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Abstract  

 

Purpose The analytical purpose of this thesis is to link theory on how customer 

involvement should strengthen customer relationships, with empirical data on how 

their involvement looks like. The empirical purpose is to explore the importance of 

customer feedback and complaint management in overall customer involvement 

process. This is analyzed, how the involvement can be done in different situations in 

which feedback and complaint management can play a strong role.  

In this case a service firm PICT (Pakistan international container terminal) will be 

studied with its external customers and employees as internal customers. 

 

Method Qualitative research method with focus on in depth interviews is used in 

the form of phone and Skype conversations. Eleven such interviews have been 

conducted with representatives of the case company and its customers. There are 

three departments of the case company, five shipping agents and three shipping 

lines are included.  

 

Findings The empirical data has brought several findings on what needs to be done 

and thought through in order to optimize their feedback and complaint 

management mainly in the whole process of customer involvement. One such 

finding is that PICT does not have thorough directions on how their feedback and 

complaint management process should work in which customer needing; customer 

relationship marketing and service firm employee’s involvement plays a positive 

role. 

Recommendations 

The author suggests having a proper feedback and complaint management system 

for the service firm PICT that satisfies their customers. 
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1. Introduction 

The background, problem and the case company PICT as a service firm is 

presented in the opening part of this chapter. The customers of the service firm 

are described with service firm relationship. The chapter ends with the 

purpose of the thesis. 

1.1. Background 

Becoming customer-centric is the aim of many businesses today. This implies that 

the whole organization brings the customers into focus and operates from their 

point of view. Growing competition has made companies aware of the need to shift 

their attention. We know that globalization creates many opportunities for everyone, 

so the competition is much higher. The customers are very much aware with service 

competitors so it’s not difficult to switch the service but this thing depends on the 

service nature as well. So, it is required to provide total customer experience that can 

differentiate with competitors and creates a road map for long-run success. 

According to Maglio (2008), “The study of service systems which is a co-configuration 

of resources (people, technology, organizations and information)” suggests that a 

service system may be considered a basic theoretical construct for service science. 

On behalf on that we can say that the first resource ‘people’ can be in a form of 

customers and employees. 

In many services, customers themselves have vital roles to play in creating service 

outcomes and ultimately enhancing or detracting from their own satisfaction and 

the value received by service consumption. Customers participate at some or high 

level in creating the service and ensuring their own satisfaction by fulfilling their 

needs. 

“We are living in a period in which economy is transferring from manufacturing to 

service orientation” (O’Hair et al., 2008). If the company is able to adapt the 

offerings that suit the specific needs of the customers, they are likely to set the 

grounds for customer satisfaction and long-lasting relationships (Grönroos 2008). 

The service performance is linked with the customer’s interaction and with their 

relationships. It will indirectly concern with the financial benefits in terms of 

increase in future customers if the present customers are satisfied. Good 

relationships with customers are the basis for successful partnerships. Academic 

research has defined the term relationship marketing, in response to the shift from 

single sale guided transaction marketing towards a market-oriented approach aimed 

at customer loyalty and long-term relationship. According to Christopher et al., 

(1991; p112), “few companies really understand their customers” even many of those 
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firms, where good research is available, often fail to convert it into “plans, design 

activities and internal process changes.” 

1.2. Problem Formulation 

Service businesses are getting importance for recent years and these businesses have 

a big part of economies of most of the countries. All the companies require best 

performance. Now the question is how to meet the targets and how to enhance 

service performance. So, there are many solutions those are given by different 

domain of groups, for example technical enhancements, investment in the latest 

equipment’s etc… so the service performance can be enhanced in different 

directions but the firms should consider, who is using their service and what they 

require. For that reason I describe the customers who can enhance the service 

performance. Now the question is how? And it’s still a broad question. 

1.3. Purpose of the research work 

The research question is narrowed down as, how the customer feedback and 

complaint management affects customer’s relationships? 

 That’s why the aim of the research study is to answer the above question by 

exploring the importance of customer feedback and complaint management in 

overall customer involvement process, by which the service firm and its customers 

can enhance their relationships.  

1.4. Introduction of the service firm PICT 

One of the main challenges is to integrate all operations of the container terminal 

with respect to import and export containers that are because of different agents 

involved. There is a complex operational interaction between the different service 

processes taking place at a sea port. Competitive operational requirements make any 

terminal more technology oriented for their optimal operational outcomes.  
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Figure 1: Container Terminal Community Model by Martin & Thomas (2001) p.23 

1.5. Organizational Structure 

PICT is a part of Marine Group of companies. Marine Group is considered as a 

complete logistics solution for shipping purposes in which they have fifteen 

companies and PICT is one of them. (Marine Services 2012) 

PICT has different departments like operations, finance, HR, administration, 

purchase, engineering and the following departments those are investigated with in 

our research. (PICT 2012a) 

TM & C Department 

This department is linked with the payments to/from the contracted shipping lines 

and making better relationships with them as they are the key customers of the 

terminal. This department struggles all the time to get new customers in the form of 

new shipping lines.  

Note: I investigate this department for the interaction with shipping lines. 

Customer Service Department 

This department deals with shippers and non-contracted shipping lines. It has a 

separate building in which there are 10 window counters. This department also takes 

feedback and handling complaints from their shippers. 

Note: I investigate this department for the interaction with shippers. 
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IT Department 

This department updates its system with new container clearance system described 

by Pakistan Customs and gives e-services to their customers via its website. 

Note: This department is investigated to understand the technology importance 

with in this service business especially in the feedback and complaint management 

process. 

1.6. Customers of PICT 

According to TM & C department of PICT the primary customers are shipping 

lines and shippers. (Senior Executive TM & C) 

Shipping Lines and Shippers 

The shipping lines have their vessels (ships) that travel on their sea routes for 

container transportation to and from the container terminals. They can have their 

own shippers or they can work with independent shippers. Shipping lines can play 

different roles, for example they can play the role of door to door service provider 

as well (senior executive TM & C; Martin & Thomas 2001). Large container vessels 

have decreased the cost of shipping and it shows the increased amount of 

transportation in terms of number of containers and that’s why increased in the 

number of vessels itself. “Inter modality allows shipping lines to develop hub-and-

spoke networks on a global scale that are linked to massive inland transport networks.” 

(Fremont 2009) For example Maersk Line works with Europe region and South 

Asia. (Maersk Line 2012)     

The Relationship in between Container Terminal and its customers 

The case company of this research work is Pakistan International Container 

Terminal (PICT). This is an international container terminal whose aim is to deliver 

quality services by continuously monitoring customer’s satisfaction and operational 

effectiveness. (PICT 2012b) In seaport, the container terminal is the main channel 

for loading or discharging of containers to/from the vessels. PICT is a public 

limited company of Pakistan. (PICT 2012a) It has world class port facilities. PICT is 

successful in every upcoming year by meeting large amount of container handling 

that is done by its quality services given to their customers. The company PICT and 

the term ‘terminal’ will be used in the same means to refer the case company. The 

term shipper and shipping agent will be used interchangeably. Following is the 

relationship with the customers and the company itself. 



 

11 

 

The terminals struggle for getting more and more shipping lines to get more vessels. 

When there are more vessels ultimately there will more containers in and out from 

the terminal. Terminal mainly earn with each container handling for example 

loading or discarding of containers. After that, the shipping lines struggle for reliable 

shippers those give them more shipment in the form of more containers.  PICT’s 

direct customers are contracted shipping lines and the shippers. So in our research 

we will discuss the direct/key customers of the company.  

The shippers directly linked with the terminal by physically visits to the terminal for 

container delivery. Besides that they linked with shipping lines for which they work 

for. So, these three entities makes a triangle in which the shipping lines works as 

B2B customers for PICT and I assume shippers as end customers (B2C) of the 

service as they physically visit at the terminal for service delivery in the form of 

container clearance. 

 

 
Figure 2: PICT and its customers (Source own) 

1.7. Target Group 

According to Scholz and Tietje (2002) in which they said that the unit of case study 

could be a company department so the following target groups are as follows. 

The concern departments are listed with the company names: 

Container Terminal (PICT): (‘Terminal Marketing & Commercial Department, Customer 

Services and Information Technology department) 

The customers of PICT are also contacted for the deep research and better 

understanding of the topic. So, their contacted departments are as follows: 

Shipping Lines: (Customer Services Department/Operations Department) 

Shipping Agents (shippers): (Customer Services Department/Operations Department) 
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2. Theoretical Framework 

The theoretical framework will start from value creation concept by selecting 

‘customers’ for further discussion. The research work is divided in to external 

and internal customer involvement. External customer involvement includes 

customer needing, service development, relationship marketing and customer 

satisfaction based on their feedback and complaint marketing process. After 

that the importance of the internal customer’s i.e. employees of PICT will be 

discussed. 

2.1. Background 

Companies are shifting their interest towards services, there is an ongoing debate 

about what service is and how it should be understood and defined. As Grönroos 

(2008a) remarks, this is not a new issue but the debate was sparked by Vargo & 

Lusch (2004). As it can be observed by the buyer seller point of view, I can say that 

the service firm and the customers both have their different concerns but the goal is 

same, to get maximum value/satisfaction that can be achieved by the customer 

feedback and complaint management system. In the following section value co-

creation, customers and technology importance is described to forms the basis of 

this research work. 

Value co-creation 

In its basic definition, co-creation of value occurs when “the consumer and the firm 

are intimately involved in jointly creating value that is unique to the individual 

consumer and sustainable to the firm” (Prahalad & Ramaswamy 2004a). Co-creation 

is a building block of the service-dominant logic (Vargo & Lusch 2008; 2004). Firms 

in fact should “create an experience environment in which customers can have an 

active dialogue and co-construct personalized experiences” (Prahalad & Ramaswamy 

2004a).  

Wikström (1996) stated that to effectively implement co-production, the firms in 

B2B and B2C sectors need to build the following preconditions: first, develop 

appropriate learning mechanisms and organizational conditions encouraging 

reflection; second, encourage appropriate attitudes, norms and finally adapt front-

line and organizational structure. In the above description there is emphasizes on 

learning mechanisms so in my view the organization learning with their proper 

knowledge management system can give better results. That’s why I further describe 

these two concepts in more detail in further sections. 

It is believed that these two positions could be different degrees of the orientation 

to co-creation of value, on a low (i.e. value facilitator) / high (value co-creator) 
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continuum. According to Parhald and Ramaswamy (2004c) they separate the market 

from the value creation process in which the value exchange and extraction is the 

primary function of the market. They distinguish value co-creation with value 

extraction. In traditional economics the exchange process of products and services 

between the company and the consumer placing value extraction by the firm and 

consumer. Both the firm and consumers creates opportunities for value creation 

and value extraction. 

Needing is based on the customer’s mental model of their business and strategies 

which will affect priorities, decisions, and actions. Such seller based classifications of 

offerings and services are not useful when we want to understand value co-creation 

and the customer (Strandvik et al. 2008). 

Customers 

Customers can be classified as internal or external customers. Employees are the 

internal customers and according to Lukas & Maignan (1996) the most of literature 

is written about the external customers and there is less attention on the internal 

customers.  

According to Lukas & Maignan (1996) the leadership, rotation of employees, 

process-based management, participative coordination structures, multiple 

performance evaluations, and customer-orientated reward systems are important 

concerns with customer involvement in the quality enhancing process.  

It is recognized in the marketing literature that all employees of an organization are 

internal customers (Gummesson 1987; Bowen & Schneider 1988). 

Interdepartmental integration is theorized to facilitate interaction, and thereby 

ensure the necessary information dissemination occurs between departments to 

actualize a market orientation (Kohli & Jaworski 1990).  

Technology Importance  

Technology is an important part of the new service economy (Edvardsson 1997; 

Edvardsson & Enquist 2000) but it cannot achieve anything by itself. Technology is 

a mediator of either satisfaction or negative emotions and frustration. According to 

Edvardsson (1997) technology can create frustration for customers. It can be 

happened if the customers are not well trained with the use of technical services for 

example e-services related with the main service. The customers can be involved in 

the co-creation of process of value by their engagement as well. Technology may 

change the role of the customer as regards the co-creation of experiences Prahalad 

& Ramaswamy (2004b).  
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2.2. Customer needing 

Needing is based on the customer’s mental model of their business and strategies, 

which will affect priorities, decisions, and actions. Strandvik et al (2008) emphasize on 

the customer needing. Service provider outcome of their service is heavily depends 

on the internal processes those are integrated with the customers and it’s called 

“customer oriented”.  “A needing is based on the customer’s mental model of their 

business and strategies which will affect priorities, decisions, and actions.”  

 
Figure 3: Customer needing dimensions and functions by Strandvik et al., (2008) p.29 

The relieving function concern, if a customer wants to be relieved of a certain 

activity. This means that the customer want the service firm to deliver a more 

complete package of services. The enabling function refers; when customers want to 

have tools that enable them to do the activities themselves.  

The sheltering function links with customers that they want service firm to 

minimize their risk i.e., to deliver quality services on time. The energizing function 

refers as, if the customers want the service firm to be a part of the development of 

their value creation process. The third case is related with the timely delivered 

services to meet customer needs. 

According to Bitner et al., (1997) there are three levels of customer participation 

across different services. Depending on the service nature, it can be viewed what 

kind of customer involvement should be there. Besides that it is also important in 

which part of the service, their involvement is required.  

For example the low level suggest that the participation of customers in the service 

delivery stage for example the payment process in which customers make their 

payments in airline and fast food restaurants. Other than that there is a moderate 
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level in which customer inputs are required for the service creation or adequate 

outcome, but the service firm provides the service. The third level is named as high 

level in which customer co-creates the service product by their heavy interaction. It 

could be in different terms for example the customers can work as on voluntary 

basis, involuntary or work as part time employees, educating, rewarding customers 

and managing the customer mix. Inputs can include information, effort or physical 

possessions. (Zeithaml & Bitner 2000)  

According to Bitner et al., (1997) they described three roles of customer’s 

experiences which include customer as productive resource, the customer as 

contributor to quality satisfaction and customer as competitor to the service 

organization. 

2.3. Service Development 

Service development can be described by DART Model describes as Dialogue, 

Access, Risk Return and Transparency. (Parhald & Ramaswamy 2004a) 

Dialogue 

Dialog is an important element in the co-creation view. It is not only important 

when we think the value co-creation in high levels or in low level (value facilitators) 

as described by Restuccia (2009). According to Parhald & Ramaswamy (2004a) for 

the dialogue purpose both the parties should be on equal level and struggle for the 

same goal or achievement. The rules must be clearly defined for the engagement 

process. Well in this process now comes information access process that is 

necessary for both the firm and the consumers. Further three points described by 

the same above author are described as under. 

Accessibility 

The firm should give the information to the customers so they can be well informed 

about the company and its working procedures. That’s why it should be user 

friendly process so the information can be gathered.  

Risk Assessment 

The consumers are trying to reduce their risk of dissatisfaction by more dialogue 

and transparent access of information. That’s why transparency is very important in 

terms of information gathering process. 
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Transparency 

It is very important that the information exchanged is transparent for both the firm 

and consumers. More importantly dialog, access, and transparency can lead to a 

clear assessment by the consumer of the risk-benefits of a course of action and 

decision. 

When we discussed about the customers, their involvement, value co-creation, their 

different roles of their involvement then we must think about the relationships in 

between them. If this relationship is not good then all the process chain for the 

enhancement of the services processes will be degraded.  

2.4. Relationship marketing 

In addition to general criticism of the 4P model regarding its incompleteness and a 

lack of roots (Grönroos 1997), it has been argued that this concept is of relevance 

for consumer marketing, not however applicable to industrial and service marketing. 

Thus, not surprisingly, the new approach of Relationship Marketing originated in 

those areas that were mostly disregarded in the Marketing Mix. Grönroos (1997) 

describes it as “the dominating marketing paradigm of the last decades” 

In contrast to the transaction approach, relationship marketing is market-oriented 

and focuses on long-term relationships between buyers, sellers and other 

stakeholders:  As in transaction approach the emphasis is upon the production and 

makes interest for customers by enhancing products and adding different features. 

The same is true for services those first established and then marketed for the entire 

market. This is more like goods dominant logic. 

“Relationship Marketing is to establish, maintain, and enhance relationships with 

customers and other partners, at a profit, so that the objectives of the parties involved 

are met. This is achieved by a mutual exchange and fulfillment of promises” (Grönroos 

1997). In order to achieve long-term profitability it is not sufficient to win new 

customers through transaction-based marketing. The key to success for businesses 

in today’s fierce global competition is the retention of customers, meaning that 

customers are loyal to the business for a long period of time. This can only be 

achieved through customer satisfaction, which is the underlying notion of 

Relationship Marketing. A central aspect of relationship marketing is the fact that 

everybody in the organization contributes to a customer-focused approach. The 

adaptation of the relationship marketing perspective also requires a shift from 

competition to co-operation. 
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Organizations can prove their commitment by making adaptations; according to 

McLoughlin and Horan (2000) “the willingness to make adaptations sends important 

signals to partners about the commitment and trust which exists in the relationship”. 

The importance of building a deep and interdependent relationship with the 

customers in which the important factors mainly consist of trust, commitment, 

satisfaction and communication (Hutt & Speh 2010; Buttle 1996). According to 

Möller and Halinen (2000) and Theron and Terblanche (2010), the information 

technology has created a large opportunity for relationship marketing where 

customer data can be assembled and manipulated, which enables customer 

relationship management.  

2.5. Customer Satisfaction  

 Matschke & Pedersen (2009) described a model for customer satisfaction in which 

they highlighted complaint management as a special tool to keep or lose customers. 

Besides that, perceived service quality describes the customer behavior and come up 

with their more expectations if they are asked for the service enhancement. So, there 

should be a good mechanism for taking their feedback and then apply in a 

meaningful manner not just gathering information and doing nothing. It is observed 

that loyal customers remain stick with the company if the service recovery process is 

not painful for them. Customer satisfaction depends on the value they perceive. If 

the quality perception is equal or above the clients’ expectations and at a price that is 

considered to be worth that quality, customers will be satisfied in somehow.  

 

Figure 4: Relationship between quality and satisfaction by Matschke & Pedersen (2009) 

p. 23 
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2.6. Expectations and perceptions 

Customer satisfaction is related to the needs and the expectations of the customer 

(Bergman and Klefsjö 2003). However, customers’ needs and expectations are 

affected by several factors as for instance previous experiences or the price of the 

product or service. According to Boulding et al., (1993) a person’s perception is a 

blend of the prior expectation of what will and what should be delivered, and what 

is actually delivered. Customers have their expectations when they are interacting 

with the service firm, this can be based on their previous experience. It means that 

they have some sort of picture in their mind before service fulfillment. So, according 

to the gap model described by Zeithaml & Berry (1990) they present a negative gap 

if the expectations are greater than perceptions. 

When there is a negative gap it means the customers are not fully satisfied and this is 

the time when there must be some system by which their dissatisfaction should be 

classified by various categories, or in other words service firm should learn by 

customer complaints. As they are giving chance to the service firm by which they 

can retain their customers. An effective management of dissatisfaction needs to start 

with the correct attitude towards these complaints. Some authors suggest that an 

excellent complaint handling can even create higher loyalty and satisfaction than if 

things had been satisfactory in the first place (Hart et al., 1990). 

There are ISO standards namely ISO 10001/2/3 those are created to help 

companies to achieve a higher level of customer satisfaction and to handle customer 

complaints more effectively. ISO 10001 provides guidelines for customer 

satisfaction codes of conduct. ISO 10002 is then concerned with guidelines for 

handling complaints and satisfactory recovery in case of not satisfied customers. 

Finally, ISO 10003 gives instructions for external complaint handling processes in 

the event that organizations are not successful in solving customer complaints. 

(Hughes & Karapetrovic 2006) 

2.7. Customer Complaint Management and Feedback process 

According to Heiskanen et al., (2007) it is important to take the consumers’ 

feedback seriously and also provide them with information about how their 

involvement has been utilized. Customer complaints are very important in terms of 

improvements. Bosch and Enrıiquez (2005) described a comprehensive customer 

complaint management system (CCMS). They emphasize that every company 

regardless of its size and functions should have CCMS. ‘Customer needing’ 

knowledge is very important and there can be tools that help in managing this 
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information but the main emphasizes on the overall improvement of the service 

structure and continuous improvement towards service excellence. So every part of 

the process should be interrelated and there should be final outcome in terms of 

current process improvements. (Step 7 in the following figure) 

 
Figure 5: CCMS Model by Bosch & Enriquez (2005) 

According to Allee (2000) feedback and data usage is closely related with in the 

interaction of customers and service provider as descried by them. She described it 

as a part of value chain process and named it value network in the domain of 

customers and service provider.  

According to Bergman and Fundin (2003) the customer dissatisfaction feedback can 

be properly used to form service enhancement or to form future service design.  

Zairi (2000) emphasizes on the complaint management system and the feedback is 

the primary way of doing that. After that, designated teams are necessary for 

following up that feedback given by the customers. Then, there is a requirement of 

taking actions on this feedback.  
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2.8. Information management process 

According to Payne and Frow (2005) relationship marketing and customer 

relationship management (CRM) is interdependent and CRM is sometimes called 

information-enabled relationship marketing. In this research I am not concentrating 

on CRM but it described here as per its relation. 

Here I would like to mention the importance of information management process 

that can be achieved by any CRM-system. Payne and Frow (2004) underline the 

importance of creating a purposefully designed system consisting of different kinds 

of technology that can make this possible. They describe it as IT-based relationship 

marketing. 

2.9. Employee Involvement (Internal Customer) 

Employee satisfaction and motivation 

Organization consists of groups or teams and individual employees. A company’s 

goal cannot be reached if the employees are not performing well. Therefore, a 

company should consider its employees as internal customers who need to be 

satisfied with their jobs in order to perform: “to have satisfied customers, the firm 

must also have satisfied employees” (George 1977: 91). This is also mentioned in the 

above figure 4 that is described by Matschke & Pedersen (2009). 

Hofstede and Hofstede (2005: 264) define motivation as “an assumed force 

operating inside an individual, introducing him or her to choose one action over 

another”. Another theorist who is well-known for his contribution to motivational 

theories is Frederick Herzberg. He conducted a study to identify which factors, in 

an employee’s workplace, were causing satisfaction and dissatisfaction. Herzberg 

states that employees are affected by two different types of motivation when 

working: (1) motivators, which are those factors that concern the content of the job, 

such as recognition, responsibility and promotion and (2) hygiene factors, which are 

those circumstances that surround the job, for instance job security, relationships 

with co-workers and salary. 

Organization Learning 

Organizational learning describes the way an organization learns and adapts. The 

result of such learning processes is knowledge, which is said to be the most 

important source of sustainable competitive advantage of a firm. (Davenport & 

Prusak 1998) 
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There is a requirement of a proper structure that can improve the usage of the 

knowledge otherwise that knowledge is useless if it’s not used in proper manners. 

Organizational learning is described as “a means to develop capabilities that are 

valued by customers, are difficult to imitate, and hence contribute to competitive 

advantage” (Crossan & Berdrow 2003). Timlon and Hilmersson (2009) link dynamic 

capabilities to organizational learning and suggest that dynamic capabilities refer to 

two different organizational learning capabilities: operational and conceptual. 

Operational learning is concerned with ‘how to do’ instructions, while conceptual 

learning emphasizes the ‘know-why’ aspect and investigates further into cause and 

effect relationships. According to Timlon and Hilmersson (2009) there could be 

single and double loop learning process. When there are external influences there is 

single loop learning that correct them. Systems and processes are adapted and 

improved while existing underlying values and objectives are not questioned. But 

the double loop learning makes questions with the company values and their 

objectives. In fact single-loop learning measures the deviation from stated goals, 

while double-loop learning assesses the deviation from environmental demands.  

According to Sanchez (2005) he describes three types of organizational learning; 

individual, group and organizational learning. The individual learning develop 

knowledge by their sense making process that is spread in groups and then to the 

organization level.  

Knowledge Management 

In particular, the need to conceptualize service delivery as a process with “a focus on 

dynamic resources such as knowledge and skills” are the basis for knowledge 

management (Lusch et al. 2008). Keeping this thing in mind we have to distinguish 

in between the terms data, information and knowledge those are used in the 

literature. So, Davenport and Prusak (1998), highlight that “data, information and 

knowledge are not interchangeable concepts. Organizational success and failure can 

often depend on knowing which of them you need, which you have, and what you can 

and can’t do with each”.  

Data is defined as “a set of discrete, objective facts about events.” Data does not 

provide any basis for decision-making and action as it gives no judgment and 

interpretation. Davenport and Prusak (1998) describe data as “raw material for the 

creation of information”. The same author described Information as a message, 

which is forwarded from a sender to a receiver and supposed to impact the 

receiver’s judgment and behavior. Information becomes knowledge with the 

application of reasoning and experience. By understanding common patterns, 
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knowledge is created. Davenport and Prusak (1998) define knowledge as follows:  

“Knowledge is a fluid mix of framed experience, values, contextual information, and 

expert insight that provides a framework for evaluating and incorporating new 

experiences and information.” Knowledge is the most important source of 

sustainable competitive advantage (Davenport & Prusak 1998). According to 

Hansen et al., (1999) they make some categorization named, “codification” and 

“personalization” as mechanisms of knowledge transfer. The first one is related with 

the transferring knowledge in databases and the personalization is knowledge 

transfer in between people. 

Summary 

The background describes the basis to involve customers by describing value co-

creation and technology importance. After that I choose customer needing and role 

of their involvement, customer relationship management and their satisfaction 

based on customer’s feedback and complaint management. 

In the end the service firm employees are described by which the service 

performance can be enhanced. In the following figure, a research model is presented 

which summarizes the elements of the theoretical chapter and serves as a 

framework for the subsequent sections to follow: 

 

 
 

Figure 6: Theoretical summary (Source own) 
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3. Methodology 

The selected methodology is presented in this chapter, along with why it is 

suitable for the problem of this thesis. The selection of interviewees, gathering 

of data and the analyzing of the conducted information are also explained. The 

chapter is concluded with a discussion of the validity and reliability. 

3.1. Scientific Approach 

Aaker et al., (2004) tells about the exploratory research in which the researcher tries 

to find and explore the research problem towards some specific goal. I chose 

exploratory type of research because of the nature of the research purpose in which 

customer involvement have to be studied mainly in connection with customer’s 

relationships and their satisfaction based on their feedback and complaint 

management. Here I have to figure out the importance of feedback and complaint 

management by which the company can retain and increase their customers. The 

question now arises about the availability of theories and previous research work for 

the purpose of this study. For this situation, the study done by Anna (2006) portrays 

that there are two different kinds of research approaches which are very significant 

for the formulating of theory, deductive approach and inductive approach. 

Deductive is a method which begins from the theories which are accessible and 

assessable parts of the hypothesis and are relate with the phenomenon that is 

inspected. After outcome of the test the researcher is capable to come out with the 

decisions regarding theory and which also called “from theory to observation”. But 

on the other hand inductive method states that the researcher formulates theories 

and models which are creating on the discovering and observation of real life and 

which is also called “from observation to theory”.  Deductive approach by testing 

the theoretical framework within the domain of customer’s involvement will be 

followed. There is considered a partially inductive research when I will draw 

conclusions with the empirical survey. 

3.2. Research method and process 

When doing a case study, the research method can be quantitative or qualitative. 

The chosen research method affects the way of collecting and analyzing data 

(Merriam 1998). Ghauri and Grønhaug (2005) argue that the key purpose of a 

qualitative research strategy is to understand and gain insights into the phenomenon.  

Many writers suggest that the case study is suitable when ‘how’ and why’ questions 

are to be answered. Yin (1994) describes the scope of a case study as, an empirical 

inquiry that  
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• Investigates a contemporary phenomenon in depth and within its real-life context 

• The boundaries between phenomenon and context are not clearly evident 

There are many variations within case study approach; naturally it includes both 

single and multiple case studies. Yin (1994) mentioned strategies of a case study 

method with different applications. In this research I chose PICT as the case 

company and shipping lines and shipping agents as their external customers. 

Quantitative method is preferable when the aim is to make predictions about 

upcoming events. So, our aim is to answer on ‘’How’ questions that’s why its not be 

possible merely to answer them in a quantitative manner, since this would be done 

based on numbers and other quantitative evidence. The detail of data collection 

process is as follows: 

3.3. Data Collection 

Yin (2003) compliments this statement with the theory on six sources of evidence 

consisting of: documentation, archival records, interviews, direct observations, 

participant observation and physical artifacts. Primary and secondary data is useful 

when researching any topic and it depends on the cases where primary or secondary 

data is applicable. I use both in our study. The frame of reference (chapter 2) 

consists of pre-collected information in the form of secondary data. Secondary data 

is data that has been collected and researched beforehand and not during the 

current research (Kumar 2008). Secondary data is found in books, journals and on 

the internet, and can be divided into internal sources and external sources (Kinnear 

& Taylor 1991). 

3.3.1. Primary data 

Besides secondary data the primary data is essential when a researcher is gathering 

data that is mostly done with the interviews and observations in qualitative research 

Merriam (1998). 

The interviews were done by phone, Skype and in some cases by sending emails if 

there was some confusion. I investigated the service firm PICT itself by asking 

questions to them (Questionnaire ‘A’). After that their customers are interviewed 

(Questionnaire ‘B’).  

The in-depth nature of interviews gives an opportunity to learn more about the 

topic in detail, as the interviewee is the knowledgeable person who is currently 

working in the business place or the discussed field of business. There can be simply 
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‘yes’ or ‘no’ questions but in this research I don’t have these questions as per the 

concern i.e. with ‘How’ questions. ‘How’ questions can be answered in different 

ways and depend on the abilities of the person.  

While the terminology and outline of the questions are different and it depends on 

interviews. For example service firm customers have same questionnaire but service 

firm employees have different set of questions for the purpose of cross checking 

and analyze the real situation. 

Table 1: Questionnaire types  

Questionnaire ‘A’ for PICT employees Questionnaire ‘B’ for PICT 

customers 

1. Customer Services (CS) 

2. Terminal Marketing & 

Commercial (TM & C) 

3. Information Technology (IT) 

 

1. Shipping Lines 

(PIL, Universal Shipping, CMA 

CGM) 

2. Shipping Agents 

(Marine Logistics, Blue Pak , 

Green Pak, ISPI, Yasin shipping) 

 

Shipping lines are linked with PICT TM & C and shipping agents are linked with 

CS. The IT department is discussed for the overall technology importance in the 

research problem. 

 
Figure 7: Relationship in between the departments and the external customers. Source 

(own) 

There is one person from each department is taken for the same questionnaire. The 

questionnaires are related with the theoretical framework topics. 

TM & C Department 

CS Department 

Shipping Lines 

Shipping Agents 
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3.3.2. Research process 

The research process starts from the purpose of the research and then goes to 

interview process as described above as a process of primary data collection. After 

that the categories are made those are based on the theoretical framework. As in this 

research I chose; customer needing and customer involvement in service 

development, customer relationship management, customer complaint management, 

customer satisfaction and customer feedback. Finally get the relationship that 

customer feedback and their complaint management that is very important to make 

good relationships with service firm that makes them satisfied. 

 

 
Figure 8: Research process (collectively from Creswell 2009 and Bryman & Bell 2007) 

3.4. Semi Structure and open interviews 

The first round of interviews has been performed with a semi-structured character, 

as the purpose of conducting the interviews was to receive answers to a number of 

questions in order to enhance the understanding of the research problem. These 

interviews were conducted with the management of PICT. Other than that the 

management of shipping lines and shipping agents were contacted to study their 

involvement with PICT.  

Interview Process 

This section will provide information how the interviews were conducted. There 

were two types of interviews, one related with the service firm and the other related 



 

27 

 

with service firm customers. So, the five interviews with shipping lines, five 

interviews from shipping agents and three interviews with PICT were done. The 

interviews were done on phone, Skype and some form of email coordination. The 

email process took much time because sometimes they provide extra details (stories) 

and they could not concentrate on the main question. Here the important thing I 

realized that the questions should be well formed and should cover the research 

domain otherwise the time can be waste. But having many precautions there was 

much useless data that was not required so it was omitted and filtered the desired 

data. The question guide was started with the general questions to the specific 

categories described by the theoretical framework that moves towards the research 

goal. 

The most informative process was interviews by phone because I asked the same 

questions in different means when the interviewee was going out of the research 

domain, this is because of open ended questions. Well, here I found the importance 

of face to face interviews that is unfortunately not present in this research because 

the case company and their customers are geographically far from the researcher’s 

region.  

In the interview process with TM & C executive, he gave some documents those 

were related with the given questions. So, I used these documents and insert some 

figures as primary data in to my thesis. PICT customer’s details and their interaction 

level with service firm were also discussed. This is the reason I classified a separate 

questionnaire for him as their department is related with relationship management 

and customers satisfaction with shipping lines as they are the key customers of 

PICT and they are considered as business to business customers. There is a separate 

questionnaire for customer services department because they are mainly linked with 

face to face interaction with shipping agents. Besides that, Information Technology 

department is contacted to find the technology importance in their business. For 

this reason their assistant manager IT was contacted. 

3.5. Selection of Data Sources 

Convenience and snowball sampling 

It is important when gathering information from different sources for example the 

validity of that data. The target group should be relevant who gives the information 

and it should be well knowledgeable about the discussed topic. PICT is located in 

Pakistan and because easy access to people in this service firm I chose this company 

with convenience sampling but again the validity criteria must be satisfied for the 
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authenticity of the information. For that reason, the management staff is 

interviewed. The information about PICT customers is gathered from PICT staff. 

3.6. Empirical results and Analysis 

The empirical results are described in the form of two parts; the first is concerns 

with the customers shipping lines and shipping agents and then the service firm. So, 

it will be easy for the analysis, like what the customers and service firm actually do. 

The analysis is based on the theoretical reference based on the specified categories 

and the empirical data gathered from the customers and service firm. 

3.7. Limitation and validity of research  

Limitation 

There are always particular limitations in any kind of researches. I select the direct 

customers of the company as they have other range of their customers as well.  

Customer involvement can have different directions according to the specific case 

company. As I include customer involvement as external and internal customers by 

considering some elements those are presented in the theoretical framework. So, it’s 

limited with in that scope. As there is qualitative research in which interviews are 

done from five people of shipping lines, three people from shipping agents and 

three people from Service Company itself. As per the security reasons these kind of 

service firms hesitate to provide their information because of Customs involvement 

and their procedures. Beforehand there was limited information regarding the 

research problem that lies in this sort of business so, in depth interviews was 

selected for this process. However, the author found it necessary to keep a thorough 

thread of the thesis which is enabled through categorizing the information. When 

performing qualitative in-depth interviews, there is a lot of information generated 

and it is important to be able to handle it all by summarizing it and omitting 

unnecessary information.  If the number of interviews is increased for both type of 

service firm customers then it can enhance the quality of work. For example if the 

window counter staff of CS department PICT is interviewed then we can cross 

check the answers with their shipping agents and give more recommendations as 

these people are working closely with their customers. But the researcher didn’t 

have references to take their interviews and did not get permission from their 

department heads.  
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Validity 

According the topic nature I interviewed some managing level persons and some 

senior executives for the validity of the research work. References have complete 

contact details with their detailed answers those are presented to the thesis 

supervisor. Internal documents are given with the complete reference of the 

persons. According to Merriam (1998) triangular concept, I use the case company 

answers and compare with their customer’s answers and then analyze with the 

theoretical framework for the validation of the research work. One of the tactics 

used to construct validity in this report is the use of multiple sources of evidence 

and then establish a chain of evidence. Furthermore the data collected through the 

interviews can be reconfirmed and approved from the interviewee to maintain the 

trustworthiness and true interpretation as all the interviewees have complete contact 

information.  

For example, Mr. Amir (Senior Executive) from TM & C department gave answers 

on behalf of the manger of their department (Mr. Imran Mosa) and the manager 

reviewed those answers and verifies that information by adding some information. 

If the same theoretical framework is used with a different case company then the 

involvement nature of their customers can be different in terms of their degree of 

their involvement, their roles, their interaction level, their technology usage, 

feedback and complaint management, different levels of their participation in 

service development models, their employees roles and organization learning and 

knowledge management. But all these elements can affect in terms of their more or 

less involvement.  

 

 

 

 

 

 

 

1 Amir Senior executive TM & C PICT, interview on the 20th of Feb 2012.  

2 Imran Mosa Manager TM & C PICT, interview on the 02 Dec 2011. 
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4. Empirical Study 

Empirical study is divided in to two parts first is described in connection with 

the service firm’s customers and then the second part consists of the 

interviewed persons from the service firm PICT.  

The following shipping lines and shipping agents were interviewed. The contact 

persons are as follows. 

Shipping Lines 
 

1. Pacific International Lines (PIL) 

Mirza Moiz Baig (Manager Commercial) 

Atif Hussain (Deputy Manager Operations) 

Ghazanfer Ali Khan (Assistant Manager Operations) 

 

2. CMA CGM 

Danish Rahim (Manager Operations) 

 

3. Universal shipping  

Obrain Saptel (Assistant Manager Operation /Logistics) 

Shipping Agents 
 

4. Marine Logistics 

Naveed Fazlani (Deputy Manager Marine Logistics) 

 

5. Blue Pak Shipping (Perma Line) 

Muhammad Ahmed Khan (Manager CS) 

 

6. Green Pak 

Saeed Khan (Manager Operations) 

 

7. ISPI  

Muhammad Rizwan (Asst. Manager Operation) 

 

8. Yasin Shipping 

Farooq Shah (Assistant Manager) 

 

In the following section the empirical detail is described according to the interviews 

those were categories according to the supportive theories.  

4.1. Data gathered from Service firm customers 

4.1.1. Role of Involvement in general 

Shipping lines  

In the answer of the question, does the terminal ask you needs? One of the 

interviewee told that “they try to fulfill their needs criteria.” The other said that, 
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“they are more involved with in the beginning stages of the interaction process with 

PICT but after that many procedures are standardized.”  

The answer of the question does PICT edit or changes its processes according to 

your needs? They said “yes and have normal level of interaction in general means with 

PICT”. Many of them discussed with their technical aspects related with terminal 

and between them those are out of the scope of this research work. But generally 

they were looking to fulfill their needs criteria. According to shipping line needs, 

PICT edits or changes some of their processes if required to fulfill their needs. They  

Shipping agents 

In the answer of this question, what is your role of involvement? All interviewees 

answer “low involvement”. In most cases they follow the standard procedures given 

by PICT told by all interviewees. The other interviewee told that, “They have low 

level of involvement as they are following the standard procedures so PICT does not 

edit or change their processes for them.” And this statement is observed from all 

interviewees. 

4.1.2. Role of Involvement in Service Development 

Shipping Lines 

“Shipping lines told that it’s not often that they engage in service development process” 

but they give an example of ‘net-pass account’ service that is used for the purpose 

of payment issues when shipping line person or their related agent have payment 

problem with PICT then they will pay from this account. In service development 

purpose they make meeting sessions, gather information and demand for 

transparent information and easy access of required information that is necessary 

for developing the service. In general they have “normal level” of involvement with 

in service development processes as one of the interviewee told that, “they perform 

this task occasionally”.  

“Shipping lines do not get any rewards or incentives for their involvement.” They 

mostly do their communications “with meetings and by phone conversations.” 

The technology plays a positive role in the involvement process as PICT gives 

online services to access their desired information via website, container tracking via 

SMS and 24 hour phone service. They said that, “they want to do their operations 

with technological advance terminal.” 

Shipping Agents 
“Not involved in service development.”  
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4.1.3. Relationship Marketing 

Shipping Lines 

Shipping lines told that “PICT tries to improve their relationships with us by 

providing our desired facilities” for example they updated their terminal system by 

technology to give quality services.  

“PICT gives information in meeting sessions and presentations. PICT distributes gifts, 

calendars, USB etc…” 

Shipping agents 

They said that PICT gives them physical facilities and describes them the standards 

those they have to follow. An interviewee told that, “We don’t have usual meetings 

with PICT.” For relationship marketing they said they, “PICT distributes gifts, 

calendars, USB etc…” 

4.1.4. Customer Satisfaction and Complaint Management 

Shipping Lines 

An interviewee told that, “shipping lines mostly logged their complaints by phone and 

emails and they don’t visit PICT often.” PICT staff track their complaints easily 

because of limited staff that contacts them. An interviewee told that, “PICT staff 

welcomes them for meetings and listen their needs and matters.” They told about the 

feedback process that “need to be more appropriate and easy for them and there must 

be any tracking system about their complaints and are satisfied with TM & C staff.” 

Shipping Agents 

Shipping agents told that, “Need timely operations and good behavior of PICT 

employees.” Another interviewee told that, “PICT employees should have well 

business knowledge.” They argue that PICT should have some “ticket issuing 

system” when they enter in to CS department so they don’t have to wait in long 

queues by standing there. “Complaint is logged by personal visits at CS department.” 

They said that, “we have difficulty to get update about their complaints and less 

satisfied with PICT CS staff.” 

4.1.5. Customer Feedback 

Shipping Lines 

Most interviewee told that, “feedback given by meeting sessions and attending service 

firm’s presentations.” They give feedback on spot and also with customer survey 

forms. 
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Shipping lines desire immediate action on their feedback given on particular issues. 

They need some sort of update what is happening. One interviewee told that, “The 

terminal PICT does not have any proper feedback system that updates us about the 

current progress.” “PICT website has feedback form but unfortunately they don’t 

bother it.” One of the interviewee told that, “PICT does not have any token number 

issuing process” that can be a good tracking system for feedback for both PICT and us 

but there is not such kind of system.” He also added that “PICT does not have good 

interdepartmental communication” and he added that “it’s difficult to get feedback if 

the contacted person before is not available in further coordination”. In general they 

are satisfied with the feedback process given to the service firm as the interviewee 

told that “there are mostly the same people by whom they contact in their routine 

work.” 

Shipping agents 

It is observed by interviews that, “customer feedback is done by customer survey 

forms, via email, phone calls and feedback given by personal visits.” One interviewee 

added that, “It’s not a regular process carried on by PICT.” According to an 

interviewee, “less attention given by the service firm when they give feedback.” 

4.1.6. Employees Involvement 

Employee’s behavior 

Shipping lines 

They mostly contact with “specific persons” in PICT those have good 

understanding with them and understand with business knowledge very well. They 

told that they are satisfied with the behavior of PICT employees. 

Shipping agents 

Shipping agents demand for “well behavior of PICT window staff at CS department as 

they mostly interact with them.” They demanded “respect and well behavior from 

PICT.” One of the interviewee told that they “need quick workings when they are 

standing in long queues.” “We demand for PICT employee’s apology if the problem is 

on their end instead of blaming us.” They added that, “sometimes PICT employees 

blame on the IT system that is not working and tells as a reason.” They told that, “they 

feel comfortable when there are not rush hours and they get less support or less 

interaction in rush hours.”  

One of the interviewee told about, “long queue problem when there is some other 

problem which is not related with PICT and its related with Pakistan customs then 
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PICT staff tries to explain the problem that takes much time and other customers 

standing in the queues gets angry.” There was a comment about service firm 

employees that, “sometimes PICT staff is angry as well.” 

Employees Responsiveness 

Shipping lines 

They told that “employees of the service firm are very important as they are the main 

contact point for them.” An interviewee told that, “Employees must have all business 

knowledge when they are dealing with us.” One of the person from shipping line told 

that they feel comfortable by talking with “particular people” as they have good 

relationships and understandings. In the answer of the question about employee’s 

behavior, they told that “they need good behavior of service firm employees.” One 

more aspect they mentioned about the employees that “employees must have good 

business knowledge so they can understand the problems.” 

Shipping agents 

They told that “sometimes there is not capable staff that entertains their 

complaints.” “PICT staff should have more training with new system introduced by 

Pakistan customs and then they must provide us trainings so we both avoid collisions.” 

4.2. Data gathered from TM & C department of PICT 

In the following section I described the primary data gathered from Senior 

Executive, TM & C. 

4.2.1. Role of involvement in “Service Development” process 

He told about their involvement in general that their shipping lines want to fulfill 

their needs so this is the general criteria for them. PICT tries to give them their 

desired services in the form of physical and nonphysical facilities for example PICT 

implemented new port system NAVIS N4 for quick, reliable and accurate 

information for everyone. It’s a port handling software. (Navis 2012) In terms of 

service development process he gave an example of a service named ‘net-pass 

account’ in which their involvement was high. It’s because of their own need and 

their interaction was high by physical visits and more feedback to PICT in terms of 

meeting sessions. His final comment is, “In general there is low level of interaction in 

service development process.” 

PICT gives required information to their customers so they can interact well in the 

service development process. It’s in the form of website information, financial 
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reports etc… and transparent information. He stressed on the “service nature” on 

which the customer involvement depends. The interviewee was not having more 

information except the example discussed above about ‘net-pass account’ service. 

4.2.2. Relationship Marketing 

Interviewee responds that they distributes calendars, diaries and other stuff to their 

customers and make get together as well in the form of annual dinners. They give 

electronic means of communication to their customers for easy and quick 

information. “It’s in the form of website, container tracking via sms and 24 hour phone 

service etc…” 

For information handling purpose he said “We have software called ‘Commercial 

and billing’ that is used for the purpose of billing in which we have all the information 

of our clients. But they don’t have any centralized system to store the suggestions and 

their complaints made via emails, phone calls and by management meetings. But we 

keep this information in the form of hardcopies if any.” 

 

 

Figure 9: PICT Relationship management: internal document (PICTc 2012) 

4.2.3. Customer feedback 

They use customer feedback form on regular basis and customer feedback form on 

PICT website. PICT doesn’t have any IT system to store customer feedback. 
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Shipping lines get more attention when giving feedback as they talked with mostly 

specific persons who works in general duty timings. Shipping agents give feedback 

to the counter staff and they are not capable to store that information as they don’t 

have any system to store that feedback. 

4.2.4. Customer Satisfaction 

“For this purpose we mostly make meetings but we use our feedback survey forms and 

feedback gathered from our website and discusses it in our management meetings.” 

They received new tasks to fulfill their customer requirements that give them 

satisfaction. “Right now we are not editing most of our processes as those are very 

stable now” but he added that “It mostly happened when we develop new services in 

which concerns departments of PICT are involved with concern customers.” 

 

Figure 10: PICT customer satisfactory tool Source: internal document (PICTd 2012 ) 

4.2.5. Complaint Management 

“We don’t have any complaint management system in the form of any IT software but 

we have 24 hour help line at which the customers can call. The customers can have 

email address of the concerns departments/persons with in the company so that their 

complaints are handled by the concern departments. If any customer doesn’t know 

where he should send email, we have a general email ID on PICT web site and then that 

email is forwarded to the concern department.” Other than that we have general email 

ids for the concern group in each department for example we have the following 

email ids: 

Vessel_planner@pict.compk, Yard_planner@pict.com.pk, 

Cus_support@pict.com.pk,  

Cus_services@pict.com.pk etc… 
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4.2.6. Role of PICT employees 

PICT employees share their knowledge with other employees, they should be 

confident to respond their customers; they should have good knowledge of service 

business. He added that “When the employee have good knowledge they can motivate 

the customers to come up and participate with them to the enhancement of the service 

by giving feedback and share their views about the service.” 

Employee’s satisfaction with their work is very important; in that case they require 

well knowledge about their business processes. For that reason they require 

trainings from outside the company or from their seniors.  In many cases they need 

their management support for quick decisions as per the timing requirements. They 

requires satisfaction in different means, for example they need job security, basic 

benefits like medical facilities, good salary etc… 

He said proper job placement is very important. For that purpose he gives a 

suggestion that “the measurement can be done by some questionnaire distribution to 

each employee of the company. In PICT they have weekly and monthly meetings in each 

department in which the managers note down employee’s workings and their 

satisfaction level with their jobs.” 

In their department there is general shift of working hours that runs from 9:00 am 

to 6:00 pm. In the following section I describe the empirical findings based on the 

questionnaire of CS department in which their Assistant Manager was contacted. 

4.3. Data gathered from CS department of PICT 

Assistant manager CS department was interviewed and it is as follows. 

4.3.1. Role of involvement in ‘service development’ process 

Assistant Manager CS told that the shipping agents are not involved in this process. 

He said that “Their overall role is rule following because mostly they follow the 

specific rules for clearing their containers”. In the answer of the question, “What is 

the level of their involvement in service development process?” he said that “In 

beginning phase when PICT was establishing we gathers information from shippers and 

according to their requirements and we build a separate building and 10 window 

counters at where shippers are served. ATM facilities, online payment options, online 

container enquires and 24 hour helpline etc… But after setting up all the system now we 

don’t involve them in most cases.” 

In the answer of this question, “Does the involvement depend on the service 

nature?” he replied that “Yes, defiantly it depends on the service nature. Because they 
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are coming for the same service i.e. container clearance and now we have structured 

rules so they are just following those rules.” He replied the same thing when asked 

about the process changing with respect to their customers, that “their shipping 

agents mostly following the rules.” 

4.3.2. Customer Relationship Management 

He told that, “We regularly communicate our customers by window operations.”  

They save their customers interactions in the form of their emails as well for further 

reference. They don’t make customer surveys as TM & C department is involved in 

this process. 

In the answer of this question, “Do you have any Customer Knowledge 

Management System?” he replied that “We have an application that is called NAVIS 

N4 in which we have all customers’ information with their all details regarding their 

shipments.” 

4.3.3. Customer Feedback 

He answers of this question, “What is the process of feedback?” as “We mostly send 

emails to concerns people with in our department regarding customer’s issues and try 

to solve their problems.” So they perform, “inter departmental communication for this 

purpose in the form of emails.” 

They mostly send emails to concerns people with in our department regarding 

customer’s issues and try to solve their problems so according to that we receive 

new tasks to do. They don’t make major changing in their processes as these are 

very much established but in the beginning phases of business operations they edit 

several changes. 

4.3.4. Complaint management  

Customer complaints are mainly handled by “window operation”. PICT CS 

department don’t have any customer complaint handling software in which they can 

logged their complaints.  

4.3.5. Employees Involvement 

We have training sessions to the junior staff so they can perform equally. PICT has 

different timing schedule for different shifts. “We are working in groups so we share 

the information that need to be updated.” He replied that, “This is chain of working 

environment in which everybody is playing an important role to run PICT operations.” 
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He told that window operations staff is very close to the customers so, “their well 

behavior, willingness to solve their issue, is showing them trust as they are doing 

business with PICT by maintaining their company image in the eyes of their 

customers.”  

For better employees involvement it’s very important to give employees satisfaction 

and the answer was almost same with TM & C executive. According to the working 

environment he added that, “There is called shift duty, that is rotates in nights and 

days that long till 12 hours per day. So the PICT has two shifts 12 hour each that 

completes 24 hour operations. In this schedule they have to work approx. 20 days in a 

month. The counter staff or window staff works in this schedule.” 

4.4. Interview with Assistant Manager IT of the service firm 

I Interviewed with Assistant Manager IT and showing the results in the following 

section.  

These questions were asked to know the importance of technology in port business 

and try to find the connection with our main research question about customer 

involvement. 

Assistant Manage IT told that they are not involved with shipping lines and agents 

for service development. They involved with their vendors who provides them 

services. He gives an example of NAVIS system when it was in developing phase 

they make heavily involvement with their vendor. 

“PICT has implemented “NAVIS N4” for their port operations. It’s advanced 

integrated software used on PICT port. We do not involve with shipping lines and 

shipping agents to form new services as they mostly follow our standards. We mostly 

involved with our service providers and vendors to form new services. These vendors 

have much expertise in their fields. For example we work closely with NAVIS team of 

America to implement NAVIS system in PICT because we have to be competitive to do 

business.” 

He said Pakistan Customs has implemented an automated system for container 

clearance and everybody in this business has to do their operations with the 

knowledge of this system. It’s called WeBOC (Web based One Customs) auto 

clearance system (FBR 2012). Everybody can access Pakistan customs website for 

current update about containers. PICT also updates their system based on that 

information in real time. Technology has minimized the time factor and gives 

accurate and reliable information. We are getting more vessels as the service time is 

less so it gives more business. Due to technology improvements the internal 

processes are very much changed and all our staff gets trainings with new service 

processes. He answered of this question as, “Do you have any system for 
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knowledge management and feedback management of your employees and your 

customers as well?” 

 Feedback and knowledge Management system for Employees 

“In fact we don’t have IT system that is specific for this purpose.” We make weekly or 

monthly meetings to get their feedback. We send some questionnaire to our 

employees in yearly basis in which the manager of the department gives their 

comments for their performance.  In the same survey the employees can write their 

comments as feedback. 

Feedback and Knowledge Management System for PICT Customers 

“On our website we have a form at which anybody can comment or give feedback about 

the service”. He added, “We don’t have any specific employee who works with the 

feedback process.” He said that the concern problem is forwarded to the concerns 

department with the concern person who is responsible for that matter. 

Infect the other department whose job is to build strong relationships with the 

customers is ‘TM & C Department’. But they don’t have any software for this 

purpose. They can see the feedback report in which customers send their feedback 

on the web. After getting that report they forward each issue to the specific 

department on the shift supervisor email address. There is not a central system for 

monitoring. 

 

 

 

 

 

 

 

 

 

 

 



 

41 

 

5. Analysis 

The analysis is based on the theoretical reference based on the specified 

categories in which both types of PICT customers will be analyzed with PICT 

concern departments i.e. TM & C and CS department. 

5.1. Role of Involvement in general and service development 

According to Strandvik et al (2008) emphasize on the customer needing as, “A 

needing is based on the customer’s mental model of their business and strategies which 

will affect priorities, decisions, and actions”. As shipping lines are contacted with TM 

& C department in which their key customers are contracted shipping lines, they 

interact with PICT by telling them their needs criteria that belongs to the “Doing” 

direction towards enabling and relieving. After that they energies and shelter it by 

the own experiences with PICT. The sheltering function is linked with minimizing 

the risks with the service firm, in this case the shipping lines have less risk instead of 

shipping agents that because of less involvement with shipping agents. The 

experiencing part is more concern with the shipping agents as they physically make 

regular visits to the service firm. They are mostly following the rules and standards 

because PICT does not ask them their needs often because of the stable business 

processes right now. In the energizing function it can be described in the form of 

their involvement in some sort of service development process.  

Depending on the service nature, Hubbert (1995) told that there are three levels of 

customer participation in which shipping lines lies in moderate level by regular 

meetings. Shipping agents have low level of involvement because for rule following 

with PICT. According to Bitner et al., (1997), as they described three roles, in which 

shipping lines lie in contributor to quality and satisfaction. They have better 

relationships with PICT so generally they involved for fulfilling their needs. PICT 

emphases on their port handling IT system that based on their customer’s needs. 

According to (Ramaswamy 2008; Parhald & Ramaswamy 2004) in which they 

describe four directions those are important for any service development in which 

dialogue is the first stage at which both parties start communicating and adjust their 

criteria’s according to their needs model described by Strandvik et al (2008). 

Dialogues are done in every kind of customer interaction levels but in high level of 

interaction the strength of dialogues will be higher. In case of shipping lines as they 

have normal level or moderate level with service firm and have more interaction so 

there are more dialogues with respect to shipping agents. When there is much to do 

in dialogue phase there is more about accessibility of information that is required by 

the customers as in the case of service development case with TM & C in which 

shipping lines were involved in ‘net-pass account’ service. So, they need their 
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desired information from service firm to finish this service development. In this 

process the customer feels risk about the information given to them so they can 

have more dialogue phase and need accurate information for example the related 

information published by their annual reports on their websites to know better 

about the company condition before investing with them or in other means it 

becomes trustful. That’s why risk assessment and transparency of the information is 

interrelated. The shipping agents don’t have more interaction with the service firm 

so there is no involvement in service development. 

PICT interviewee from TM & C told that service nature is important in terms of 

service firm and its customer’s involvement. As TM & C and CS departments are 

not much involved with service development with shipping lines and shipping 

agents. But service firm’s IT department is heavily involved with their vendors to 

form new services told by assistant manager IT PICT. PICT and its customers have 

to follow the Pakistan customs rules as well so it can be a difficulty for service firm 

to fulfill every kind of their customer’s needs. So, I can say that in general the 

customers are fulfilling their needing criteria in which requirement of advanced IT 

operations is observed from both types of customers in which they need online 

services for their container clearance. This is the reason the PICT deployed NAVIS 

N4 port handling system to their terminal. (PICT 2012) 

5.2. Relationship Marketing 

According to (Grönroos 1997) in which he described 4P model, it’s not suitable for 

industrial marketing as in both types of customers of PICT. One reason can be the 

intangible services involved with the service firm. The above author emphasis on 

the long term relationships and refers as relationship marketing and seeking for 

always new customers will not be more beneficial as it’s more suitable in 

transactional approach. So, the retention of customers is very important as the 

contracted shipping lines are the key customers for PICT so they involved with 

PICT in terms of relationship marketing. Shipping lines demand for their needs and 

expect for the services fulfillment to make good relationships. 

In case of shipping agents they don’t have much interaction with respect to meeting 

PICT management staff. But they are the main regular visitors to the service firm. 

They told that there is heavy involvement of Pakistan customs with respect to 

container clearance procedures so they have to follow the rules and if they discuss 

to make some changes with PICT they also follow the custom rules.  
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According to McLoughlin and Horan (2000) he described about continues 

improvement with in the service firm it can be observed with in PICT in which they 

enhance their physical operations and intangible services enhancement for their 

both types of customers. (Hutt & Speh 2010; Buttle 1996), Möller and Halinen 

(2000) and Theron and Terblanche (2010) all described about the technology that 

can play a very positive role in the form strong relationships with the customers. It 

can be observed as well in PICT as the assistant manager IT told that Pakistan 

customs introduced a new system named ‘WeBOC’ for electronic means of 

container clearance system that is paper less system.  

PICT performs their relationship marketing with respect to their customers for 

example they give more importance to their key customers and it’s done by 

meetings with them. There are two separate departments who deal with different 

type of customers and PICT has less relationship marketing with shipping agents 

and giving less attention by just gift distributions and some get together sessions. 

PICT doesn’t have any customer knowledge management system for their 

customers. It is important to have such kind of system that transfers the 

information in between the organization’s employees. Infect they have port 

handling system that has their client’s information but they are not much clear with 

customer knowledge management system and its importance. An IT system for this 

purpose can be very helpful that will update to the employees and the customers 

about their particular issues. PICT more concentrates on retention of their key 

customers but less involvement regarding to find new customers. They have less 

attention on their end customers those are shipping agents, if they concentrate on 

them they can be a source to patch up with those shipping lines those are already a 

key customers of PICT or they can stress to particular shipping line to do business 

with PICT. So in that case PICT can have new key customers or increase their 

business with existing key customers when they have more shipping agents. This is 

true that shipping agents are mostly following the rules and standards but they can 

be involved with PICT in terms of other aspects of service quality as described in 

the following sections. 

5.3. Customer Feedback 

According to Allee (2000), feedback and data usage is closely related with in the 

interaction of customers and service provider. The shipping lines fill customer 

survey forms given by PICT regularly to take their feedback. They do it in terms of 

meeting sessions as well. According to Alle (2000) she describe this process as a part 

of value chain process like shipping lines want to extract their value by giving the 
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feedback. As they are seeking to see the utilization of that feedback as well and they 

require actions from the service firm as mentioned by Heiskanen et al. (2007). 

According to Bergman and Fundin (2003) in which they said about the negative 

feedback or dissatisfaction feedback is important for service enhancement, the 

shipping lines and agents requires some sort of update process to them. Shipping 

lines mostly contact with the concern persons from which they have talked before. 

This can be a difficult situation for getting feedback update on later times. They said 

that PICT does not have feedback management system. So, when they contact on 

later time they did not give immediate updates. They said electronic feedback form 

is available but there is no ticket number system so the follow up process is very 

difficult. One of the interviewee said that, “PICT does not have good 

interdepartmental communication”. So, it can be a reason to have difficulty with 

feedback update in between the employees. Hansen et al. (1999) tells about 

“codification” and “personalization” in which categorization is done and after that 

the knowledge is transferred in between the service firm people. Shipping lines and 

shipping agents can help to form the categorization process of feedback in terms of 

their business processes that can be used to form any proper feedback system. 

Shipping agents just give their feedback via customer feedback forms and most of 

the time they give their feedback when agents visit at CS department. This is very 

limited and PICT should make more interaction for feedback process with their 

shipping agents. 

PICT doesn’t have any customer feedback information system in the form of any IT 

system they do it manually by feedback form gathering process. It is not suitable in 

the case of information sharing in between the organization. PICT receives more 

feedback from shipping lines and they get more new tasks. But PICT services 

department gets fewer tasks based on shipping agents. PICT TM & C told about 

feedback gathering from their website but there is not proper information provided 

about how they know about that feedback and how they use it. The same thing 

noted by the interview from IT personal. So there can be high possibility to lose this 

information and if PICT does not consider web feedback, no customer will give 

feedback again. 

One of the important thing is observed in the service firm that  only have one 

general type of question in their customer feedback form that is gives no meaning 

full information. The question is “how would you rate us in the following services?” 

This is qualitative type of question about almost all the services provided to them. 

The questionnaire should be qualitative type on separate aspects those are going to 

consider rather with some general questions. For example if some customer is not 
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satisfied with some services, how PICT will know to fix their problems. So, there is 

a huge gap to gather information from their customers and then where to store that 

information and finally how to transfer meaningful knowledge in employees and at 

the end how the customers can be updated about their given feedback. But in this 

case their feedback is not used in any constructive way for the enhancement of 

customer services for their customers. As per assistant manager IT of the service 

firm he said that there is a web feedback report distribution system to each 

department but the both persons from TM & C and CS department did not tell 

about this thing so it’s not confirmed. 

5.4. Customer Satisfaction and Complaint Management 

Bosch and Enrıiquez (2005) described a comprehensive customer complaint 

management system (CCMS) in which customer satisfaction and customer feedback 

is inter related. In this system the way of complaints should be considered because if 

it’s easy for customers then they can do it otherwise they will hesitate to do that. 

Zairi (2000) emphasizes on the complaint management system and the feedback as 

well. 

 

PICT gives them updated, quick and reliable information with the help of their new 

port handling NAVIS N4 system but this is not a satisfaction criterion according to 

the frame of reference as customer satisfaction depends on different entities as 

described by Matshke & Pedersen (2009) in which customer expectations defines 

perceived value that move towards customer satisfaction. As Bergman and Klefjo 

(2003), Boulding et al. (1993) described that a person’s perception is a blend of the 

prior expectation and previous experience so, there should not be a negative gap. As 

in the case of shipping agents there is a negative gap but shipping lines have good 

expectations with the service firm. This is because they are contacting with limited 

people of PICT those knows their matters and are involved with them from long 

time and have mental understandings as well.  Matshke & Pedersen (2009) described 

a customer satisfaction model in which complaint management is an important tool. 

By keeping the relevant theories in mind and interviewees responses, as one of the 

interviewee told that shipping agents make their regular visits to CS department so 

they talked directly to counter staff and mostly tell them their complaints. It’s 

difficult to track about any previous complaint, told by another interviewee. They 

are not satisfied with complaint management and feedback system of PICT. 

Shipping agents told that they need timely operations and many times it is not 

possible. According to Hughes and Karapetrovic (2006) in which they described 
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about the ISO standards related with feedback and complaint management, PICT 

don’t have any ISO 100001/2/3 standard for complaint management according to 

the executive TM & C. It can be helpful to learn for the deployment procedures for 

such systems that will defiantly help PICT to satisfy their shipping agents. 

On the basis of above I can say that, when there is not much interaction in between 

the service firm and their customers then the customers are more dissatisfied. 

Shipping agents argue that PICT should have some ticket issuing system when they 

enter in to CS department so they don’t have to wait in long queues by standing 

there. As PICT employees told that they have separate email ids for different 

departments in general to track their complaints. This system can be helpful for 

PICT but the customers don’t have any update process with their complaints as they 

don’t get any token or complaint numbers by which the particular employee of 

PICT in particular shift hours track that complaint. 

By this analysis I can say that there must be different system for feedback and 

complaint management for different type of customers as they have different type 

of complaint nature with respect to their business.  

5.5. Employees Involvement 

According to George (1977) he told that besides external customer satisfaction it’s 

very important to have satisfied employees as well. For this purpose Hofsede and 

Hofstee (2005) told about the motivation that is necessary for the employees to 

perform well. In case of PICT the employees get trainings from their seniors. They 

mostly work in groups so group learning is very important. They need management 

support in quick decisions if required to handle credible situations and it can be 

possible if there is a motivation environment with in the firm.  

Customers cannot see the organization leaning procedures and knowledge 

management but they can see the employee’s behavior and demand for good 

behavior with them. If they will be well trained and knowledgeable they will be 

looking satisfied and perform their duties well and satisfy their customers as well. 

According to Davenport & Prusak (1998) the main purpose of the learning process 

is to get desired knowledge and it’s a competitive advantage for a firm. Crossan and 

Berdrow (2003) define organization learning as, “a means to develop capabilities that 

are valued by customers”. In the case of PICT it is observed in two different 

departments as they are linked with their customers differently. It is observed that, 

in TM & C department there is more interlink with in their department as all people 

are working in the same timings i.e. general shift that runs from 9:00 am to 6:00 pm. 
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They have good relationships as well. In CS there is less interaction observed and 

less knowledge transfer process is observed that is the reason their customers are 

not much satisfied. According Timlon and Hilmersson (2009) in which they 

described operational learning and Sanchez (2005) described single and double loop 

learning. I will compare it with both departments of the service firm. So, CS 

department has single loop learning mechanism because most of the time they just 

are following rules. TM & C has conceptual learning with double loop learning 

system this is because they are much interlinked with each other’s and share the 

knowledge with each other’s. According to IT department as they are mostly 

involved with their vendors and their PICT staff to develop application or electronic 

services, so they have conceptual and double loop learning as well. Executive from 

TM & C from PICT told that, “When the employees have good knowledge they can 

motivate the customers to come up and participate”.   

Manager TM & C added that employee’s satisfaction depends on good working 

conditions and good facilities given to them, correct roles should be given to the 

correct persons with their abilities.  TM & C executive said that the service firm 

should ask from their employees to know their satisfaction regarding their needs. 

According to Lush et al (2008) knowledge and skills are the basis for knowledge 

management. This knowledge should be transferred with the help of some system. 

It can be in the form of any IT system. As Davenport and Prusak (1998) defines 

knowledge as a sustainable competitive advantage. So, I can say that if the 

employees are well knowledgeable then they can satisfy their customers and 

ultimately the service firm can get competitive advantage. In addition there is not 

any procedure for codification and personalization in PICT in terms of transferring 

knowledge in databases.  

The employee’s duty timings are important as they can perform well duties in 

flexible schedules for example the TM & C department is more feasible with the 

working hours but CS have twelve hour of working shifts. I think it can be a reason 

that the employees cannot concentrate on their duties in rush hours when they are 

tired. The main thing observed in CS is lake of knowledge sharing that is the reason 

they cannot give proper feedback to their customers. Besides that there is no proper 

system for complaint handling so shipping agents are not satisfied. As they work in 

shift duties and there is no proper procedure to convey current information to the 

coming staff on new duty shifts so, it can be a reason for shipping agents 

dissatisfaction.  
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At the end I would like to give my main comment that the current improper 

feedback system of PICT makes a big gap in between the employees and their 

external customers. 

6. Conclusion and Recommendations 

6.1.1. Conclusion 

The needing criterion is limited for shipping agents as per the standard procedures 

and rule following described by the service firm and Pakistan Customs. Shipping 

lines have different needing criteria and are more involved with the service firm 

compared with shipping agents but still they have moderate level of involvement. In 

terms of service development the customers of the service firm have not much 

involvement and overall it can be considered low level. But only one example of 

shipping lines involvement in service development was observed in which there was 

moderate level of interaction observed. 

Shipping lines are more satisfied with PICT as they have proper interaction by 

limited people of the TM & C staff that interacts with them. In case of shipping 

agents they strongly need proper feedback and complaint management system so 

they can get updated with their complaints. The same can be helpful for shipping 

lines. Feedback survey should be based on the type of the customers and it should 

be knowledge transferable to both internal and external customers. 

Employees of the service firm can transfer their knowledge about the user 

complaints and their feedback to give better support services to their customers if 

they have any proper system. Currently it works well for shipping lines those are 

involved with TM & C, but shipping agents are not satisfied with the complaint 

management system and feedback process, as less update process towards 

customers is observed. So, indirectly it effects on relationships in between service 

firm and their customers.  

6.1.2. Recommendations 

The service firm PICT should have some proper system by which they can engage 

with their customers in better way. For that reason the feedback and complaint 

management should be handled properly and give customer updates in a satisfied 

way in which the customers think about. There should be a separate information 

management system for CS and TM & C department to follow up their customer 

feedback and complaints as per different nature of their involvement. This can be 

accomplished with the help of technology. 
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There is a lack of knowledge transfer process within the employees of the service 

firm about the customer complaints and their feedback. This is because of absence 

of such system. PICT gives more attention to their key customers, contacted 

shipping lines but less research by PICT is observed with shipping agents as they are 

their end customers. If there are more shipping agents who want to do business 

with PICT then they can make their influence with their existing shipping lines to 

do business with PICT. In other words the service firm can have a new key 

customer in the form of new shipping lines.  

6.1.3. Future research 

The result of this thesis is heavily depends on the data gathered form the interview 

process with the service firm and its customers. This research can be combined to 

have more interviews with addition of qualitative research method as well. If the 

types of customers increased then there can more data for analysis. The qualitative 

data is used in this research by the interviews by phone, Skype and emails. This 

process can be enhanced by having face to face interviews for more effectiveness in 

future research. 

The research is carried out with one Service Company and its two types of 

customers. Further studies could also be focused on any different container terminal 

and compare their customers’ satisfaction level based on their business processes 

especially in their feedback and complaint management system. 

 If the researcher has well shipping knowledge he/she can get more understanding 

when interviewing with container terminal customers by proper utilizing their time 

to only concentrate on his/her research problem.  

 

 

 

 

 

 



 

50 

 

7. References 

Allee, V. (2000). Reconfiguring the value network. Journal of Business Strategy, Vol 
21, N 4, July-Aug 2000 

 
Aaker, D., Kumar, V. & Day, G. (2004). Marketing Research. New York: John 
Wiley & Sons, Inc 

 
Anna, AK. (2006). Creating Long-term Relationships with the Help of a Customer Club. 
Diss. Luleå: Department of Business Administration and Social Sciences 
Division of Industrial marketing and e-commerce, Luleå University of 
Technology. 

 
Bowen, D.E. & Schneider, B. (1988). Services marketing and management 
implications for organizational behavior. In: Stow B, Cummings LL, editors. 
Research in Organizational Behavior. Greenwich, CT: JAI Press, 1988 

 
Bosch and Enriquez (2005). TQM and QFD. Exploiting a customer complaint 
management system. International Journal of Quality & Reliability Management Vol. 
22 No. 1, 2005 pp. 30-37 

 
Bitner,M.J., Faranda, W.T., Hubbert, A.R., & Zeithaml, V.A. (1997). Customer 
contributions and roles in service delivery. International Journal of Service Industry 
Management, 1997(8):193~205 

 
Bryman, A. & Bell, E. (2007). Business Research Methods. New York: Oxford 
University Press. 

 
Bergman, B. & Fundin, A.P. (2003). Exploring the customer feedback process. 
Measuring Business Excellence, Vol. 7 Iss: 2 pp. 55 - 65 

 
Bergman, B. and Klefsjö, B. (2003). Quality from Customer Needs to Customer 
Satisfaction, Lund 

 
Boulding, W., Kalra, A., Staelin, R. and Zeithaml, V.A. (1993).  A Dynamic 
Process Model of Service Quality: From Expectations to Behavioral Intentions', 
Journal of Marketing Research, February, pp. 7-27. 

 
Buttle, F. (1996). Relationship marketing: theory and practice. Sage Publications Ltd. 

 
Crossan, M.M. & Berdrow, I. (2003). Organizational learning and strategic 
renewal. Strategic Management Journal, Volume 24 Number 11, pp. 1087–1105. 

 
Creswell, J. W., (2009). Research Design – Qualitative, Quantitative, and Mixed Methods 
Approaches. Third Edition. Thousand Oaks: SAGE Publications. 

 



 

51 

 

Christopher M., Payne, A. & Ballantyne, D. (1991). Relationship Marketing: 
Bringing quality, customer service, and marketing together, Oxford: Butterworth-
Heinemann. 

 
Davenport, T.H. & Prusak, L. (1998). Working knowledge: how organizations manage 
what they know, Boston, Mass.: Harvard Business School. 
 
Edvardsson, B. (1997). Quality in new service development: Key concepts and a 
frame of reference. Int. J. Production Economics 52 (1997) 31-46 
 
Edvardsson, B. & Enquist, B. (2000). Design dimensions of experience rooms 
for service test drives Case studies in several service contexts. Managing Service 
Quality Vol. 20 No. 4, 2010 pp. 312-327 

 
Grönroos, C. (2008). Service management och marknadsföring: kundorienterat ledarskap i 
servicekonkurrensen. Liber: Slovenia. 

 
Grönroos, C. (1997). Service Management,  Smedjebacken: ISL förlag 

 
Ghauri, P., & Grønhaug, K. (2005). Research Methods in Business Studies - A 
Practical Guide (Third Edition Ed.). Dorchester, Great Britain: Prentice Hall, 
Financial Times. 

 
George, W.R. (1977). The Retailing of Services - A Challenging Future, Journal of 
Retailing, Volume 53 Number 3, pp. 85-98. 

 
Gummesson, E. (1987). The new marketing. Developing long-term interactive 
relationships. Long Range Plan 1987; 20(4):10 ± 20. 

 
Heiskanen, E., Hyvönen, K., Repo, P. & Saastamoinen, M. (2007). Käyttäjät 
tuotekehittäjinä (users as product developers). Teknologiakatsaus 216. Helsinki, 
Tekes. 

 
Hart, C.W., Heskett, J.L. and Sasser, J.W.E. (1990). The Profitable Art of Service 
Recovery. Havard Business Review, Volume 68 Number 4, pp. 148-156. 

 
Hutt, M.D. & Speh, T.W. (2010). Business marketing management: B2B. (10th edn.). 
Mason, Ohio; London: South-Western; Cengage Learning distributor. 

 
Hofstede, G. and Hofstede, G.J. (2005). Cultues and Organizations - Software of the 
Mind, New York: McGraw-Hill. 

 
Hughes, S. and Karapetrovic, S. (2006). ISO 10002 Complaints Handling System 
International Journal of Quality & Reliability Management, Volume 23 Number 9, pp. 
1158-1175. 

 



 

52 

 

Kumar, R. (2008). Research methodology. APH Publishing. 
 

Kinnear, T.C. and Taylor, J.R. (1991). Marketing Research, an Applied Approach, 1st 
edition, New York: McGraw-Hill Companies. 

 
Kohli, A. & Jaworski, B. (1990). Market orientation: The construct, research propositions, 
and managerial implications. J Mark (1990). 54:1 ± 18. 

 
Lusch, R.F., Vargo, S.L., and Wessels, G. (2008). Toward a conceptual 
foundation for service Science: Contributions from service-dominant logic. IBM 
Systems Journal, 47, 1 (January 2008), 5–14 

 
Lukas & Maignan (1996). Striving for quality: The key role of internal and 
external customers. Journal of Market Focused Management, I, 175-187 (1996) 

 
Martin & Thomas (2001). The container terminal community. MARIT. POL. 
MGMT., 2001, VOL. 28, NO. 3, 279± 292   

 
Möller, K. & Halinen, A. (2000). Relationship Marketing Theory: Its Roots and 
Direction. Journal of Marketing Management, 16 (1-3), 29-54. 

 
Merriam, S.B. (1998). Qualitative Research and Case Study Applications in 
Education, 1st edition, Wiley, John & Sons, Incorporated. 

 
Marine Services (2012). Marine services. Available: 
http://www.marinepakistan.com/ [2012-03-20] 

 
Maglio, P.P., and Spohrer, J. (2008), Fundamentals of service science. Journal of 
the Academy of Marketing Science, 36, 1 (Spring 2008), 18–20. 

 
O'Hair, D., Friedrich, G.W. and Dixon, L.D. (2008). Strategic communication in 
business and the professions. 6th Edition. Pearson Education. 

 
Fremont. A (2009). Shipping lines and Logistics. © 2009 Taylor & Francis 

 
Maersk Line (2012). Creating opportunities in global commerce. Available: 
http://www.maerskline.com/appmanager [2011-11-20] 

 
McLoughlin, D. and Horan, C. (2000). Business Marketing: Perspectives from 
the Markets-as-Networks Approach. Industrial Marketing Management, Volume 29 
Number 4, pp. 285–292. 
 
Matschke, J. & Pedersen, H. (2009). The value of feedback improvements based on the 
voices of customers & dealers. Diss. Baltic Business School (BBS) at the university of 
Kalmar, Sweden. 

 



 

53 

 

Navis (2012). Part of Cargotec Corporation. Available: 
http://navis.com/index.jsp [2012-01-20] 

 
PICT (2012a). Pakistan International Container Terminal. Available: 
http://www.pict.com.pk/Home.aspx [2011-11-10] 

 
PICT (2012b).  Corporate Profile. Available: 
http://www.pict.com.pk/CorporateProfile.aspx  [2012-01-20] 

 
Prahalad C, K. & Ramaswamy, V. (2004a). The Future of Competition: Co-creating 
Unique Value with Customers. Boston: Harvard Business School Press. 

 
Prahalad C, K. & Ramaswamy, V. (2004b). Co-creation unique value with customers. 
Strategy and Leadership Vol 32. 3 2004. Emarald Group publishing limited. 

 
Prahalad, C.K. & Ramaswamy, V. (2004c). Co-creation experiences: The next 
practice in value creation. Journal of interactive marketing volume 18 / no 3 / 2004. 

 
Payne, A. & Frow, P. (2004). The role of multichannel integration in customer 
relationship management. Industrial Marketing Management, 33 (6), 527-538. 

 
Restuccia (2009). Value Co-Creation Orientation: Conceptualization, 
Measurement and Impact on Firm Performance. Full Paper Submission for the 
Doctoral Workshop 2009 Naples Forum on Services. HEC Montréal Canada 

 
Scholz, R.W. and Tietje, O. (2002). Embedded case study methods, Thousand Oaks: 
Sage Publications. 

 
Strandvik et al (2008). Customer Needing - Conceptualizing Industrial Service from a 
Customer Perspective. ISBN 978-951-555-989-0 ISSN 0357-4598 HELSINGFORS 
2008 
 
Sanchez, R. (2005). Knowledge Management and Organizational Learning: 
Fundamental Concepts for Theory and Practice. Working paper series, 2005/3: 
Lund Institute of Economic Research, Lund. 

 
Theron, E. & Terblanche, N.S. (2010). Dimensions of relationship marketing in 
business-to-business financial services. International Journal of Market Research, 52 
(3), 383-402. 

 
Timlon, J. & Hilmersson, M. (2009). Intermediated Business Marketing Entry 
Strategy in Emerging Country Markets. Working paper - 51st Academy of 
International Business Conference, San Diego, USA. 
 
Vargo, S.L. & Lusch, R. (2004). Evolving to a New Dominant Logic for 
Marketing. Journal of Marketing, 68 (1), 1-17. 



 

54 

 

 
Vargo, S.L. & Lusch, R. (2008). Service-dominant Logic: Continuing the 
Evolution. Journal of the Academy of Marketing Science, 36 (1), 1-10. 

 
Wikström, S. (1996). The customer as co-producer. European Journal of Marketing 
Vol. 30 No. 4, 1996, pp. 6-19. 
 
WeBOC (2012). FBR. Available: 
https://www.weboc.gov.pk [2012-06-10] 

 
Yin, R. (1994). Case study research. Design and methods. Thousand Oaks: Sage 
publications, 1994. 

 
Yin, R. (2003). Case study research, 3rd edition, Thousand Oaks: Sage Publications. 

 
Zairi, M. (2000). Managing customer dissatisfaction through effective complaints 
management systems. The TQM Magazine, Vol. 12 No. 5, pp. 331-5. 

 
Zeithaml, V., Parasuraman, A. and Berry, L. (1990). Delivering Quality Service: 
Balancing Customer Perceptions and Expectations, New York: The Free Press. 

Internal Documents 

1. PICT (2012c), PICT relationship marketing 

2. PICT (2012d), PICT satisfactory tool 

3. PICT (2012) Customer Survey form 

8. Appendix 

Appendix A 

Questionnaire with the customers  

1. How do you communicate with PICT? 
2. Does the terminal ask your needs? 
3. Is there any Government body who force their rules? 
4. What is your role of involvement with service firm? (Low, Normal, High) 
5. Does PICT edit or change its processes according to your needs? 
6. What is your communication process when developing any service with 

PICT? 
7. Does the terminal gives incentives or rewards for your involvement? 
8. What is the frequency of your visit at PICT and your purpose? 
9. How do you access your desired information? 
10. What kind of technology improvements you need? 
11. Does PICT try to improve their relationships with you? If yes then How? 
12. What is the process of your feedback? 
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13. What do you expect when you give feedback to the terminal? 
14. Does PICT ask your feedback about the new container clearance system 

introduced by Pakistan Customs? If yes How? 
15. Does PICT give you training about the new container clearance system? 
16. What is your satisfaction level with PICT about your complaints? 
17. What is your complaint process?  
18. Does PICT track your complaint easily when you want feedback about your 

complaint? 
19. Do you think PICT employees are important in service delivery process? 
20. What is the behavior of PICT employees when you complain them? 
21. Do PICT employees have enough business knowledge? 

Appendix B 

Questionnaire for TM & C department and CS department of PICT 

1. Who are your customers and what is their role? 
2. Do you involve them in any service development process? Please explain. 
3. What is the level of their involvement in service development process? (very 

low, low, not much, high ) 
4. Does PICT give the required information for any service development process? 

If yes how? 
5. Does the involvement depend on the service nature? 
6. Does the terminal edit or change their processes according to their customer 

needs? If yes give examples. 
7. Do you have any customer knowledge management system? 
8. How to enhance your customer relationships? 
9. How do you communicate with your customers? 
10. How do you save the information that you gather from your customers? 
11. What is the process of feedback? 
12. Do you receive new tasks based on the feedback of customers? 
13. Does the terminal Edit or change its processes according to their customer’s 

needs? 
14. Do you have any complaint management system? And how it works? 
15. Do the employees share their knowledge with other employees? 
16. Do you think employees are important in service delivery process and they add 

value in the process of customer involvement? 
17. How PICT measures their employee’s satisfaction and why it’s important? 
18. What are the duty timings in your department? 
19. How do you get business knowledge about your business processes? 

Appendix C 

Questionnaire asked from the assistant manager IT PICT. 

20. Why the Information Technology is important in PICT business? 
21. Technology changes are done on customer’s needs?  
22. What is the effect of technology on your service processes? 
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23. Do you involve with shipping lines and shipping agent in service development 
process? 

24. Do you have any system for knowledge management and feedback management 
of your employees and your customers as well? 

Appendix D 

Contact information for the interviewees 

 Interviewees Contacted persons Shipping 
lines 

Shipping 
Agents 

PIL 
 

1 Mirza Moez Baig 
Manager Commercial, PIL (Pacific 
International Lines)  
Contact Details: +92300-2246422 

  

PIL 2 Atif Hussain 
Deputy Manager Operations, PIL  
Contact Details: +92300-2144473 
atif_hasan@pacificdeltapk.com 

  

PIL 3 Ghazanfer Ali Khan 
Assistant Manager Operations, PIL 
Contact Details: +92300-2158373 

  

Universal 
Shipping 

4 Danish Rahim 
Manager Operations  
Contact Details: +92321-8237942 
+92300-8237942 

  

CMA 
CGM 

5 Obrain Saptel 
Assistant Manager Operation 
/Logistics 
Contact Details: +923082386188 

  

Marine 
Logistics 

6 Naveed Fazlani 
Deputy Manager Marine Logistics, 
Norasia Line 
Contact Details: +92300-8278303 
Skype id: fazlani1 

  

Blue Pak 
Shipping 
(Perma 
Line) 

7 Muhammad Ahmed Khan 
Manager customer services 
Contact Details: +92336-2422245 

  

Green Pak 8 Saeed Khan 
Manager Operations 
Contact Details: +923333887774 
Skype Id: anc.saeed 
 

  

ISPI 9 Muhammad Rizwan 
Asst. Manager Operation 
ISPI Corporation - Pakistan 
as Agents of MISC BERHAD 
Off: +9221–32313931-2 
Cell: +92-323-2864284 

  

Yasin 
Shipping 

10 Farooq Shah STX - Pan Ocean 
Yaseen Shipping. Assistant Manager 
Ops cell: +92321 - 2429276 
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Contact information for the PICT staff: 

 
Muhammad Adnan Memon (Assistant Manager IT) 
adnan@pict.com.pk 
Skype id: adnan1275 
Tel: (92-21) 32855701-9 
 
Amir Khan (Senior executive TM & C) 
aamirkhan@pict.com.pk 
Tel: +932855701-14 Ext: 317 
Mobile: +92323–296 4847   
 
Imran Mosa (Manager TM & C) 
imran@pict.com.pm 
www.pict.com.pk 
Mobile: +92300–8294096 
 
Khurrum (Assistant Manager CS) 
Tel: (92-21) 32855701-9 


