs services marketing criteria taken into consideration by customers for service
provider choice can be different when compared to other services within B2B

environment.
5.1. Theoretical and Managerial Implications

Determining marketing criteria for customs services is critical to marketing
performance and has prominent theoretical implications as well as managerial.
Basically, this is the first study discovering marketing criteria dyadically for customs
services in an important developing market, Turkey, izmir, in B2B environment. In
this sense, this study makes valuable contribution to the literature and lead researchers
and market practitioners study customs services marketing in other economies.

Furthermore, even though services marketing, service quality and service
perception are common topics, customs services marketing has not drawn much
exclusive attention. This study will enlighten the academy and its literature by
discovering three dimensions of marketing criteria. Moreover, this study is the first to
analyse marketing criteria dyadically by taking into consideration the existing
capabilities of service providers and customer companies’ service expectations and
perceptions within the scope of B2B environment.

This study has managerial implications which could be highly beneficial for
marketers in customs services industry. Although importance of marketing in B2B
markets has  been  pointed out for previous research, B2B
managers still have not been aware of the key criteria to be promoted and considered
vital by the customer companies. Even though marketing has been recognized as a

valuable mean to highlight what service providers can offer for customer companies,
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specific focus is required for each service segment for the purpose of best
implementation and customer satisfaction.

With the help of marketing criteria dimensions found in this study as company,
personnel and service oriented dimensions, marketers can strategically draw a
marketing plan exclusive for customs services industry. It can also be beneficial for
recognizing cultural differences based on region or nation-wide; therefore, a country-
specific marketing plan can be formed for conformity. Service providers can highlight
their capabilities as well as taking into consideration the criteria pursued by customer
companies for the ultimate purpose of satisfying existing customers, attracting new
customers and expand their market share in today’s competitive environment.
Marketers can focus on their distinguished competences company-wide including the
personnel and service individually and position their existence within the industry at a

higher level in terms of recognition and reputation.
5.2. Limitations of the Study and Further Research Opportunities

This study has certain limitations which could also be utilized for further research.
In this study, ten (10) companies providing customs services and ten (10) customer
companies using customs services in Izmir were used as sample group. Further study
can carry out interviews with companies from various regions to reach comparative
results regarding marketing criteria.

Moreover, this study’s sample only consists of companies in Turkey, known as
one of the most significant emerging economies in terms of foreign trade. Further
research can focus on other economies either developing or developed.

The sample can also be deepened by moving the research area to overseas for the
purpose of comparing marketing criteria differences within customs services industry
due to its global nature. This may further reveal cultural and economic factors affecting
marketing criteria considered by customs services marketers and customer companies.

Another point for further studies to consider is sample companies’ scales.
Researchers may concentrate on the comparison of small, medium-scale companies
and large-scale companies marketing criteria since the structure, competence and
target customer portfolio may vary based on their scale. Focus group or weighted
average can be used for enriching results. Moreover, further studies can develop a scale
from this marketing criteria to be used for measuring expectation and perception in

customs services within the scope of B2B marketing.
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APPENDIX

A. Semi-structured Interview Questions for Companies Providing Customs

Services

Q1 | Which services do you provide to your customers?

Q1la) What are the services expected by your customers?

Q1b) Which services do your customers ask mainly?

Qlc) Do you think the services you provide matches the services customers

ask?

Q2 | How do you market your services?

Q2a) Do you have a marketing department or a certain team/group dealing
with marketing?

Q2b) How would you rate the importance of marketing department or main
marketing activities in terms of customs services?

Q2c) Which marketing strategies are emphasized when it comes to attracting
customers?

Q2d) How you determine the marketing strategy?

Q2e) Which criteria are you taking into consideration?

Q3 | Do you have other services in relation to customs procedures?

Q3a) Why do you think these services are not requested as much as main
customs services?

Q3Db) Is it because customers do not know about those services or they do not

need them?

Q4 | What marketing strategies are used in customs services industry?
Q4a) Do marketing strategies, reliability or customer portfolio vary from
provider to provider?

Q4b) Does your marketing strategy differ from customer to customer?

Q5 | What do you think about the criteria customers take into consideration while
choosing the provider for customs services?

Q5a) What are those factors?

Q6 | What do you think about the expectation of customers in terms of services,
communication and marketing?

Q6a) How would you rate customs services within the marketplace?
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Q6b) Do you think you can fulfil customers’ needs and expectations?
Q6¢) What are the feedbacks the customers give in terms of improving the

services?

Q7

What do you think about the marketing strategies used by the service
providers?

Q7a) How would you rate the appropriateness and satisfaction of existing
marketing strategies used by providers?

Q7b) Do you think all service providers place importance on marketing
strategies deservedly?

Q7c) What can be done to improve this industry in terms of marketing?

Q8

Do customs services differ from country to country?
Q8a) Do you think that there is a big difference among countries in terms of

service quality and marketing?

Q9

What do you think about the position of customs services in the marketplace?
Q9a) Do you think that this service is given same degree of importance by all
parties engaging?

QO9b) Do you think the customers consider this service and service providers
as important as you consider?

Q9c) How do the services you provide affect the customers’ businesses?

Q10

What do you think you could do to increase services variety and quality based

on customer feedbacks?

B. Semi-structured Interview Questions for Companies Receiving Customs

Services

Ql

What services do you benefit in terms of customs clearance process?
Qla) How many service providers do work with?

Q1b) Why?

Q2

How do you choose the service provider?

Q2a) What criteria do you considers while choosing?

Q2b) Do you consider the service providers who get in to contact with you or
do you search for yourself?

Q2c) How do you search for the service provider?
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Q2d) What would you expect to find in a service provider to work with?

Q3

Do you think customs clearance process is important?
Q3a) Do you think customs services provider choice is important?

Q3c) In what ways does this choice affect your business?

Q4

Which services were offered by the service provider?
Q4a) Which ones do you think you are receiving as promised?
Q4b) Which services do you think most important?

Q4c) How do you rate the services offered by the customs services providers?

Q5

What kind of marketing strategies do you expect from the service providers
in the overall process of the business?

Q5a) How should they contact with you and what should they offer to you?
Q5b) Do you think they should have a marketing department?

Q6

Do customs services providers satisfy your business’ needs?
Q6a) To what extent?
Q6b) Why and why not?

Q7

How long have you been working with your service provider?

Q7a) Have you ever changed your service provider?

Q7b) How many times and why?

Q7c¢) In what conditions do you consider changing your service provider?

Q7d) What services do you expect further?

Q8

What kind of improvements could be done by the service provider to maintain

or develop your partnership?

Q9

Do you think the services offered by the provider and the services you are
receiving correspond to each other?

Q9a) Are there any disappointments in terms of the service promised?

Q10

What would your advice be for the service providers in terms of service,

quality, or marketing activities?

69



C. Quotations for Each Dimension

Categories

Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Code

Recognition

Recognition

Recognition

Recognition

Recognition

Recognition

Recognition

Recognition

Recognition

Recognition

Second-order First-order

Code

Availability of
Marketing
Department

Availability of
Marketing
Department

Availability of
Marketing
Department

Availability of
Marketing
Department

Availability of
Marketing
Department

Availability of
Marketing
Department

Availability of
Marketing
Department

Availability of
Marketing
Department

Availability of
Marketing
Department

Availability of
Marketing
Department

P3

P4

P5

P6

P7

P9

P10

C1

C2

C3

Power Quotations

Because of this, our
marketing department go to
fairs and visit industrial
zones.

Our marketing department
study on how our portfolio
expands.

Marketing department
constitutes the core of this
company.

We have Business
Development and Marketing
department.

We have 1-2 women
working in the marketing
department

| am also working in the
marketing department

A marketing department is
an advantage for customs
services

Currently, we do not have a
marketing department

We have a 3-employee team
in the general directorate
including the executive
assistant and marketing
experts

We have a marketing
department in istanbul office
| am the regional manager of
sales and marketing

We have a marketing
department

Of course they have a
marketing department.
There has to be that
department so that they can
stand out and show me what
they provide to us.

| mean they have a

marketing department in
itself...

Exactly, they have to have a
marketing department.
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Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Recognition

Recognition

Recognition

Recognition

Recognition

Recognition

Recognition

Availability of
Marketing
Department

Availability of
Marketing
Department

Availability of
Marketing
Department

Availability of
Marketing
Department

Availability of
Marketing
Department

Availability of
Marketing
Department

Brand image

ca

c5

c7

C8

c9

C10

P4

They have a marketing
department.

Every firm must have a
marketing department.
Therefore, the firm
representative or the
customer representative
could visit and get the job
but having a marketing
department is a plus. There
should be a marketing
department separately.

| think they should have
marketing departments.
Marketing department is
necessary.

| do not think they must
have a marketing
department.

It is important for customs
brokers to have marketing
department in order to
present the existing service
properly.

| wish a customs broker had
a marketing department,
which is active.

Marketing department is
actually very important in
respect of both marketing
and business process.

We do not care if they have
a marketing department
The experience and
knowledge of the people we
are working with are more
important than the
marketing department

A company with a marketing
department creates a good
image, but it is not enough
Your brand name is first
things first.

When you visit a customer,
your brand name should be
something to be proud of.
Your brand is important.
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Company
Oriented

Capability
Company

Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Recognition

Recognition

Recognition

Recognition

Information
Management

Information
Management

Information
Management

Information
Management

Brand image

Brand image

Certification

Certification

P7

c9

P1

P1

Communication P1

Communication P2

Communication P4

Communication P5

You need to make a name
for your company.

The more they are known,
the more they have visibility
in the industry.

Customers require certain
documents to measure
customs brokerage'
reliability

The company asks for
certain documents to
confirm our trustworthiness

That's why technology and
communication is important
for me

We have company phone
lines for enabling customers
to reach us 24/7
Constantly, via e-mails and
these phone lines we
provide communication,
errr, we also receive mails
via these lines

Automatic e-mails are sent
to customers regarding our
declaration information as
soon as the customs
declaration is registered.
We have a mobile customs
application system as an
additional communication
means.

As more communication
channels are involved,
attracting customers is
becoming easier.

You need to support the
customer via phone,
WhatsApp, etc. when s/he
needs you.

We have online services

If the customer has
integration; they can reach
all information in e-
environments with a
password.

We have a webpage as a
communication channel.
You need to provide
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Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Information
Management

Information
Management

Information
Management

Information
Management

Information
Management

Information
Management

Information
Management

Communication

Communication P10

Communication

Communication

Communication

Communication

Communication

P9

C3

ca

Cé

c7

information where and
when needed.

We have automated mails
for easy communication

We are providing our
customer companies with
phones

After we mutually agree on
working conditions, we carry
out our communications
with the help of
technological systems
Throughout the day, we
receive numberless emails
and respond these emails,
likewise the phone calls

Yes we are very satisfied
with the company's
communication channels
and communication
capacity.

It goes as it is promised from
the beginning; | can access
them immediately.

They are so active on
communication with
customers.

Firstly, they have to send an
informative mail to
introduce themselves. Then,
they have to call.

Every declaration they
approve comes to my e-mail;
we provide communication
by e-mails.

Trying to communicate with
us via phone is a bit odd.

The most effective
communication is office
visits, telephone dialogs, and
e-mails.

| can get any kind of
information or help
whenever | want by means
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Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Information
Management

Information
Management

Information
Management

Information
Management

Recognition

Recognition

Communication

Communication

Communication

Communication

Corporate
Structure

Corporate
Structure

C8

C9

C10

P1

P10

C8

of telephone or e-mail in a
short time

Expanding communication
area and means as well as
holding ordinary
coordination meetings with
customer representatives to
show the attention given is
important.

It is important to have
related customer
representative who
communicates with the
company by visiting or
contacting via phone about
the issues emerged.
Communication. They were
not answering; they turned
me back so late.

When | ask regulations, they
answer me quickly; | have no
problem in communication.
The firm | work with has a
good communication.

They need to respond
quickly when we call them
Face to face communication,
attitude, which builds trust
and transparency of orders,
are important...

It's important whether |
could inform my customer
appropriately or not

We have an institutional
structure because we care
about our business and we
can see the difference it
makes in terms of prestige,
in the perspective of our
customers when we visit
them

We expect our customs
broker to expand its expert
personnel in order to speed
up and correct transactions,
directly share information
clearly, and work on
improvements to build up a
corporate identity.
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Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Recognition

Recognition

Recognition

Recognition

Recognition

Customer
Reference

Customer
Reference

Customer
Reference

Customer
Reference

Customer
Reference

P1

P3

P4

P5

P7

People know us wherever
we go, people tell one
another, that is why we do
not have any problem in
marketing.

Reference and
trustworthiness are widely
taken into consideration by
customers while choosing
the provider.

In our industry, especially,
the reference is very
important.

It is because, our marketing
activities are completely
reference-driven and
customers are advising us to
their partners or friends in
the industry.

These are important
references for us.

Upon reference, if you are
able to get an appointment
with the customer...

We use references for visits
References of customs
broker firms become
prominent.

Your references should be
strong.

References you have are the
key points regarding your
business.

Such as our references, we
apply these kind of
strategies for marketing
activities.

We have references,
customers may call them
The method is to get an
appointment, referencing
existing customers or close
partners

The reference is important in
our industry

You need to be shown as a
good reference in the
industry
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Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Recognition

Recognition

Recognition

Recognition

Customer
Reference

Customer
Reference

Customer
Reference

Customer
Reference

P8

P9

C1

C2

The reference is also a
marketing method...
Because customer firms
know each other, they give
recommendations to one
another for provider firms
related to transactions.
Moreover, our firms' making
references to other firms, |
think that is the most
powerful way.

“We are really satisfied, we
recommend you to our
partners” kind of references
by customers are
exceedingly efficient.

As | said, they give
references to each other or

Customer reference is
actually something like our
marketing method in an
indirect way.

We are like marketing
ourselves by customer
reference without getting in
too much.

If you are working with many
customers and keeping them
happy, you attract the other
companies as well

| consulted to them through
outfitter firm that does
exporting to find out which
firm to work with.

They directed us to istanbul.
| will go with the reference
first...

That is why, all of the
reasons | said earlier are in
the reference.

If they are professional then
| can go with the reference.
The reference is more
important.

Even if there is a firm from
izmir that gives lower price, |
will not work them if they
have bad references.
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Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Recognition

Recognition

Recognition

Recognition

Recognition

Recognition

Customer

Reference c3
C

ustomer 6
Reference
C

ustomer c7
Reference
C

ustomer s
Reference
C

ustomer 9
Reference
Customer c10
Reference

The reference does affect us,
of course.

| think the best marketing
strategies are customer
reference and their network.
Best marketing tool is the
existing customers and
partner companies they are
working in collaboration in
the field such as transport
and entrepot companies.
References and
presentations will be
effective, | believe.

Word of mouth marketing
strategy is beneficial for
customs brokers, | believe.

| do not know why but |
think the best marketing
strategy for customs brokers
is word of mouth.

If | feel pleased with their
service, | would go and tell
someone else and it would
spread.

We carry out preliminary
market research for customs
brokers according to the
references from the
companies we are working
with.

When their personnel are
trustable and if their
references are good, | prefer
working with the logistics
firms than customs brokers.
| find it through references,
but | mean, | look for these
references.

We make interviews with
companies both through
reference and quotation
This company had good
references...

They had good references
This is one of the best
companies in Izmir according
to references
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Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Recognition

Recognition

Power

Power

Power

Power

Internet
Advertising

Internet
Advertising

Knowledge
Power

Knowledge
Power

Legal Power

Legal Power

P8

C3

P1

P4

P1

P4

The most important way of
marketing, | mean the most
distinctive way is Internet.
The more you go up in
Google's page, the more
chance you have to make
more customer portfolios.

There is, yes, they send their
e-mail addresses. | mean
they advertise themselves.

Because the customs broker
is the person who knows
every details about the
customer company and
carries out procedures on
behalf of its customers

Our officials have deep
knowledge in regulations
because the state requires
so.

Because customs brokers are
somehow your honesty, it's
like you give your identity
Because you give power of
attorney and make those
people authorized on behalf
of you to carry out any kind
of customs procedures
According to the power of
attorney the company gives
me, | become authorized to
carry out customs
procedures on behalf of the
company

Then, if the company has a
registration at Exporters
Association, we deal with
their membership an carry
out their transactions on
behalf of them

Both parties' legal power
create more
trustworthiness.

Both firms' trust to each
other is important because
exporter/importers give
other personnel to the
power of attorney.

No one gives you such kind
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Company
Oriented Power Legal Power P5
Capability

Company
Oriented Power Legal Power P6
Capability

Company
Oriented Power Legal Power P7
Capability

Company
Oriented Power Legal Power P9
Capability

of power of attorney
without mutual trust.

When customer are subject
to a sanction, customs
brokers also are subject to
the same sanction because
of their legal responsibility.
The customer gives you a
power of attorney for a
period of time

Some customers trust us so
much that they provide us
with an indefinite power of
attorney

The customer has a limitless
trust on us and they decide
to give all their customs
works to us and give us
authorization

You can learn all kinds of
information about the
companies from the
Exporter's Association or the
Customs Brokers
Association; you have
superior power on their
confident information

The customer companies are
handing us all kind of
important and legal
documents, so their trust is
important

There are sanctions in
customs brokerage industry
depending on misuse of legal
power

In Turkey, the customs
brokerage can be performed
by the authorization of the
government.

We are capable of getting
the permissions required for
importing and exporting, on
behalf of our customers
There are official
statements, legislations and
regulations in customs rules;
you need to have legal
power to carry out
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Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Power Legal Power

Power Legal Power

Recognition Presentation
g Materials

Recognition Presentation
& Materials

Recognition Relationship
g Network

Recognition Relationship
g Network

C2

C9

P1

P8

c7

Cé

transactions

We are the first company in
Turkey to initiate authorized
customs brokerage

There can be some problems
in customs but they use their
legal power and fix the
problems.

They contact ministry of
customs on behalf of me
because they have legal
power over transactions.
According to the service
demanded from us |
definitely bring an
introduction booklet with
me for the customer
Accordingly, when
necessary, we pay visits with
our laptops or computers
We had marketers prepare
publicity logos and files for
our company.

We had marketers print
brochures.

We send these brochures to
customer firms by cargo or
we check the customer
satisfaction by carrying out
surveys.

However, thanks to the
experience of our customs
service provider and their
close relationship with
related agency, we managed
to get extra time and
withdrew our goods without
paying any fine.

Other than customer
reference, it is important to
attend events by exporters'
association and some
chambers and make a
trustworthy impression by
meeting with related people
at the event.

| think the best marketing
strategies are customer
reference and their network.
It is also important to
maintain a good relationship
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Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Recognition  Respect

Industrial
Power

network

Industrial
Power

network

Industrial
Power

network

Industrial
Power

network

Industrial
Power

network
Information  Technological

Management adaptation

P4

P3

c7

P3

P4

P5

P1

with transport/forwarder
companies to have good
reference.

Best marketing tool is the
existing customers and
partner companies they are
working in collaboration in
the field such as transport
and entrepot companies.
Transport companies are
good reference for customs
brokers.

My customer firms respect
me and quality of my firm's
services, so we have a good
relationship

We are capable of carrying
out transactions in all
customs bureaus in izmir
and in all affiliated customs
offices.

The fact that they have a
good network with agencies
and customs authorities
make them preferable
because then they have
power over transactions.
Because of this, our
marketing department go to
fairs and visit industrial
zones.

Marketing is to build a
relationship with firms.

We build network with
logistics companies as well.
These are also expected and
asked by customers because
if they need customs
services, then they will need
logistics, insurance and
entrepot services as well.
We use e-archive

That's why technology and
communication is important
for me

| register declarations in an
electronic environment and
it instantly falls into customs
system

Technology is very important



Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Information  Technological
Management adaptation

Information  Technological
Management adaptation

Information  Technological
Management adaptation

Information  Technological
Management adaptation

Information  Technological
Management adaptation

Information  Technological
Management adaptation

P2

P3

P4

P5

P6

P7

Barsan uses its own system
We have systems called
Barpot, Barsist

I mean | can use of each
aspect of technology

Yes, we have a database
bought by our firm.
We have a database.

In addition, all of our
transactions are recorded on
system.

All the time we are adjusting
our systems to theirs.

We have databases and
relevant technologies
related to customs
procedures.

We have our own
technology.

We have finance database
system and software.

We have every equipment-
technology that a customer
may need related to
customes.

Our finance studies and
applications are strong.
Communication and
technology is the leading
distinguishing factors in our
industry.

Technology and the service
supported by technology is
very important.

We have a system; | mean
software for customs
processes.

We have brand new tech
equipment

We keep pace with the
technology

Technological systems
require an IT department
and this is expensive.
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Oriented Information  Technological
Capability Management adaptation
g?g::endy Information  Technological
Capability Management adaptation
g(:g::endy Information  Technological
Capability Management adaptation

P8

P9

P10

We had developers to design
our web-site.

However, of course, in this,
the web site has a lot of
importance.

Generally, the medium and
little sized firms care about
the website more.

We have our own software
We are working with
customers who are carrying
out their business on ACP
system

We have been working with
e-archive system since
December, 2013

We have an online platform
called xweb, where the
customers get any
information they need

The automation and
technology has now
completely entered our lives
Previously, the applications
used to be written by hand;
now, we are sending online
applications in single
window model

We developed a system
called 'e-mobile’

Our customers can track
their transactions on their
phones 24/7 by downloading
the application called 'X'
from Google market for iOS
and Android

We invested in our IT
services approximately 4,000
TL

We are using the same IT
investment as Turkcell

We provide our customers
with a web-based tracking
system

Thanks to this online system,
both the customer
representatives and we can
track the progress stages of
the process

Our colleagues working at IT
department are providing us
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Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Information
Management

Information
Management

Information
Management

Information
Management

Geographical
Accessibility

Technological
adaptation

Technological
adaptation

Technological
adaptation

Technological
adaptation

Through own
branches

C3

C4

c5

P4

P1

with reports

The system that we are
currently using and is
integrated with our
customers’ is not used by
the most of the companies
in our industry

There are more than 2000
customs brokerage company
in this industry, and they are
way behind the
technological developments

They have a software that
they use and recommend...
They have their own
systems.

They have advance
technologically.

For example, there is a
software that the customs
brokerage firm is connected
to our system.

That is right, they have
technological support.
They should provide
technological support...

| would expect more
technological support and
thus, fastness.

We are a firm having a
strong database for reaching
each of our customers
special needs one by one.
We have depot in Kisikkdy.
Our branches spreaded
across the world.

We are a firm giving service
with its self-owned offices
across the world.

We have offices in each
location where customs
procedures are carried out.
| have offices in each
location.

We have depots in each
location where customs
procedures are carried out,
including abroad offices.
When we visit customers for

84



Company
Oriented
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Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Geographical
Accessibility

Geographical
Accessibility

Geographical
Accessibility

Geographical

Accessibility

Geographical
Accessibility

Through own
branches

Through own
branches

Through own
branches

Through own
branches

Through own
branches

P2

P4

P6

P9

P10

marketing/sales purposes,
branches are one of the
most important/primary
services we provide, this is
important.

These branches provide a
significant advantage
Well, you know we are a
rooted company in various
locations and has been
providing service for years.

Our centre is in Alsancak.
| work in Gaziemir branch.
We also have a branch in
istanbul.

We are carrying out studies
related to three region
about new offices.

| have been working at this
customs office in Alsancak
for three years

There is another office in
Adnan Menderes Airport
The rotation continues from
Aliaga office to Adnan
Menderes office, Free Zone
office, Alsancak Port, etc.

4 people are working at
Alsancak office in Izmir
There are 3 people working
at Aliaga customs office

| am working alone at Adnan
Menderes customs office

We have a marketing
department in istanbul office
We have branches in almost
every province

We have an operation team
in Antep as well

We have a branch for
overseas logistics

We have approximately 50
branches all around Turkey
We have 50-70 branches

We have branches in Antep,
Iskenderun, Mersin, Istanbul,
etc.
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Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Company
Oriented
Capability

Geographical
Accessibility

Geographical
Accessibility

Geographical
Accessibility

Geographical
Accessibility

Geographical
Accessibility

Geographical
Accessibility

Through own
branches

Through own
branches

Through own
branches

Through own
branches

Through own
branches

Through own
branches

C1

C2

c5

Cé

c7

Cc8

The other big companies
using intermediaries to carry
out operations in Antep,
Iskenderun, Mersin or
Istanbul, but we don't; we
have our own branches
there

Because they have a branch
in izmir too...

The firm in Mersin we work
with has a branch in
Gaziantep.

They have a branch in
Basgpinar, | mean in Baspinar
Organized Industrial Zone.
The one in istanbul is taking
care of logistics.

The one in Mersin is taking
care of only customs
transactions.

Since we are carrying out
projects across Turkey, we
prefer customs brokers who
have more branches.

We prefer to receive
customs services from this
customs broker in istanbul
due to location for export
and import, and because this
broker is an expert in terms
of FMCG, i.e. Fast-moving
consumption goods.

We are working with 2
different customs brokers
due to geographical
deficiency.

We are working with 2
different customs brokers
due to branch deficiency.
The one we work with
frequently is in Izmir.

Our second customs broker
is in Mersin. For materials
from Cyprus, we work with
them.

For export-import
procedures, we are working
with various customs
brokers according to their
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Oriented
Capability

Company
Oriented
Capability

Company
Oriented
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expertise from various
locations.

The customs broker that |
work with have many
branches, like in izmir,
istanbul, Ankara, Bursa... It is
a big company.

Now | work with about four
different firms concerning
regions.

The branches of the firm is
important.

We are working in 3
different regions, so we are
working with 3 customs
companies since they do not
have branches where we
need.

We are working with
different customs brokers in
Izmir and Mersin

It is important that they
have an office in Istanbul

It is important that the
customs company in lzmir
has an office in Mersin as
well

They should have offices to
provide customs services in
all customs areas we are
working

| think their best marketing
method is being close to the
area.

We work together with our
partners in istanbul, Ankara,
Mersin, iskenderun and
Antalya.

If the customers say that |
need to perform customs
duties in Iraq, | can provide
service to my customers via
my rented fleet (rented
transportation)

Or, for marine
transportation, since | don’t
own any ship, | can provide
service to my customers by
contacting certain lines such
as MSC, ZIM, Hapag-Lloyd
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We provide services as a
forwarder regarding air and
sea transport because we
don’t own any plane or ship

Or, for marine
transportation, since | don’t
own any ship, | can provide
service to my customers by
contacting certain lines such
as MSC, ZIM, Hapag-Lloyd
When we can’t reach the
point with our self-owned
vehicles, we use our rented
vehicle fleet and provide the
service

If you visit customers with
thorough knowledge and
uptodate information, it is
your gain.

Our personnel makes
presentations regarding
customs,and related
informations to the
customers.

| remind myself to the
companies we are not
currently working with by
paying visits

If there is a proper
environment for
presentation or if the
customer wants me to
present my services, | give a
presentation

During visits, begining with
establishment, we give
information to the customer
to the extent they require
Usually, | carry out
marketing activities by
myself by visiting customers
Marketing network should
be working constantly.

We need to have a
competitive advantage
among other firms.

We have to be one-step
ahead of our competitors.
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Generally, we try to carry
out marketing activities by
arranging appointments,
either it could be written as
an e-mail or verbal or face-
to-face.

We arrange visits for existing
customers and carry our
market research.

When you go to a customer,
you tell about your company
background and present
your core power

The customer
representatives and the staff
working in marketing
department meet with
customer firm’'s
representatives personally,
after that, they ask for an
appointment. These visits
are more important for
advertisement.
Nevertheless, for bigger
companies, we pay visits to
their offices for introducing
ourselves.

They can pay visits to
customers for marketing
purposes.

The first meeting is always
carried out face to face to
introduce our company

We are visiting customer
companies and delivering
presentations regarding our
company and provided
services

Marketing by going, one-to-
one.

| think they should not be in
their office all the time; they
should be active with the
clients. They could visit 10
people in a day.

They should visit their clients
more often.

| suggest them to get out of
their offices, get more
informed about the market
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and ask clients how they are
doing.

As you said, marketing and
visiting the customer are
important. It would be
better, if they existed.

The marketing strategies are
to be determined face to
face

We expect them to come to
our company for a meeting
together with their experts
in sales and marketing

| am the manager of X
department; we have
customized groups per
customer company.

We have a team to discuss
and assess new legislations;
and this is one of the most
customized services we
provide our customers with
We are employing specially
selected teams for our VIP
customers

If customer representatives
get more active and pay
special attention, the
process gets better.

Group chief and customer
representatives should be
crowded to give special
attention to customers.

It is important to have
related customer
representative who
communicates with the
company by visiting or
contacting via phone about
the issues emerged.

We want customs broker to
care our business personally
therefore, interpret
regulation changes
beforehand and inform us
regarding both positive and
negative effects of such
change.
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The reason why we have not
given up this customs broker
is that we can reach them
anytime and they do their
best for us; we receive
customized service.

We expect sensitivity,
special care, network,
solution-orientedness and
fastness.

Most of the time, they make
everything all right in a short
time by intermediating when
we have a problem with
agencies.

Expanding communication
area and means as well as
holding ordinary
coordination meetings with
customer representatives to
show the attention given is
important.

Document tracking and
client tracking are so weak.

The information provided
through emails or phone is
not enough for us because
we need the service
customized.

That is why | emphasize the
importance of preparation,
correct communication,
correct guidance and
attention to customer one
by one.

They can take care of your
documents privately.

According to the demand by
the customer, we accelerate
the system by making
necessary warnings related
to the system or customs
procedures

Our actions depend on what
the customers want from us
Because | need to provide
service in parallel with my
customer company's
interests
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If the company requires
transport services, | also
organize these transport
services according to the
customer demand either by
truck, ship or etc.

Expectations of the
customer and service given
by us should match.

In order to be one-step
ahead of our competitors,
we need to take into
consideration our
customers' expectations.
We can help our customers
about logistics.

We help our customers as
much as we can.

When customers ask for
logistics services, we lead
them to good logistics
companies; we help them by
giving necessary info.

We direct our customers to
the logistics companies we
trust and our customer can
receive healthy, smooth
service.

| guide my customer to a
logistics firm.

We have to fulfil any
demand from the customers.

Whatever the customer
requires, we immediately
discuss it with our
chairperson and adapt our
database accordingly, we are
so responsive in this
manner.

Upon customer request and
requirements, we meet with
ministries and discuss the
subject.

In fact, it is important to
provide services as a
package from the
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perspective of the
customers’ requirements.

We need to respond the
customer's requests quickly

They come up with a
personalized solution to our

special needs in limited time.

| need to get answer, they
have to be practical, and |
can say they are.

Because they know you,
your special requirements.
In addition, they know what
your problems are.
However, if you look at
standards, mine is a very
good customs office. They
fulfil our needs and
requirements.

During that time, they
finance me, which is a plus
for me.

In FOB loadings, the
transportation between port
and factory is on me, | have
the customs office carry out
this process for me. This is
extra.

Due to our special
requirements, we agreed to
work with a second customs
broker.

For service providers, a
tender is announced from
the global centre and the
service providers satisfying
special requirements can
join the tender.

The only thing to be
developed by the customs
brokers is to present a
project to improve the
overall process in order to
be responsive for
requirements and reduce
cost.
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For transactions that are
more complex and extra
care, we agreed with a
second customs broker, Bor,
as | said before.

In all our jobs, we are very
selfless and delicate.

Our personnel follows the
customers, regularly, they
call them and contact them.
From dialogs to
communication, | mean, we
assign a representative for
each customer.

We try to adopt our best
approach.

We may consider changing
our customs broker in case
the customs broker is
careless about profitable and
important subjects, makes
mistakes causing damage to
us, does not have related
information about the
related product, does not
follow changes and
developments, and does not
improve its service quality.
Person is important, yes. The
person’s attitude determine
the service quality.

The people | work with now
slacked my operation off too
much. Therefore, | did not
work with the branch there,
Istanbul branch.

However, there were things
promised but not done; this
is a bad attitude.

However, they are like, 'let
sleeping dogs lie', 'l do my
job for which I'm needed." 'If
they ask me extra questions,
| answer but not in detail.'
'Oh, do not bother me'

| got such a penalty, it
affected me. This showed
me my customs broker's
attitude towards me. The
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attitude was that "'l am so
busy, | forgot to tell it to

you".

We are working in the
framework of ethical
policies.

We cut our business with
some companies carrying
out business we deemed
undue

We are an ethical company
When we first visit a
company, the important
thing is frankness comes
from personnel; so attitude
of the personnel is very
important.

If you cannot get that
sincere feeling then you
cannot agree with the
company.

Personnel frankness is
essential.

Personnel's style, speaking
frankly, attitude, etc. are
very important.

It is important to act frankly
when you visit to the
customer.

The customer wants to rely
on the customs personnel to
handle all procedures
relevant to the customs
services; they expect
frankness and wise attitude.
Personnel, | mean, staff’s
frank attitude is very
important.

When the customs broker
makes a mistake, they
should be able to tell it
frankly, so that an action can
be taken, and bigger issues
can be prevented.

Saying you made a mistake is
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also an indicator of honesty,
in fact, you trust the firm
more when they admit it.

The personnel should be
properly dressed,
presentable and well
behaved.

They should have a broad
vision.

They could be more
institutive, professional +
helpful.

It is important that the
personnel is professional.
They have to be practical
and have a professional
team.

We trust ourselves
We are sure of ourselves

Personnel has to be
experienced and practical,
should not be passive but
confident.

The personnel are
communicative and
confident.

The quality of
communication and
respecting their own job is
very important.

They should convert
negative situations into a
solution; they should adopt
a solution-oriented
behaviour.

Managers should act
solution-oriented.

Rather than making
difficulties and being strict,
they are solution-oriented.
| think personnel's
experience, solution-
orientedness and wide
network are important.
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In import and export
operations, problems should
be solved quickly; they
should behave solution-
oriented

The customs companies
have good relations with
agencies; which is important
in solving the problems that
we cannot

The important thing is
whether the customs
company is focused on
problem solving

Reliability of the personnel
and the company is
important

Of course, trustworthiness is
very important

The most important aspect
in this industry is
trustworthiness

| mean, the customer
company needs to trust my
personnel, my company
That's why there are services
in this industry based on
feelings, attitude, and
promises

Trustworthiness of the
personnel is very important
in our industry.

| mean, trusting the
personnel is very important
here.

That's why trustworthiness
needs to come first.

All transactions should be
carried out within the
framework of honesty
between personnel and the
customer.

The customer companies
need to trust the personnel’s
approach

If they do not like your
attitude and trust you, they
will not make business with
you

The trust is our priority and
it depends on personnel.
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In the customs industry, the
rightest method for the
customs officer is to behave
well and gain trust.

As | said, the trust is very
important.

Trust is the key point here
and it is understood by
personnel's approach.

One of the most ignored
point is honesty when a
mistake occurs.

If they say that they have
made a mistake, it means
they do not want to behave
unjustly towards you.
Customs brokers need to
behave to build trust and
show that they are working
on improvements about
costs and price.

It is very important for a
customs broker to build trust
in time.

Because the process of
getting to know and trusting
each other may be
problematic and expensive.
My second preference is
reliability, which is
determined by behaviour.

If the customs broker makes
use of you, it is the end of
the relationship.

If there is something they do
not know, they say 'we don't
know’, but then they ask it
someone else, learn it and
inform me; they are frank
and honest.

They should be well meant,
honest and think that way 'If
| improve my client's job, my
job will be improved, too.
Face to face communication,
attitude that builds trust and
transparency are
important...

We give importance to the
expertise and
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trustworthiness of the
people...

Customs brokers are
authorized signatories for
declarations

They are the masters of
customs procedures

For us, | can say that we
have a number of deputy
customs brokers, | mean, we
have a team of deputies and
brokers who are competent
to carry out customs
procedures

They have A certificate in
customs

We have a number of
deputy customs brokers, in
other words, our team who
carry out customs
procedures consists of
expert customs brokers and
deputy customs brokers
That's why the knowledge
and experience of the
personnel is quite important
Customs brokers are
authorized to sign customs
declarations, they have A
certificate

| got education, relevant
trainings, and certificates to
carry out customs
procedures.

| have been doing this job
since | was 20 years old.

Let me tell this, we are
specialized and very good in
various industries.

We are very good in the
matters of permissions, test
reports, standards,
markings, labelling of
Ministry of Economy for
toys.

Apart from that, we are very
good and dominant in LBD
and EMC low voltage and
high voltage directives of the
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Ministry of Science, Industry,
and Technology administer.

Personnel expertise also
brings quality of service
together.

We can say to the customer,
"If you work with us, you can
benefit from our expertise
and competence".

With more qualified
personnel and focus, you can
provide service better.

| have been doing this job for
years, | am 41 years old and |
guess | have enough
experience.

| am working in a big and
rooted company, we have
qualified employees

What | do is to trust my
company and my team's
competence

| am planning to employ
more employees that are
qualified since we are
growing.

| worked in X as a customs
broker for 6 years; | can say
that experience is very
important.

We have I1SO 9001, ISO
27001, and other quality
certificates

| have been working here for
16 years; experience is
important.

Expertise is very important
We are also the first
company in Turkey to get
the certificate on authorized
customs brokerage
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If there is a problem, the
personnel will solve it
promptly due to their
competence.

And they have to be
competent in their jobs.

Of course, the expertise and
experience of the personnel
is so important.

| look for the capacity of
customs office, | mean
whether the staff is
competent enough.

If the customs broker firm
visits customers as 4 people,
those people should be
experts.

| can frankly say that we
expect to see a team of
experts.

Personnel should speak
foreign languages, have
deep knowledge in
regulations, and be able to
tell it.

Personnel should be
educated.

Customs brokers hire
personnel just because they
know the regulations, but it
is not that simple; they
should have experience.
Experience is very
important.

We choose firms who have
made their name and
become known because in
our industry, experience is
very important.

We prefer to receive
customs services from this
customs broker in istanbul
due to location for export
and import, and because this
broker is an expert in terms
of FMCG, i.e. Fast-moving
consumption goods.

After the tender, we
consider price as well as
service facilities and the
experience, services variety
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regarding transport and
warehouse.

| think personnel's
experience, solution-
orientedness and wide
network are important.
However, thanks to the
experience of our customs
service provider and their
close relationship with
related agency, we managed
to get extra time and
withdrew our goods without
paying any fine.

If our customs broker were
inexperienced, we would
have had to pay the fine.
For export-import
procedures, we are working
with various customs
brokers according to their
expertise from various
locations.

In order to improve service
quality, they have to recruit
a team consisting of
personnel having expertise
and knowledge in the
industry.

After a general evaluation
based on expertise of the
customs broker, competence
of personnel, authority of
the personnel, we contact
proper candidates and start
working with them.

Since each product is
subjected to different
transactions within the
regulation, it is highly crucial
to have related personnel
expert in such transactions.
They should be master about
their laws and my product to
be exported.

There are head managers
who have a good command
of subject.
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We give importance to the
expertise and
trustworthiness of the
people...

As long as you trust the
knowledge and experience
of the people...

The customs company
should be competent in
terms of information and
offering solutions,

The experience and
knowledge of the people we
are working with are more
important...

The experience and
knowledge of the people we
are working with are more
important than the
marketing department
Employees could present
more attractive projects to
prove they pay attention to
our business. They could be
more innovative.

They should be innovative,
speak English, and have a
dynamic characteristic.
That's why the knowledge
and experience of the
personnel is quite important
They have full knowledge of
regulations

We have enough knowledge
in customs and logistics.
When | visit the customer, |
should be able to give
proper answer for any
guestion immediately.
Marketing strategies are
based on regulations,
knowledge.

We need to market
ourselves in parallel with
wide angles such as foreign
trade law knowledge.

We have to know the
customs law very well

| can answer the customer's
questions about this job
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quickly and come up with a
solution.

Our personnel in customs
should have a
comprehensive knowledge.
You need to go to the
customer with personnel
who have deep knowledge.
How much the customs
service provider knows the
subject is important.

The personnel knows the
regulations well.

Due to they follow the
regulation well, they can
complete transactions
correctly.

I mean | care about the
counsellor’s knowledge and
experience.

The people who had studied
and become a customs
broker are generally more
knowledgeable, generally we
pay attention to this.
Customs brokers who does
not do their job accurately
and does not know enough
knowledge, may damage
your business.

The ones who have deep
knowledge makes your
transactions easier.

The knowledge of the team
and their capacity of taking
responsibilities is very
important.

If you notice the customs
broker's lack of knowledge,
then it is the second reason
to end your relationship.
As long as you trust the
knowledge and experience
of the people...

The customs company
should be competent in
terms of information and
offering solutions,

The experience and
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Customized
Attention

Customized
Attention

Open for p1
improvement

F)pen for s
improvement
Preliminary
Reserach P2
Preliminary
Reserach P4
Preliminary
Reserach P>
Preliminary
Reserach P6

knowledge of the people we
are working with are more
important...

The experience and
knowledge of the people we
are working with are more
important than the
marketing department

Because | need to develop
myself, | do my own
marketing activities

We expect our customs
broker to expand its expert
personnel in order to speed
up and correct transactions,
directly share information
clearly, and work on
improvements to build up a
corporate identity.

As | said before, | do search
about customers before |
visit them.

| do search about their
feasibility studies.

| do feasibility study about
the customer again by
myself.

Before visiting a customer, |
do carry out feasibility
studies about the customer.
| evaluate the customer
company's infrastructure.

| do research about their
activity field and focus.

We have marketing activities
on what can we give to our
customers beyond other
customs brokers or

how can we jump into the
first alternative place for the
company.

First, we do market research.

After market research, we
evaluate potential customer
companies and call them
accordingly.

Big customer companies
may require bigger
marketing teams including
our customs brokers as well;
therefore, we carry out
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Customized
Attention

Customized
Attention

Customized
Attention

Customized
Attention

Customized
Attention

Preliminary
Reserach

Preliminary
Reserach

Preliminary
Reserach

Satisfaction
Feedback

Satisfaction
Feedback

P9

ca

P8

bigger marketing activities
for these companies
strategically

If | cannot satisfy the
customer, there is no sense
to visit the customer and
take their time.

| do search about what this
customer would expect from
us.

Marketing strategies may
vary from customer to
customer according to their
line of business.

It is quite important to know
what the company you are
working with is doing in
detail and to complete all
the procedures without any
mistake; so you need to pay
attention to their business
They have to know the job |
do...They should give
attention to my business.

If a customs office goes to a
firm for introducing their
services, first, they have to
know the capacity of the
firm, what they do and its
products.

The customer satisfaction is
first things first; we try to
give the best suitable
attention.

Generally, the customer
expects the best service and
attention in all aspects.

We visit the firms we work
with monthly to check their
satisfaction...

We send these brochures to
customer firms by cargo or
we check the customer
satisfaction by carrying out
surveys.

Marketing, customers'
feedback on satisfaction,
and visits are important.
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Customized
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Customized
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Customized
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Customized
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Customized
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Customized
Attention

Customized
Attention

Special Bond

Special Bond

Special Bond

Supporting

Supporting

Supporting

Supporting

Supporting

P10

P8

c2

P8

P10

c9

C10

C9

We are organizing business
development meetings in
every 1-2 months to show
our special care

As | said, by maintaining a
good dialog with marketing
managers, customer
representatives, we help
them in business and private
lives, in every subject; this
makes them look for us
automatically.

We make little organizations
for customers such as
entertainment, cocktails,
and dinners.

Because of their customized
attention, it does not change
for years, they become like
your partner.

If we cannot do the
transaction, they demand
from us a broker or want us
to find someone capable of
carrying out a similar
procedure. We are doing our
best for helping them.

That is why we have to do
almost everything they want
but these are not our job.

We are supporting our
customers at all points as we
are a solution partner

| changed my customs
broker before because they
did not support and care
about my business enough.
| wish they helped me
calculate my costs before |
buy the goods or sell them.
The company we are
working with helped us a lot
on the blue line issue, that's
why we are working with
them

However, | would be glad if
there was something like
this; the customs broker |
work with have a service
apart from customs
brokerage. For example,
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Customized
Attention

Competence
of Customs
Personnel

Competence
of Customs
Personnel

Competence
of Customs
Personnel

Competence
of Customs
Personnel

Competence
of Customs
Personnel

Competence
of Customs
Personnel

Supporting

Trained
personnel

Trained
personnel

Trained
personnel

Trained
personnel

Trained
personnel

Up-to Date
Knowledge

P8

P9

P10

P5

P5

P5

extending my export and
import.

We pay all the cargos,
documents that we send; we
can customize our service
according to the customer.
We put emphasis on
meetings and trainings to
enhance knowledge

We founded X Academy for
trainings

We organized many trainings
on basic information, taxes,
fundamental procedures at
customs, etc. for our
personnel

We care about internal
trainings, developing
ourselves and informing our
customer representatives on
the new legislations

We are organizing top-level
trainings at commercial
chambers, exporters unions
and at our own company to
share our information with
the managers

We are making good
investments in our
employees to make them
get better

Our employees participated
in 2-3 training sessions on
both personal and business
development

We send our customer
representative for training or
we arrange a training in the
customs broker company.

We arrange trainings in this
sense.

We have personnel trainings
that includes communication
or regulations.

Our personnel have up-to-
date knowledge and
information about required
documents and regulations.
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of Customs
Knowledge
Personnel
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of Customs
Knowledge
Personnel
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P Up-to Date
of Customs
Knowledge
Personnel

P9

C3

P1

Cc5

Legislation in the industry is
continuously changing, we
need to provide up-to-date
info

We care about internal
trainings, developing
ourselves and informing our
customer representatives on
the new legislations

They always give us the most
accurate and updated
information about
processes.

| need to follow the
regulations continuously and
give information to my
customers

| need to give information to
my customers to avoid any
damage to the customer
Whether | follow the
regulations regularly and on
time is important

That's why we need to
follow the regulations very
well and closely

They should know related
information so that they can
give responses to you
instantly.

It is important to receive
correct and fast information.
Transactions should be
carried out fast and relevant
information should be given
on time.

When we have a job related
to TSE, the customs broker
should provide information
instantly.
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of Customs
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of Customs
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Up-to Date
Knowledge

Up-to Date
Knowledge

Since we are in services
industry, we market our
knowledge and ability.

We inform customers
instantly about processes
since we monitor changes in
regulations regularly.

When | visit the customer, |
should be able to give
proper answer for any
guestion immediately.

We need to inform our
customer immediately as
soon as a change is made in
the regulation.

When we visit a customer,
we need to provide solid
information.

We need to have solid and
accurate information.
Information is very
important.

We need to follow the
regulations closely.

We are always studying and
doing research about
regulations.

We changed our customs
broker firm we had been
working with 5 years
because of failures in
transactions, delays causing
increase in cost per unit, and
inadequate information
causing sanctions.

We may consider changing
our customs broker in case
the customs broker is
careless about profitable and
important subjects, makes
mistakes causing damage to
us, does not have related
information about the
related product, does not
follow changes and
developments, and does not
improve its service quality.
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Competence
of Customs
Personnel
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of Customs
Personnel
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Up-to Date
Knowledge

Up-to Date
Knowledge

Up-to Date
Knowledge

Up-to Date
Knowledge

P4

P5

C5

C8

Giving information, as | said
before, is important. | wish
they gave more information,
they shared their
knowledge.

They said that no tax would
be applied on these goods
but there was 38% tax; it
was wrong information.

For example, | want to order
goods for the first time, | will
import it and | need to get
relevant information about
it.

True information is my first
preference.

The biggest problem is
knowledge sharing. They
should increase it.

Actually, you can get
information about the
market, country or the world
in general from the staff.

If you visit customers with
thorough knowledge and up-
to-date information, it is
your gain.

Our personnel have up-to-
date knowledge and
information about required
documents and regulations.
Regulations are changing
constantly, you need to
follow them.

Customs brokers should
have up-to-date information,
up-to-date regulation
agenda, customs tariff
codes, etc. and they should
provide consultancy

We may consider changing
our customs broker in case
the customs broker is
careless about profitable and
important subjects, makes
mistakes causing damage to
us, does not have related
information about the
related product, does not
follow changes and
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Service
Oriented
Capability

Service
Oriented
Capability

Service
Oriented
Capability

Service
Oriented
Capability

Service
Oriented
Capability

Second-order First-order

Code

Quality of
Customs
Process

Quality of
Customs
Process

Quality of
Customs
Process

Quality of
Customs
Process

Quality of
Customs
Process

Code

Accuracy of
customs
process

Accuracy of
customs
process

Accuracy of
customs
process

Accuracy of
customs
process

Accuracy of
customs
process

P1

P1

P2

P3

P4

developments, and does not
improve its service quality.

Power Quotations

That is why, providing
updated information and
relevant services as we
promised, controlling the
documents for 3-5 times so
that they are not wrong and
communicating easily are
important.

Yes, just a little mistake may
cause great sanctions.

Customers ask for accurate,
fast and smooth customs
services.

They expect smooth service.
Customers choose customs
brokerage company which
provides faster, smoother,
better service.

We need to convince
customers that we are one-
step ahead of our
competitors and we can
provide more accurate and
smoother service.

The criteria is the smooth
service on due time.
Customers ask for accurate,
fast and smooth customs
services.

Because any product against
the statement put us into
trouble too.

We have a group dealing
with, checking, and studying
on regulations and customs
processes daily.

Accuracy and Fastness in
customs clearance is the
criteria for the customers.
Customers expects for their
goods delivery, VAT copy,
and early completion of
declaration.
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Quality of
Customs
Process

Quality of
Customs
Process

Quality of
Customs
Process

Quality of
Customs
Process

Quality of
Customs
Process

Accuracy of
customs
process

Accuracy of
customs
process

Accuracy of
customs
process

Accuracy of
customs
process

Accuracy of
customs
process

P5

P7

P8

P9

P10

Customers ask for customs
services primarily.

How correct you transfer
information about custom
processes is important
because if you transfer
wrong information, then you
may be subject to a sanction.

Our customers appreciate us
as we do our job fast and
correctly

Doing your job fast and
correctly is important.

The customers who are
working with random
customs offices pay a great
price for incorrect
procedures.

As | say, the expectation of
the customers is good
quality and accurate service
and convenient price.

Our vision has been built on
working completely legal; we
provide accurate service
We need to complete our
work without a mistake and
ensure that the customers
trust us

We need to hand in the
reports, documents, etc.
requested by the customer
on time and as requested
without a mistake

We need to complete our
transaction without any
mistake

The customs brokerage is
now monitored by the
government and there are
general instructions issued
by the government each
year that we must follow for
proper service

There are certain procedures
to follow to give accurate
service

The most important thing
the customers expect from
us is to do our job correctly,
to provide the accurate
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Quality of
Customs
Process

Quality of
Customs
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Customs
Process

Quality of
Customs
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Quality of
Customs
Process

Quality of
Customs
Process
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customs
process
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Accuracy of
customs
process
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customs
process

Accuracy of
customs
process

Accuracy of
customs
process

C1

C2

C3

C4

Cc5

Cé

services, and to ensure the
sustainable service quality

Moving with the correct
information, organizing the
correct documents of
customs because organizing
a wrong document will cause
problems in due time.

The customs office we work
with is active and work
properly.

As we expect, they always
deliver the documents they
prepare for us, immediately.
We only receive customs
services.

They only do the customs
transactions.

We are pleased with our
customs officer; we have not
had any problem with
orders.

First, the accuracy of the job
is important.

Ultimately, we expect
accuracy and speed;
therefore, we always expect
the better.

If a trainee is dealing with
you, your transaction may
delay or may not be correct,
you know, the kid does not
know anything, that is why
he is there; yet, accuracy is
everything.

| don’t think we can forgive
the customs broker if they
make us fall into a sanction
due to a mistake or make
transactions harder for us
Rating, reducing costs and
informing us on time are
important since these
provide accuracy of the
transaction.
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Quality of
Customs
Process

Quality of
Customs
Process

Accuracy of
customs
process

Accuracy of
customs
process

Cc7

C8

Customs brokers who does
not do their job accurately
and does not know enough
knowledge, may damage
your business.

We do not think changing
our customs broker unless
we experience big problems
or wrong transactions, or
they increase prices.

We expect our customs
broker to expand its expert
personnel in order to speed
up and correct transactions,
directly share information
clearly, and work on
improvements to build up a
corporate identity.

We changed our customs
broker firm we had been
working with 5 years
because of failures in
transactions, delays causing
increase in cost per unit, and
inadequate information
causing sanctions.

We may consider changing
our customs broker in case
the customs broker is
careless about profitable and
important subjects, makes
mistakes causing damage to
us, does not have related
information about the
related product, does not
follow changes and
developments, and does not
improve its service quality.
We expect transactions to
be completed fast by taking
into consideration accuracy
of product code according to
HS code in export-import
procedures, correct
management of transactions
on behalf of the company,
and price.

They check whether product
descriptions are in
accordance with the
regulation, complete
transactions smoothly and
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Speed of
customs
process

c9

C10

C8

P5

therefore, complete our
procedure accurately and on
time.

Since the transactions form a
wholeness, completing
transactions in accordance
with the regulations
correctly and fast is
important for us among
various services.

The fact that the firm cannot
reach the desired position in
terms of customs
procedures and creating the
risk of sanction puts future
transactions of the
companies in jeopardy
substantially.

What they should do is to
follow and complete the
customs procedures and
make external transactions
according to the customs
rules; the process should be
carried out accurately.

It is important that they can
provide services both quickly
and correctly

They provide high-quality
and accurate services

We expect our customs
broker to expand its expert
personnel in order to speed
up and correct transactions,
directly share information
clearly, and work on
improvements to build up a
corporate identity.

If you provide correct
information, then business
work faster.

If you provide correct
information, and then
business work faster and the
customer can go into market
research safely.
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Because speed is very

important
Service Quality of Speed of Speed is very important here
Oriented Customs customs P1 because the material could
Capability  Process process be a vital aspect

That’s why speed is very

important

Customers ask for accurate,
fast and smooth customs
services.

The criteria is the smooth
service on due time.

They expect services on due
time.

Customers choose customs
brokerage company which
provides faster, smoother,
better service.

The criteria is the smooth
service on due time.
Customers ask for accurate,
fast and smooth customs
services.

They are expecting timely
manner, speed.

Time is very important.

In this industry, for exporter
and importer, the speed is
Service Quality of Speed of very important.

Oriented Customs customs P3 Here, the speed is very
Capability Process process important.

For the customer, the most
important thing is speed.
Here, the speed is very
important for business and
documents.

What is important is
fastness, and also trust; not
price.

Firms' ability to complete
your demand as fast as
possible become prominent
We are working on this as
fast can we can.

We need to make the
customer feel/believe you
will be there for them as fast
as we can.

Fastness becomes
prominent.

Service Quality of Speed of
Oriented Customs customs P2
Capability  Process process

Service Quality of Speed of
Oriented Customs customs P4
Capability  Process process
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Quality of
Customs
Process

Quality of
Customs
Process

Quality of
Customs
Process

Quality of
Customs
Process

Speed of
customs P5
process

Speed of
customs P6
process

Speed of
customs P7
process

Speed of
customs P8
process

We are working on this as
fast can we can.

Fast responses and fast
answers to the questions by
the customer about
processes are very
important.

As long as you provide
service fast you are doing
well.

The importing companies
expect lower prices and fast
services

The most important thing for
us in customs offices is
speed

The only thing the customer
wants is quick actions

For imports, our aim is to
clear the goods from the
port on the day they arrive
For exports; we aim to send
the goods abroad on the
same day.

Our customers appreciate us
as we do our job fast and
correctly

Doing your job fast and
correctly is important.

The speed is also important
The services they demand
from us are generally related
to speed.

The faster the import
happens and the stock goes
to the factory, the faster the
manufacturing is made, it is
the same for export as well.
We generally work fast, we
are trying to make
transactions fast and satisfy
the customer.

Because of that, they want
to make transactions for
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P9

P10

C1

almost free and in the most
superior level, the fastest
and with the best quality.
However, the firms want the
same products in the same
day and we are trying to do
best we can as fast as
possible.

Speed is quite important
Quality and speed are
important

Other companies are
working slower

We are fast... we work day
and night, even at the
weekends when required, to
complete our projects on
time

The goods of the importers
need to be cleared from the
port quickly; they need to be
cleared from the customs
field and transferred to a
factory site

Our business is with public
offices, so we are working
hard to finalize our jobs
within the shortest time
possible

The customs brokerage has
become an occupation that
requires being faster than
ever

Everything is in a smooth
way and according to due
date.

Its moving fast is very
important to me.

As | said earlier, due date is
very important to us.
Duration, due time, fastness,
and communication is
important.

If there is delay on due time,
this is not something that
can be forgiven, because we
are racing with time.
However, for me getting late
one-day means getting late
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customs
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Speed of
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c3

C4

c5

c7

from entrance to depot and
to all the transaction
processes...

The quality of the service is
important, being fast is
important.

Moreover, they have to do it
on time.

If they delay the transaction,
the manufacturer firm and
the lorry waits, then we have
to change them.

However, more than trust,
the most important things is
things going fast.

Taking care of the job quickly
is more important than the
trust for me.

Every job has a due time;
therefore, speed is
significant.

| would expect more
technological support and
thus, fastness.

Ultimately, we expect
accuracy and speed;
therefore, we always expect
the better.

Transactions should be
carried out fast and relevant
information should be given
on time.

It would be better to receive
all services directly from one
provider but when we think
about fastness, it is better to
have two providers for now.
We expect sensitivity,
special care, network,
solution-orientedness and
fastness.

However, sometimes, | mean
in certain months, they delay
sending documents and this
cause us to delay our reports
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Quality of
Customs
Process

Speed of
customs
process

C8

related to financial
calculations.

They can meet our
expectations because
mostly, customs transactions
start and end within the
processes we have planned.
Time is important for
companies who make
production like us, especially
when you produce according
to demand.

We expect our customs
broker to expand its expert
personnel in order to speed
up and correct transactions,
directly share information
clearly, and work on
improvements to build up a
corporate identity.

We changed our customs
broker firm we had been
working with 5 years
because of failures in
transactions, delays causing
increase in cost per unit, and
inadequate information
causing sanctions.

We expect transactions to
be completed fast by taking
into consideration accuracy
of product code according to
HS code in export-import
procedures, correct
management of transactions
on behalf of the company,
and price.

They check whether product
descriptions are in
accordance with the
regulation, complete
transactions smoothly and
therefore, complete our
procedure accurately and on
time.

Since the transactions form a
wholeness, completing
transactions in accordance
with the regulations
correctly and fast is
important for us among
various services.
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Quality of
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customs
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Speed of
customs
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Speed of
customs
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Speed of
customs
process

Speed of
customs
process

c9

C10

C2

C2

Cc8

They slacked my operation
off while | was working with
China in Istanbul.

When | ask for X goods and
want them to bring it to me,
it should be brought in 1
hour at the latest.

They said that the goods
would be in my factory in 1
week, but it did not.

Speed is a factor, too. Now,
in 2017, all the logistics firms
have the same speed.

One of the customs brokers
can carry out my operations
faster and easier. It is the
one in istanbul, which | work
with when goods come from
China. Others are slower
because of their being more
institutive. The processes are
slower.

After other factors are
provided, my third
preference is speed.

There are two factors. Speed
is not one of them.

It is important that they can
provide services both quickly
and correctly

Speed is very important in
customs transactions

Speed is important to solve
the problems quickly
However, of course the
personnel work fast,
because they need to get
things done quickly.

The goods have to come fast
and economic.

We expect our customs
broker to expand its expert
personnel in order to speed
up and correct transactions,
directly share information
clearly, and work on
improvements to build up a
corporate identity.
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P5
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P10

C2

c5
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P10

In our system, customers
can see which stage their
transaction is whenever they
want.

Traceability and
transparency have become
sine qua non.

They can see which stage
their transaction is
whenever they want.

Our work is transparent
Mutual transparency is
important

Our customers can track
their transactions on their
phones 24/7 by downloading
the application called 'X'
from Google market for iOS
and Android

We provide our customers
with a web-based tracking
system

Thanks to this online system,
both the customer
representatives and we can
track the progress stages of
the process

There is a program; you can
check the shipment of the
goods.

We use tracking system to
see our goods whereabouts.
We should be able to track
down any kind of
information about our goods
with transport or invoice
number.

Face to face communication,
attitude that builds trust and
transparency of orders are
important...

We provide our customers
with customs, logistics, and
public accountant services
We provide our customers
with customs, logistics, and
public accountant services as
a package
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If the customer is a new
company, we lead them

When customers ask for
logistics services, we lead
them to good logistics
companies; we help them by
giving necessary info.

We direct our customers to
the logistics companies we
trust and our customer can
receive healthy, smooth
service.

| guide my customer to a
logistics firm.

Some customers ask for
consultancy only.

When customers ask for
help about logistics, we help
our customers.

We provide consultancy free
We are providing the
customer with all kinds of
consultancy services

As the customs and the
logistics services are carried
out in the same industry, we
can direct the customer to
one firm immediately by
providing consultancy on
logistics.

We are providing the
customer with consultancy
services

We are directing the
customers to the logistics
companies, acting like an
intermediary.

We are helping them to get
investment promotion,
inward processing
authorization certificates
We provide consulting
service to our customers, |
mean about customs
transactions, export, import,
transit transactions...

...and they should provide
consultancy
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Depot/Entrepot P1

Why don't you import this
good in this way?' This kind
of advice makes a good
contribution.

For gaining more customers,
| think customs brokers
should maintain marketing,
document tracking, business
extending etc. It is a kind of
help. The marketing +
consultancy.

Yes, | use them for
consultancy.

As | said before, we get a
consultancy service.

When | look for a new client,
| can consult them.

When | want to create a new
field, | can consult them.
We are calling them and
receiving a kind of
consultancy services on
phone

It is important that they can
provide us with consultancy
services

We barely ask the customs
companies for their
consultancy services
Customers ask for customs
brokerage and consultancy
services.

Some customers ask for
consultancy only.

Our primary service is
customs brokerage.

Plus, we have a depot and
entrepot here, we have our
own depots here so we can
provide depot services

| provide depot, entrepot
and logistics services

| can tell the customer that |
provide a packaged service
therefore, | take your load
from Germany, bring it to
Turkey, deal with customs
procedures, put the load
into my depot and you can
take it as much as you want
and whenever you want
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Depot/Entrepot P5

Depot/Entrepot P9

Depot/Entrepot C5

Depot/Entrepot C6

Documentation P3

Documentation C3

They can ask for insurance
and entrepot services.

We have special entrepot
services.

That is why we provide all
services as a package;
insurance, entrepot,
logistics.

We have our own bonded
warehouse, this is also a
service

We are pleased with our
existing customs broker, but
we agreed to work with a
second one to receive
entrepot services since they
could not provide this
service.

After the tender, we
consider price as well as
service facilities and the
experience, services variety
regarding transport and
warehouse.

For instance, the company
we are working with provide
services for us related to the
transportation from
Forwarder Company to the
port/factory, port to the
entrepot and entrepot to the
factory. Other than those,
the company gives entrepot
and warehouse services.
We have to organize the
documents according to
product correctly and send
related papers...

They do the refund
transactions too, we do not
go. Moreover, they provide
extra services too. They
prepare and organize the
loading documents. Like
when | am not present, they
prepare the documents | can
do in my office themselves.
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Insurance

Insurance

P5
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Customs brokers provide
various services related to
export-import i.e. customs
process, investments,
incentives, inward
processing, certificate of
customs approved operator
status, and research on
regulations and providing
information accordingly.
We receive services such as
delivery order receiving,
tracking customs
procedures, etc.

We receive export-import
related document
preparation support, export
and import customs
procedures, customs
clearance services, inward
processing and tracking.
We receive services such as
product description,
accurately confirming the
conformability to the
regulation, completing
declaration procedures,
managing tests and
examinations by auditor
institutions, managing port
procedures, resolving
failures by directing
transportation of
exported/imported goods.
That is why we provide all
services as a package;
insurance, entrepot,
logistics.

| wish they said, 'I'm
handling the insurance, you
may buy it more expensive,
but | can handle it' This
service would be more
useful.
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Logistics

P1

| can provide any service like
a package and that brings
advantage because the
customer has to deal with
just one person for all
services such as logistics.

| provide customs and
transport services for the
customers.

First, this company was
established to provide
customs services and then it
developed itself by including
ground, sea, and air
transport.

On the other hand, for
marine transportation, since
| do not own any ship, | can
provide service to my
customers by contacting
certain lines such as MSC,
ZIM, Hapag-Lloyd.

We provide services as a
forwarder regarding air and
sea transport because we do
not own any plane or ship.
If the company carries out
foreign trade activities, |
mean if the company does
not only carry out import or
export, we provide ground,
sea, air and rail transport
services.

| can tell the customer that |
provide a packaged service
therefore, | take your load
from Germany, bring it to
Turkey, deal with customs
procedures, put the load
into my depot and you can
take it as much as you want
and whenever you want.

| provide depot, entrepot
and logistics services.

Then, we have self-owned
trucks, we have almost 1000
self-owned vehicles
therefore, we provide
ground transport service by
our self-owned vehicles.

If the customers say that |
need to perform customs
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duties in Iraq, | can provide
service to my customers via
my rented fleet (rented
transportation).

We can help our customers
about logistics.

When customers ask for
logistics services, we lead
them to good logistics
companies; we help them by
giving necessary info.
Sometimes, logistics services
are demanded more than
customs services.

Since we are not a logistics
company, we provide
customs services so
customers demand customs
brokerage services more.
Firms buy service as a
package including logistics.
For example, we can plan
taking the customer's
product from America and
shipping it to the depot of
his factory here, we can
provide logistics as well as
customs clearance services.
We provide both land, sea
and air transport...

We have variety of services
in both logistics, and
assurance, you provide a
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total package to the firm.
Customer ask for services
regarding foreign trade,
logistics, etc.

We have logistics services
also, for example.
Customers may ask for
logistics services.

That is why we provide all
services as a package;
insurance, entrepot,
logistics.

We provide services as a
package with logistics.

The customers want a
package service; | mean the
customs service together
with logistics. | am aiming to
provide logistics services as
well.

Companies like Unsped,
Barsan Global, etc. provide
logistic service under their
own name; they have wide
variety of services...

All kinds of reporting for our
customers, taking
documents from other
organizations,
communicating with the
agencies, planning the
transfer, dealing with the
logistics firm, etc.; we
provide our customers these
services as a whole.

We provide our customers
with customs, logistics, and
public accountant services
We provide our customers
with customs, logistics, and
public accountant services as
a package

They do everything from all
the loading transactions in
airport to ATR posts; They do
all the customs transactions,
prepare bill of lading and
organize the real invoices.
We provide the shipment if
it is going to be plane
loading until the airport, if
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lorry loading till the factory
exit.

They give logistics service
additionally.

They give logistics service
too.

Apart from that, the customs
firm provides me inland
haulage.

The customs firm carries out
outgoing from the
warehouse to me.

After the tender, we
consider price as well as
service facilities and the
experience, services variety
regarding transport and
warehouse.

For instance, the company
we are working with provide
services for us related to the
transportation from
Forwarder Company to the
port/factory, port to the
entrepot and entrepot to the
factory. Other than those,
the company gives entrepot
and warehouse services.

| wish they provided me
logistics services.

The customs brokers that |
work with have logistics
services.

...but sometimes we provide
the customers with logistics
services as well when they
are in need of a favour

Some of the companies we
are working with demand
training sessions

| can provide extra
advantages for my
customers
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The exporting companies
expect the customs offices
to carry out each process
including the ones that other
agencies should be handling
Therefore, the customer has
customized service; they
have an indirect profit
because we have privileges
with warehouses.

We have our own bonded
warehouse...we can provide
a discount for big companies
and customize the price

They could offer tax
advantage or transport-
related advantages to make
us feel we are receiving
customized service.

| have to present my
advantages to the customer.

For the sake of service
improvements, we do
anything, either it be
information,

either it be training, either it
be tools or equipment
because the customs
clearance service is vital.
The service we provide and
service quality in your
industry is very important.
In foreign trade, customs
brokers are very important
service providers for us since
they represent the customer
company regarding the
process with the state; their
contribution to the
relationship is vital

Customs procedures are one
of the most important fields
contributing to the company
in foreign trade industry.
Therefore, it is crucial to
choose the correct customs
brokers in terms of price-
profit.
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If you work with
professionals, you can
advance in this industry
quickly.

Do not underestimate the
customs brokers. They have
such a structure that they
can support you in every
respect like education about
your company, business
follow-up, finance etc.
However, the customs
brokers have the biggest role
here by executing other
transactions.

Custom operations have a
big effect on my company.
Customs broker, | mean, the
word 'broker' is so important
in our country. They are
responsible for all the
operations you do in
customes.

The customs broker is
responsible for all the works
you do in customs; they
make important
contributions.

Except these, they are
actually, | mean, henchman
of my company in foreign
trade.

Marketing contributes a lot
in enhancing the industry
and your endorsement.

Customs is the beginning of
any transaction/business
You need to carry out
customs procedures, | mean,
customs is the first thing.

| mean everything is subject
to customs procedures.
That is why customs is the
basic point of trade.

| mean customs is all you
have.

| do not think small-scale
companies value customs
brokers agencies as others
do.
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Because large-scale
companies need customs
brokers agency at any point
at any time.

Customs brokerage is a must
if there is foreign trade.
Customs brokerage services
are sine qua non regarding
foreign trade.

| know our industry is
important for related official
institutions and ministries.
When it comes to
customers, they put us in the
second place.

Rather than us, logistics
companies come first for the
customers.

Customs brokerage firms are
of secondary importance.
We have always been
excluded.

We have always been
pushed into the background.
That is why the customs
brokers are not in the place
they deserve in the industry.
When we look from the
customer side, for the
customer, yes, customs
agents are very important.
When it comes to payment,
they always leave the
customs agents, customs
brokers at the end of the list.
Unfortunately, the respect
shown to lawyers is not
shown to us.

However, the respect that is
shown to other providers is
not shown to us
unfortunately.

Our firm is one of the 4
biggest, famous firms in
terms of the service given by
us in Turkey.

We are among the best
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customs brokers in izmir.
We rank in one of the first 4
companies in Turkey due to
our services.

No matter how you service
whether it be well and
qualified, if it is cheap and |
mean it doesn't have to be in
a good quality, if the price is
convenient the customer
chooses it. They are not
aware of the importance of
the service quality.

In Turkey, the firms do not
take the custom transactions
seriously.

However, importer-exporter
firms want to pay minimum
price to customs workers
since they do not recognize
the importance of service
given.

| mean this profession does
not get the importance it
deserves.

As | said earlier, our
profession does not get the
value or importance as it
should.

However, on firm basis and
countrywide, the jobs we
carry out are not seen
important.

The customer is aware that
we are important, the jobs
we do are important... but
he should not show it to us
so that he does not lose his
own job.

The important thing is that
customs industry and the
customs transactions should
see the value as it requires.
We, as the customs industry,
are one of the most
important steps of the
foreign trade.

The customs brokerage
service is the future's
occupation.

The medium-scale and large-
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scale companies value
customs services more when
compared to the small-scale
companies.

Our customers are really
paying attention to our
company.

We are in a very good point
in the industry, and the
customers understand the
quality of our services.
Today, the customs
brokerage has become a
quite important occupation.
Here, in foreign trade, the
biggest factor is sale, and
then the customs clearance
comes.

Of course, the customs
transactions are one of the
most important processes of
foreign trade.

However, as | said after the
sale, after the customer, the
first thing to come is the
customes.

The customs office is very
important for a firm.

Customs broker choice is
very important.

Firms do not want to change
their customs brokers unless
they have had a big problem
with them because the
service and the relationship
is too vital to change
frequently.

| think customs broker
choice is as important as
customs transactions.

The customs services are
important

136



Service
Oriented
Capability

Service
Oriented
Capability

Service
Oriented
Capability

Value
Perception
on Customs
Services

Valuable Offer

Value
Perception
on Customs
Services

Valuable Offer

Value
Perception
on Customs
Services

Valuable Offer

c5

cé6

9

The ones coming for
marketing should provide
individual, special
information.

The brokers may have deep
knowledge and experience
but if they do not market
themselves, promote
themselves; other firms get
ahead of them easily.

They should market
themselves with offers
related to price or
productivity.

For gaining more customers,
| think customs brokers
should maintain marketing,
document tracking, business
extending etc. It is a kind of
help. The marketing +
consultancy.

137



	REVEALING MARKETING CRITERIA OF CUSTOMS SERVICES-A DYADIC APPROACH
	approval



